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Husbands wear out! 


Dear Editors: 


I have been a widow for two years, and I want to shout out, to all wives every- 
where: appreciate now, and do all you can to prolong, the privilege of being a wife. 
Or you'll be sorry. 


There is, truly, no relationship like marriage. Someone chose you... gave you 
the gift of status... and the only attempt at understanding that will again come your 
way. Half a man’s life on a platter. A built-in best friend. Someone to play with, walk 
in the first snow, wrap Christmas presents. With. Someone who remembers the same 
people and places and times... and your own young selves. 


To each of you who still has her husband, I say violently, take care of him. He 
can't and won't do it for himself. Keep him as long as you can. You'll never have it so 
good again. From the exact moment of that knife-sharp cleavage, you are alone as 
you've never been alone in your life. 


Sincerely, 
RE RR IRI et Re TR EGE SS Se aa ea ca es 


Some of the most significant words in Ladies’ Home Journal 
are often found on the “Letters” page. What more ardent relationship 
can there be between women and the magazine that is part of their 
lives? No wonder they like Ladies’ Home Journal best—by far. 


One phone call... 


Johnson asked: How can we get 
dealers to use motion picture 
demonstrations of outboards? 
Bell & Howell joined with Johnson to create a special 
promotional package built around the famous Filmo- 
sound 16mm projectors. Johnson salesmen took it into 
the field, used it to convince dealers of the ease, speed and 
economy of showing prospects, demonstrations on film. 


FINER PRODUCTS THROUGH IMAGINATION | “ 


2. Keeping the 
plan in action! 


= Bell & Howell, with the largest 
nationwide network of Audio-Visual representatives, pro- 
vides Johnson dealers with expert service and on-the-spot 
training. These are just two examples of Bell & Howell 
A-V service in action. Call or write us for details on how 
our products, experience and service can work for you. 


Bell © Howell 


7190 McCORMICK ROAD, CHICAGO + AMBASSADOR 2-1600 


ro 
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4 man who takes pride in his work, gets 


lot of solid satisfaction out of business 
paper adv ertising. It's a medium that’ s 
trictly for pros—you and the men you're 
selling to. You know you get the markets 
you want, the results you plan for .. . in 


businesspape 


Photo on location by Arnold Newman 


Advertising 
in businesspapers 
means business 


as any advertising man 
who knows his business 


will tell you—because 


men who read 
businesspapers 
mean business 


good business advertising works best in 


a good businesspaper—an ABC-audited, 
bought-and-paid-for ABP paper 


ASSOCIATED BUSINESS PUBLICATIONS + 205 E. 42nd St.. N.Y. 17 
201 N. Wells St., Chicago 6, 111. ¢ 333 Wyatt Bidg., Wash. 5 
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when it’s a case 


of lasting 
Executive Offices: 630 Third Ave., New York 17, N. Y., YUkon 6-4800 


impressions... 


HIGHLIGHTS 
PUBLIC ENEMY NO. 1 OF BRANDS 


Estes Kefauver, head of the Senate Antitrust and 
Monopoly Subcommittee, seems to aspire to be Grand 
Vizier of marketing, with a loud voice in just about 
every facet of its operation. Case in point, the drug 
industry hearings have far-reaching ramifications on 
the basic issue of free enterprise. Page 33 


THE RUSH TO ADVERTISE — 


It’s going on in TV, newspapers, and magazines, as an 
ever-broadening roster of products pin hopes on the 
ad investment. Last year’s 547 new firms spending 
$25,000 or more in at least one of these media point 
up some new trends in advertising breakdowns. 


Page 43 


it’s the 


Stebco 


Attache Case 
WILL YOU TAKE PRESTIGE—OR PROFITS? 


That can be the difference between a branch sales 
staff and a rep, says a GSM who has used both and 
tells why the sales rep gets his vote for efficiency, 


customer satisfaction and quick results. Page 75 


UNEXPECTED PAYOFF FROM CUSTOMER SCHOOLS 


What started as a simple service to Rockwell Manu- 


facturing customers has mushroomed into a many- - 
5 You'll see these Stebco Attaches 


angled sales aid that trains salesmen, builds prospect 
lists, and brings the company valuable marketing 


clues. 


Page 101 


on the big “jets” the “crack” 
trains—wherever America’s top 
executives and salesmen travel. 


They take Stebco’s famed qual- 
ity for granted, confident here's a 
case that will be a credit to them, 
no matter how big the prospect 
or how “upper level” the execu- 
tives they sell. Versatile as a 
brief case, overniter or sample 
case. In your choice of quality 
leathers or Stebco’s exclusive 
Tufide. 


Added feature of Stebco Deluxe 


DEPARTMENTS AND SERVICES 


Advertisers’ Index 109 Marketing Newsletter 63 Attache Cases: removable desk- 

' like partition that doubles as a 
Dynamarketer 68 Marketing on the Move 22 writing pad. Snaps in and out easily. 
Executive Shifts 108 Scratch Pad 110 For full details, see your favorite store 

or write 
From the Editor’s Side Pocket 7 Significant Trends 17 
STEBCO PRODUCTS 

Human Side 12 They‘re in the News 61 Chicago 7, Ill. 
balieie 28 Worth Writing for 84 Over 41 years of superior quality 
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BC Publishers Statement 
6 months ending 12/31/59 


HOSPITALS,..L.A.H.A.* 
Journal 


"Source: ABC Publishers Statement 
for 6 months ending 12/31/59 


Chicago 11, Iilinols 


Please send Comparative Report 
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7. Wall Street journal. 
8. Atlanta Constitution. 
9. Chicago Tribune. 
10. Des Moines Register, 
11, The Kansas City Stor. 
12. The Boltimore Sun. 
14. Chicago Daily News. 
15. Los Angeles Times. 


13. The Miami Herald. 


of Preference 


1. The New York Times. 
2. The Christian Science 


P i Di rn 
5. Washington Post & 


Monitor. 
3. The Milwoukee 
Journal. 
4. St. Louis 
Times-Herald. 
6. Louisville Courier 
Journal. 
ir 


Journal daily and Sunday. 
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in all Wisconsin and 9 out of 10 in the Milwaukee area 
Los Angeles 


newspaper audience in Wisconsin. Half the urban families 
read The 


have also gained the respect and confidence of the largest 


at < ‘i 
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5 editor: 
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Milwaukee Journal 


Member of Million Market Newspapers, Inc. 


ork & 


“NEWS COVERAGE, INTEGRITY AND PUBLIC SERVICE”’ 


Milwaukee Journal third. 
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superior for news coverage, integrity and public service. 


The editors placed The 


State 
were a 


335 Editors Rate Nations Newspapers 


Follow the LEADER 
in Philadelphia 
and its suburbs 


There’s one leader in Philadelphia and its suburbs. 
It's The Evening Bulletin. 


Che 1959 A.B.C. Audit Report shows that The 
Evening Bulletin’s leadership in circulation in 14- 
county Greater Philadelphia is 145,637. 

lwo major research studies show The Evening 
Bulletin’s leadership in adult readership in both 
the city and the suburbs. 

The 1960 National Analysts, Inc. survey shows 
that The Evening Bulletin leads in readership by 
351,000 adults in Greater Philadelphia homes with 
telephones 

And the 1957 Carl J. Nelson Research, Inc. study 
shows that The Evening Bulletin leads in readership 
by 396,000 adults in Greater Philadelphia families. 


In the suburbs, where Greater Philadelphia is 


une 


Se 


growing fastest, A.B.C. Audit Reports for 1950 


and 1959 show: 


The Evening Bulletin’s Suburban Circulation Grew 
TWICE AS FAST As The Morning Inquirer's 

445,641 
+-20,490 


Percent Gain 


+19% 
+ 9% 


The Evening Bulletin’s Suburban Circulation Leadership 
TRIPLED . . . from 11,611 to 36,762 
and this 36,762 leadership does not include the tens of 
thousands of Evening Bulletins sold in downtown Phila- 
aelphia which are carried home to the suburbs every day) 


Evening Builetin 
Morning Inquirer 


Follow the leader in Philadelphia and its suburbs— 
The Evening Bulletin. 


In Philadelphia Nearly Everybody Reads The Bulletin 


The Evening Bulletin Leads in Circulation and Readership 
...in Philadelphia and in Suburban Philadelphia 


A MEMBER OF MILLION MARKET NEWSPAPERS, INC 


Advertising Offices: N + e Det eS e | 
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lelphia A.B.C. City and Trading Zone 


The FTC Squares Off for a Fight 


A young relative came to me for advice the other day. He’s a buyer 
for a department store chain that gets out an annual Christmas cata- 
logue, and one of his jobs is to get the chain’s suppliers (manufactur- 
ers) to buy space in it. Last year, in a 3-day visit to New York, he 
signed up twenty. This year in the same period he lassoed only three. 
What did I think was the trouble? Certainly business couldn’t be that 
bad—or could it? 

I said I'd bet that his real problem could be summed up in three 
letters, and that they were F and T and C. “That must be it,” he 
answered, “although most of them used some other excuse or just 
said that they had to refer such things to their legal department.” 

The FTC means business in its more vigorous policing of the 
Robinson-Patman Act. And many sellers, knowing it, are running 
scared. If you haven’t read the new guide-lines of the Commission, 
turn back to page 83 of SM for June 17, where you will find them 
reproduced in full. They can be very important to you and your 
company if you give any advertising allowances. 

One result of the tougher attitude of FTC is that it will make it 
easier, far easier, for you to say “No” to some big customer who 
demendb an advetiiinn allowance you don’t want to give. Washington 
is really helping you to restrict your advertising dollars to media of 
your own choice! 

As a sample of what you can expect from FTC in the future: 
Daniel J. McCauley, Jr., General Counsel to FTC, made the flat 
prediction to members of the National Shoe Manufacturers Assn. that 
within the next four years the personnel of the Governmental body 
would certainly double, very likely treble, its present size. 

Tip: Surest way to get prompt attention by FTC if you wish them 
to investigate an illeg gal practice followed by a competitor is to relay 
it through a Senator or Congressman. 


Revion Advertises — for Salesmen 


When you think of Revlon you think of advertising. You think of 
the now-defunct “$64,000 Question” program. You think of splashy 
packaging. You think of catchy product names. Revlon would surely 
die without the power of advertising and promotion—but apparently 
Revlon also believes that it would withe 
of good salesmen. 

So Revlon takes display space in The New York Times to attract 
salesmen who wish to grow with Revlon. “We'll train you at our New 
York headquarters; start you with a salary of $435 per month, with 
two salary reviews in the first six months; give you a liberal expense 
allowance, comprehensive benefit program, and automobile—as well 
as back you up with solid national advertising and promotion.” 

The ad goes on to say: “A management position can be yours in 3-5 
years if you are the hard-working individual who can effectively assist 
our dealers in merchandising the Revlon product line in franchised 
drug and department stores.” 

In recent years a lot of poppycock has been spoken and published 
about the declining need for salesmen, especially in 
consumer lines. Revlon says that it just ain’t so. 


r away without the assistance 


well-advertised 


Creativity by the Calendar 


Remember the old ad with the headline (for a correspondence 
course), “They used to laugh when I sat down at the piano?” Well, 
a few years back many businessmen and investors laughed at George 
Romney of American Motors. but that practice is dead today. So when 


E- NOTES FROM THE EDITOR'S SIDE POCKET 
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TO WRITE 
A “MEATIER” 
PRODUCT-NEWS 
RELEASE 


...always cover 
these 6 points 


Clear, accurate, complete . . . this has 
been Industrial Equipment News’ prime 
editorial goal in product-news report- 
ing since it originated the product- 
news-and-information publishing field 
in 1933. 

Over these 27 years, IEN has pre- 
pared more than 113,000 product de- 
scriptions and received over 4,750,000 
requests for product information from 
America’s leading specifiers and buy- 
ers for industry! As a result, IEN has 
been able to break down information 
most desired into six major categories 
every writer should consider before 
turning out a news release. 


1. 
2. 
3. 


Explain what it is 
Explain what it does 


Dramatize how it 
works 


Dramatize how much 
it will do 


Reveal why it’s more 
efficient 


6. Reveal how little it 


costs for the value 


Why do more key buyers turn to TIEN 
for product news than to any other pub- 
lication? It’s because of the way IEN 
describes, rather than announces products. 
And this caliber of editing and reporting 
helps explain, too, why more advertisers 
turn to IEN to present their product 
stories. For details, send for comprehen- 
sive media data folder. 


INDUSTRIAL EQUIPMENT NEWS 
Thomas Publishing Company 


. 461 Eighth Ave., N.Y. 1, N.Y... . 
Affiliated with Thomas’ Register 
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EASTERN 


ANNOUNCES ITS NEW FLEET OF 


OVERNIGHT DELIVERY 


NEW YORK—MIAMI—SAN JUAN 
NEW YORK —ATLANTA— NEW ORLEANS — MOBILE— HOUSTON 
CHICAGO—ATLANTA— MIAMI-—SAN JUAN 


* Reserved space on every Freighter flight. 

* Pressurized and temperature-controlled. 

* Flights daily except Saturday and Sunday nights. 
* Pickup and delivery service available. 


In addition, Eastern offers freight space on over 400 daily passenger flights— including DC 8-B Jets 
and Prop-Jet Electras—to 128 cities in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For information and Freight Reservations, call your Freight Forwarder, Cargo Agent or Eastern Air Lines. 


EASTERN/AIR LINES 


32 YEARS OF DEPENDABLE AIR TRANSPORTATION 
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George Romney announces that his Kelvinator Division has dropped 
annual model changes, the business world wonders whether he is 
starting a trend that may become as far-reaching as his spirited and 
effective espousal of the compact car. 

“Improvements” by the calendar actually hold back really funda- 
mental improvements, and the attempt annually to create products 
that are merely camouflaged to seem better is a colossal misdirection 
of effort away from useful innovation—so runs the reasoning of Mr. 
Romney and his general manager of the appliance division, B. A. 
Chapman. 

Chapman puts it this way, “No matter how dedicated the manu- 
facturer is to genuine improvement—as the areas of improvement 
diminish and the annual change dates continue to roll around, the 
pressure builds up to compromise. What do you do when you reach 
the deadline for firming up next year’s product designs—and you 
don’t have the significant annual improvement the calendar says you 
ought to have? Then you start to switch handles, twist the metal, 
distort the chrome, change the shelves and doodle with gadgets. 

“The kind of pressure that produces better goods is the pressure 
of competition from other creative minds—not competition with the 
calendar. Competition with the calendar simply siphons off creative 
energy and everybody ends up producing trivia with consoling con- 
sistency, while important benefits are necessarily delayed. . . . Re- 
placement rates reflect the average trouble-free performance life of 
the product, not its appearance outdating.” 

That may sound like heresy, but if Romney and his crew pull a 
blooper on this, it will be the first since they took over the reins at 
American Motors. 


‘Buy a Second’ 


The very perceptive Sylvia Porter, noted writer on economic sub- 
jects and syndicated in leading newspapers, senses a trend from “I 
have one” to “I have two” as being in its infancy, but bound to grow 
because it is made to order for the convenience-loving seekers of 
status that most of us are. 

Miss Porter sees this as a new theme in American advertising to 
the masses. She calls it “a distinctly new recognition by U.S. manu- 
facturers that millions of middle-income families already have one of 
each of the familiar items—including an item as big as a house—and: 
that a way to maintain our buying until the bulge in marriages in 
the mid-1960’s sends demand soaring again, is to cultivate our desire 
for two of each of the items.” 

The more you look at it the more sense it makes as compared with 
the theory of “enforced obsolescence,” because it adds to, rather than 
replaces. 


Items You Will Like 


For my dough the best 3-bucks’ worth on the market today is the 
hilarious record, “The Button-Down Mind of Bob Newhart,” in which 
he spoofs Madison Avenue and a certain type of sales executive. . . . 
If what is taught in our colleges about selling and other phases of 
marketing is of any concern to you, write The Carnegie Corp., 589 
Fifth Ave., New York 17, N.Y., for a free copy of the 72-page book, 
“The Education of American Businessmen.” . . 


(1 almost gucrantee) 


. An absorbing novel 
about the last days of a thinly disguised giant of the American maga- 
zine publishing industry is Theodore H. White’s “The View from the 
40th Floor.” 


oe 
MARKET IN 


ILLINOIS - 1OWA 


Newspapers 
sell big in the \ 
Quad-Cities. 
To sell the larger 
Illinois side, use the 
Argus and Dispatch. 


56% of Quad-Citians live on 
the Illinois side. 


€ 
x 


QUAD-CITIES LARGEST COMBINED DAILY CIRCULATION 


ROCK ISLAND ARGUS 


MOLINE DISPATCH 


REPRESENTED BY ALLEN-KLAPP CO. 


PLAN iar" 


CAMPAIGN PROPERLY — 
SELECT THE RIGHT LIST! 


Primary requisite for the ef- 
fective use of Direct Mail is 
the completeness and accu- 
racy of the mailing list. 


Industry's buyers are never 
static. New names must be 
constantly added, deleted, 
changed, checked and re- 
checked. 

Uniquely equipped to handle 
that important detail is Mc- 
Graw-Hill's huge circulation 
department, which is special- 
ly staffed with a group of 90 
experts, whose combined 
abilities keep our lists as com- 
plete and accurate as human- 
ly possible. 

Why not specify a McGraw- 
Hill list on your next mailing? 
It's your best possible insur- 
ance against failure. 


Write for our free catalog today! 


McGraw-Hill Direct Mail Division 
330 West 42nd Street 


New York 36, New York 
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Stimulus to creative 


architectural and engineering design 


Effective editing hinges on an unflagging aware- 
ness of the activities, problems and interests 
of readers. 

A tall order in the architectural field. . . 

Consider the fluctuating interest of 
architects and engineers in individual building 
types as they vary in volume. . . the design 
implications of new products and methods . . . 
the unceasing clash and accommodation of 
taste and technology the fast changing 
programs of industry, commerce, government, 
education and medical care for which archi- 
tects and engineers must plan... . 

Even Architectural Record’s highly qualified 
editorial staff would be severely handicapped 
without its ... 


ARCHITECTURAL RECORD has attracted the largest number of architect 
and engineer subscribers in the history of its field by finding out 
what they need and supplying it in ways that inform and stimulate. 


Rewarding Reading — With the aid of these 
penetrating and accurate information sources 
Record editors are better able to serve promptly 
the full range of architect and engineer inter- 
ests ... and to alert their readers to tomorrow’s 


opportunities. 


Moreover, all the Record’s editorial resources 
—including an unequaled number of editorial 
pages—are concentrated on serving architects and 
engineers. Its timely building presentations, 
authoritative technical articles, expert draw- 
ings and perceptive photographs all speak their 
language. And its editorial content is enriched 
for them by the world’s leading architectural 
critics, practitioners and innovators. From 
cover to cover Architectural Record is reward- 


ing reading and a stimulus to creative design. 


Exclusive Information Facilities: 
e On building planning activity: F. W. Dodge 
Corporation’s daily Dodge Reports. 


Leadership Results: Architects and engineers 
have voted Architectural Record “‘preferred”’ 
e On construction trends: Dodge Statistics. in over nine out of ten independently sponsored 
© On costs: Dodge’s Dow Building Cost Cal- 


culator. 


studies. And more architects and engineers 
subscribe to the Record. They’re active, too— 
verifiably responsible for over 89% of all 
architect-planned building! 


e On reader interests: Eastman Research Or- 
ganization plus Continuing Readership Re- 
search. ONE MORE RESULT: again in 1960 more adver- 

tisers are placing more advertising pages in 

Architectural Record than in any other archi- 

tectural magazine. The Record’s margin of 

leadership—60 per cent! 


@ On education and medical Record’s 
sister publications, The Nation’s Schools, 
College and University Business, The Modern 


Hospital. 


care: 


Architectural 


RT ST 


Record (a 


119 West 40th Street 
New York 18, N. Y. 


Kalita Humphreys Theatre, Dallas, Texas. 
Architect: Frank Lioyd Wright. 
Photographer: Messina Studios. 
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LICORICE STICK, PRESIDENT & THE KING: Jack Feddersen (I), president of H. & 
A. Selmer, Inc., welcomes an old friend, Benny Goodman, to the board of directors. 


The King of 


uu Were a manufacturer of cos 


LICs 


; designed for the aging beauty, 
ho would vou like 

tors to lend luster to your prod- 
Marlene Dietrich. If 


manufacturer of 


on youl board of 
tr Easy vou 
golf clubs, 
be delirious with joy if 


vere a 
wouldn't vou 
soon-to-be 
ex-President to sit on vour board? Of 
would. But 
1 manufacturer of 


you could persuade oul 


COUTSE you suppose you 
clarinets? 
probably try your darndest to 
Benny Goodman into your cor 
porate family. And that’s just what 
H. & A. Selmer, Inc., one of the 
world’s leading makers of musical in- 
has pulled off 
New York, the Elk 
hart, Ind company bade the 
come to lunch and meet Benny Good 
And on a hot, humid Monday 
several hundred writers turned up at 
Basin Street East, where Benny is 
packing them in each night. No one 
really expected more than a clarinet 
obbligato. But 
placed before us, Selmer’s president, 


Jack | 


innouncement 


struments 
Recently in 


press 


man 


as dessert was being 
Feddersen, rose and made his 
Benny had been per- 
suaded to join Selmer’s board and to 


as a sort of salesman extraordin 
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How did Selmer do it? By selling 
Benny on selling Selmer. He reminded 
him that 25 Selmer 
Feddersen out to Chicago to meet a 
new band leader who was setting toes 
to tapping. The leader was B. Good- 
man. When Feddersen, who found 
Benny tootling away on a Selmer 
clarinet, returned to Elkhart, he shook 
up the company’s limited advertising 
budget and ran a full-page ad in 
Down Beat magazine, bragging about 
the fact that Benny and many of his 
men plaved Selmer instruments. 

“That was the first full-page artist 
endorsement advertisement of _ its 
“And it 
the beginning of a long series featur- 
ing Benny 


years ago sent 


kind,” savs Feddersen. was 


Goodman that we have 


run over the vears.” 


> So Bennv remembered Selmer 
kindly. And the public might have 
reason to associate the names of Sel- 
mer and Goodman. For when the 
movie, “The Benny Goodman Story,” 
to it that 
Selmer instruments were in the movie. 
not only visually, but 
name in the dialogue. 


was made, Goodman saw 


mentioned by 
This was one 
of the few spoken plugs in movie 
history 
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WY ik HUMAN SIDE 


Feddersen long had thought about 
having Benny on the board. But Good- 
man is a notoriously un-commercial- 
thinking man. When his particular 
stvle of jazz underwent an eclipse and 
big bands dropped by the wayside, 
Benny went back to classical music 
and played with several symphonies 
as guest artist. But all the while—and 
particularly when Rock and _ Roll 
reared its unlovable head — he had 
been in a private anguish over the 
low state of popular music and the 
equally low musical standards. Fed- 
dersen heard of the Goodman dissatis- 
faction and saw his opportunity. 

Not long ago he ran into Benny in 
New York and gave him a sales pres- 
entation. He pointed out the unusual 
fact that Selmer, which formerly did 
the bulk of its business in the pro- 
fessional instii:ment line, now does 
well over three-fourths of it in the 
music education field. And he ham- 
mered home the even more unusual 
fact that Selmer employs men with 
music education degrees as salesmen! 

So the great man capitulated. He 
will make appearances in Selmer’s be- 
half at meetings of music dealers, 
educators, students and others in the 
music field. He recently brought his 
entire band to play for Selmer’s an- 
nual dealer meeting at the Palmer 
House when the National Association 
of Music Merchants Trade Show took 
place. 


> He'll help Selmer’s sales by work- 
ing with the company on many of the 
phases of the new fast-moving high 
school dance band movement. 

But at that luncheon where Selmer 
announced Benny as a member of the 
board, he showed that his greatest 
sales will be made doing what he does 
best: playing his music. He had 
brought along his entire band and for 


-half an hour the band gave forth with 


those tunes that made him the idol of 
a generation ago. The press had to be 
asked to leave. And we noticed that 
the members of the Fourth Estate who 
staved longest were striplings in crew 
cuts and Ivy League suits. 

Selmer wants a_bigger-than-ever 
share of the burgeoning music busi- 
ness. For this is an industry that has 
doubled its retail volume in 10 vears. 
Sales of all musical instruments and 
sheet music totaled $502 million in 
‘59, compared with $220 million in 
1949. Selmer, itself, chalked up a 
gain of more than 400% for the same 
period, is today the number one pro- 
ducer of clarinets. ® 


“Approval of product recommendation” is 
one of six basic buying actions which 
typically result from buyers’ use of 
manufacturers’ catalogs in Sweet's. Other 
reported buying actions are: called 

local office... recommended... specified 
...requisitioned:..wrote for detailed 

facts. Over 26,000 buyers’ responses to 
more than 80 studies clearly document 
the significant role of catalogs in 
increasing selling opportunities for 
manufacturers who employ Sweet’s 
system. Your Sweet’s District 

4 Manager will gladly review the 
a results of these studies with 
you. Call him or write to Sweet’s 
Catalog Service, Div. of 
F. W. Dodge Corporation, 
119 West 40th St., 

New York 18. 


Announcing an important new service to readers 
that no other consumer magazine can duplicate 


‘The 


Good Housekeeping 


Buyers Guide 


It will make shopping easier in over 5,000,000 homes 
tor all the millions of Good Housekeeping readers. 


The Buyers Guide will be a purse-size service book- 
let bound into subscribers’ copies of November Good 
Housekeeping—easy to tear out, to keep and to use. It 
will be banded to the covers of Good Housekeeping on 
the newsstands. 

It will list alphabetically all the fine products 
investigated and-backed by the Good Housekeeping 
Consumers’ Guaranty. 

We know our readers will heartily welcome this 
modern aid to buying. We asked a sizeable number and 
they said “Yes” overwhelmingly. , 


New editions are planned at six month intervals, to 
make it continually useful. 


Good Housekeeping is proud to add this significant 
new service feature, appearing for the first time in the 


November issue. 


Good Housekeeping 


MAGAZINE AND INSTITUTE 


... because nothing persuades like the truth 
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A reproduction of our first announcement to the public, 
informing them of this new service to our readers 


This advertisement will be published in leading newspapers across the country 
plus an advance announcement in Good Housekeeping itself and in the Novem- 
ber Reader’s Digest. 

Advertisers in Good Housekeeping will immediately see the implications of 
this unique new Buyers Guide reader service. Their brand names will be listed 
5,000,000 extra times, in a special, convenient form for consumers’ use at the time 
of purchase. 

This additional selling power accrues automatically to advertisers in Good 
Housekeeping. It’s a unique merchandising opportunity. Ask your representa- 


tive for the merchandising plan to suit your needs. 
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How to win local markets—anywhere 


Olivetti Machine Tools decided to sell its precision-built 
machines in the United States. This move set up a prob- 
lem, for this Italian-based company has to convince pros- 
pects that they can get fast and dependable parts service. 

“The first thing prospects want to know about is the 
availability of parts,” said Mr. Robert A. Blum, U. S. 
manager of the tool division of world-famous Olivetti. 
“‘We tell them we maintain a basic supply of parts in 
our New York warehouse, and this supply is kept up by 
a steady flow of shipments from Italy by Emery Air 
Freight. 

“Then they want to know how quickly they can get 
replacement parts from our American stocks to keep 


ay 
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costly ‘down time’ in their plants to a minimum. Our 
answer is: we distribute parts from New York overnight 
to our customers anywhere in the United States by 
Emery Air Freight. And the fact that they can rely on 
this fast air freight service clinches the sale for us. 

‘Emery Air Freight is one of our strongest points in 
selling prospects and keeping them as customers. And 
another point, Emery helps us keep inventory costs to 
a minimum.” 

Find out how Emery’s air freight marketing services 
can help you. Call your local Emery representative today. 
Write for free idea-packed booklet: “6 New Ways to 
Promote Your Products by Air Freight.” 


SE EMERY AIR FREIGHT 


801 Second Avenue, New York 17, N.Y. “EMERY — Worldwide Blue Ribbon Service’’ 


pe ny SIGNIFICANT TRENDS __ 


The Price of Goofs Is Going Up 


It has become prohibitively expensive to make a 
marketing goof. And the cost will continue to 
skyrocket at a rate that grows faster every day. 


Why? Certainly common inflation plays a part. 
And it’s pretty obvious that today’s highly com- 
petitive company has more riding on every mar- 
keting move than was once the case. 


But there are other, more subtle reasons. Reasons 
which, when examined, often prove to be the 
most important of all. And many of these reasons, 
all phenomena of modern marketing, are just now 
beginning to grow into major factors in most com- 
panies. 


Sometimes it’s possible to take action to reduce 
the possibility of making an expensive error. Or 
certain steps may be taken to reduce the damage 
that could be caused by a mistake. But left alone, 
these factors can only drive the cost of errors 


up and up and up. 


The rising costs of marketing services. This is 
the first thing one usually thinks of when dis- 
cussing the cost of marketing errors. It is little 
or no trouble to lay a $200,000-egg on one TV 
program; and coverage is better than ever. For 
its money, a company can now look bad before 
more people at one time than ever before. Or, 
for a mere $109,000, Life, Look, Post and Reader’s 
Digest promise to show an advertising page an 
average of 2.6 times to 51.2% of the population. 


In other words, everything is better, bigger, more 
expensive. National distribution can be achieved 
in a week. There are more people to be sold, it 
is more expensive to reach them with message or 
product, and it takes a bigger splash to really 
impress them. The result: an opportunity to make 
the most monumental goofs in history. 


The lean, lithe look of modern marketing. Mar- 


keting is getting more and more streamlined. 
Example: Makers of TV sets introduce completely 
new lines twice a year. One, Zenith, brought out 
38 new models in June to replace 40 models intro- 
duced last December. The new models will be 
obsolete five months from now. Zenith must gear 
production, inventories exactly to demand. Chan- 
nels of distribution must be filled overnight. 
There can be no shortages and no leftovers to be 
dumped at the end of the model year. The result: 
a marketing system that is taut as a piano string. 
In other companies, automated inventory control, 
regular use of air freight to cut field facilities, etc., 
create similar situations. 


What happens? Like a precision instrument, such 
marketing systems work beautifully — but they 
don’t have the slack to absorb a bum decision. 
Even a small boner can cause pandemonium and 
result in very costly, extensive emergency situa- 
tions. And this tightening up of marketing is 
really just beginning. 


Crowding in the Market Place 


New products flood the markets. In many in- 
dustries, the number of new brands hitting the 
market is growing faster than the market's ability 
to absorb them. Autos are one example: Last 
year there were about 17 major makes of Ameri- 
can cars. This year there are 21 and there prob- 
ably will be 25 next year. But there has been 
little or no rise in demand; in fact, the best year 
was five years ago. Therefore, the market pie 
must be sliced thinner. This means that a new 
product must be exceptional just to capture 
enough of the market to break even. No longer 
can a company create a mediocre product, run 
with it long enough to get the investment back, 
and get out. And every new product intensifies 
the situation just that much more. 


More and more company operations revolve 
around marketing. When to expand capacity, 
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whether to engineer a new product or improve 
an old one, whether or not new financing is 
needed are all typical non-marketing decisions 
that are coming to depend more and more on the 
marketing director. His estimates of markets, of 
future sales, of customer desires set the pace for 
the entire corporation. An error by him has a 
much farther-reaching effect than does a mis- 
judgment by other members of the management 
team. 


The growth of scientific marketing methods. Such 
developments as market research, packaging and 
advertising research, market testing not only add 
directly to the cost of marketing, but are “things 
to be done” that add ever-increasing amounts of 
lead time to planned marketing moves. One vic- 
tim of this was the Edsel. The car was to be so 
well planned that the researchers began work 
in 1954 for the 1958 model. But by the time ‘58 
rolled around tastes had, unfortunately, changed; 
the rest is history. Even more important, added 
lead time, combined with tooling-up time, testing 
time and introductory time, creates a sluggish 
package — package that is in many respects so 
ponderous that initial miscalculations build up 
momentum. So much momentum, in fact, that 
marketers are often forced to tearfully watch their 
errors carried on for months while laborious cor- 
rective measures are taken. When a company 
tools up, builds inventory, and fills the channels 
for quick national distribution, a suddenly dis- 
covered error made ‘way back in the beginning 
takes months to fix. 


Communications Break Down 


Corporate growth means a loss of contact between 
front office and field. The bigger, more complex 
a company gets, the more formal (or even non- 
existent) is the relationship between salesman 
and manager. The field force becomes stiff-legged. 
The salesman must stick to rules, pre-set prices, 
ete. This adds to the cost of error in two ways: 
(1) The salesman can’t take it upon himself to 
patch up the error at customer level to any great 
degree, and (2) jammed communications between 
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front office and field create an expensive time lag 
between the moment the salesman discovers 
something wrong and the time top management 
hears about it. Such time lags, often at the crucial 
moment of product introduction, mean just that 
much more time for the company to get in deeper 
and deeper. 


Industrial Buyers Don’t Forget 


This is particularly acute at the industrial mar- 
keting level. Here, where large sums of company 
money are involved, customers are extremely re- 
luctant to forget a supplier's error—an error 
which might have been avoided by faster man- 
agement action. 


The growing complexity of markets.- Not only 
does unexpected competition from other com- 
panies and new materials arise overnight, but the 
intensified drive to corporate diversification and 
merger creates a kaleidoscopic buyer-seller pat- 
tern. The net result is that entire markets and 
sales pictures alter with astonishing suddenness. 
Because of the speed and totality with which 
these changes occur, any company that decides 
to put its eggs in the wrong baskets is lucky to 
escape alive. And this new competition-diversifi- 
cation-merger chase will intensify, if anything, in 
the next few years. 


So up, up, up goes the price of a marketing 
blooper. Fortunately, the marketer is not power- 
less to check this spiral. Against some inflationary 
factors, of course, he can do little. But he does 
have some weapons against those cost-increasing 
factors that arise from the growing complexity of 
marketing. For example, many marketers are 
giving top priority to improving their decisions 
by scientific means (SM July 1—“What’s the 
Status of Mathematical Marketing?”) so there 
will be less chance of error. Others are purposely 
building check points into their marketing set-ups 

or special troubleshooters or special 
lines of communication . . . or emergency teams 

which can bypass the cumbersome ma- 
chinery and ferret out errors before it’s too late. 
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The New Yorker creates 


“T first encountered serious criticism in 
The New Yorker. Robert Benchley and 
later Wolcott Gibbs on theater, John Mosher 
on movies, Clifton Fadiman on_ books, 
helped shape my own style as a critic. 
There’s hardly a critic or reviewer in the 
country who has not been moulded to some 
degree by The New Yorker’s critics. Its 


great influence has been to make criticism 
not only honest, which goes without saying, 
but humane and sensible which are rare 


and important virtues, too.” 


John Crosby, Tl)’ Columnist, 
The New York Herald Tribune 
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THE BILLION DOLLAR SPOKANE MARKET... 


etro figures are dwarfed by the magnitude of the total Spokane 
Market. More than a million people with $2 billion net income spend $1.3 billion at 
retail annually. That’s more people, more income and more total retail sales than you 
get in all but the nation’s 19 largest metro areas. You sell this 36-county market easily 


and effectively with just one “Newspaper-Buy’ . . . the Spokane Dailies! 


Big . . . rich . . . and walled in on all sides by towering mountain ranges, the 
Spokane Market is virtually impregnable to outside advertising — another reason The — *24 


Spokesman-Review and Spokane Daily Chronicle are a must on your “A” schedules. 


Spokane is a BURGOYNE Grocery and Drug Test City 


"Source: Sales Management Survey of Buying Power, May 10, 1959 
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“60% OF MY FOOD SALES COME 
FROM OUTSIDE SPOKANE COUNTY. 


This certainly proves the Spokane Market is the one big excep- 
tion to the metro area concept. It includes parts of 4 Pacific 
Northwest state: , and the grocery manufacturers I represent 
cover it with one newspaper-buy — The Spokesman-Review 
and Spokane Daily Chronicle.” 


H. P. CHRISTY 
H. P. Christy Co., Inc. 
Spokane Food Broker 


a 
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TIMES AS BIG AS IT LOOKS! 


METROPOLITAN RETAIL TOTAL SPOKANE 
eart of the Pacific Northwest SPOKANE TRADING ZONE* MARKET 


SPOKANE MARKET 4 


at J Spokane ee hae <_< eeiet se a s 
Saatale ; MONTANA tai at 
ou WASHINGTON 
\ Retail Sales: Retail Sales: Retail Sales: 
> rtland $342.344,000 $793,504,000 $1,348,779,000 


ily The Spokesman- The Spokesman- The Spokesman- 
P Review and Spo- Review and Spo- Review and Spo- 
kane Daily Chroni- kane Daily Chroni- kane Daily Chroni- 
cle reach more cle reach 7 out of cle reach approxi- 
than 9 out of 10 10 families. mately 5 out of 10 
families. families by carrier 
he delivery. 
he *24 complete counties shown. Latest data with exception of circulation unavailable for parts of counties defined by A.B.C. 


y Cover fe 
the Inland Empire ~ 


om THE SPOKESMAN-REVIEW 
SPOKANE DaiI_Ly CHRONICLE cn , wine i 


Hoos, 


Advertising Representatives: Cresmer & Woodward, Inc. Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine 


Sales Management July 15, 1960 21 


BACKGROUND 


Edward R. Murrow returns—with 
a major innovation in news pro- 
grams. Every Sunday he and crack 
CBS News correspondents abroad 
examine the week’s most signifi- 
cant news in a 25-minute interna- 
tional “conference call.” The ob- 
jective : to impart fresh insight into 
the meaning of the news. In all 
radio, Edward R. Murrow is the 
kind of company you keep... 


ONLY 
ON CBS 
RADIO 
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THE RACE GOES ON 


Louisville—Kentucky Kings, new-type 
cigarette with a tobacco filter, was 
introduced nationally last month by 
Brown & Williamson (Life, Viceroy, 
Raleigh, Kool) after what may have 
been the shortest market test in the 
industry—ten weeks. The reason for 
the brevity of the test (most of which 
run six or eight months) is supposedly 
that the results of the tests were so 
“outstanding.” But some industry ob- 
servers feel there was another reason: 
a possible forthcoming resumption of 
the cigarette race, with new tobacco- 
tipped brands from several major 
makers vying for acceptance. 


WOMEN BUY MORE LIQUOR 


New York—Sex is becoming a less 
and less reliable determinant of who 
in the family buys what products. Ac- 
cording to a new survey by Package 
Store Management magazine, 38% of 
liquor store customers today are 
women, which is double the 1950 fig- 
ure. Most of the increase has occurred 
in the last five years. 


HELP FOR SUPPLIERS 


Burbank, Cal.—Space-age companies 
all too often get as complicated in- 
ternally as the products they manufac- 
ture. Knowing this, Lockheed’s Missile 
and Space Division has issued a book- 
let listing the steps to take in making 
contact with its Sunnyvale operation 
or the central purchasing office in 
Burbank. Title of the brochure: “Guide 
to Selling Lockheed Missile 
Space Division.” 


and 


SPECIAL TO STOCKHOLDERS 


South Bend—The auto industrv’s 
latest—and most revolutionary—plan 
for beefing up weak end-of-model-year 
sales has been put into effect by the 
Studebaker-Packard Corp. The plan 
centers around the company’s 200,000 
stockholders — a good-size, interested 
market if there ever was one. The 
offer: a $100 rebate frorn South Bend 
on each car bought during July, Au- 
gust or September by shareholders of 
record June 20. 

The refund is, of course, in addi- 
tion to any other deal the customer 
can get from the dealer. When the 
sale is made, dealer and buver sign 
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statements showing that (1) a car was 
bought, and (2) the purchaser was a 
stockholder. These are sent to com- 
pany headquarters, which sends a 
check directly to the customer. There 
is no cost to the dealer. 


NEW FILM UPS SHELF LIFE 


New Haven—A new antioxidant cel- 
lophane, said to extend the shelf life 
of film-wrapped foods containing high 
oil, shortening or fat content, has been 
developed by the Packaging Division 
of Olin Mathieson Chemical Corp. 
The new film, which is called 
OF-20, was specifically developed for 
use in packaging potato chips, other 
snacks such as popcorn, corn chips. 
Designed to retard oxidative rancidity, 
it is reported to extend the shelf life 
of potato chips as much as 50% with- 
out sacrificing any of the packaging 
characteristics of regular cellophane. 


CALIFORNIA FARM BOOM 


San Francisco — Increased production 
and diversification help farmers as 
well as businesses, states a report just 
released by Ciocker-Anglo National 
Bank. California, possibly the richest 
farm market in the world, last year 
boasted an average gross income of 
$23,981 per farm—three times higher 
than the national average. Total state 
farm income was. $3 billion. A major 
factor in this boom: The state pro- 
duces 139 commercial crops, more 
than any other state. In addition, the 
food processing and packing industries 
in the state handle one-third of the 
U.S. industry total. 


The Survey Says* 
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Sales 
$37.0 billion 


~~ 7 


Sales . 


—— — 


4 
/ 


aa Vf==fARKETING o1 


4 


nin Qt he ain eh nee teh ee 


“Tee ee 


> ion the MOVE 


BLADE SALES SOAR 


Boston — Last January, the Gillette 
Safety Razor Co. ran a series of black- 
bordered, all-copy ads to introduce 
the new Gillette Super Blue Blade. 
Experts were skeptical about the utter 
lack of glamour in the ads; and when 
follow-up ads apologized for the short- 
age of the new blades, the savants 
shook their heads in unison. 

But Gillette has just announced 
that in their first five months on the 
market, the new blades climbed to 
third place in the industry—right be- 
hind regular Blue Blades and Gillette 
Thins. In fact, the soft-sell introduc- 
tion was so successful that sales of the 
blades have been “40% ahead of the 
most optimistic advanced forecast.” 


NEW FOIL AD PROCESS 


Milwaukee — Aluminum foil newspa- 
per ads have been hailed as an excit- 
ing way to present a sales message—if 
the high cost could be borne. But now 
the Milwaukee Sentinel has developed 
a process that enables the advertiser 
to run pre-printed foil ads in less than 
page widths. The foil, previously 
laminated to paper, is affixed to the 
regular newsprint in any desired col- 
umn position during a normal high- 
speed press run. The back of a page 
so treated can be used for regular 
news and advertising. 

The advantages are many: Costs 
are cut because far less foil is needed 
for a part-page; the rest of the page 
can be printed with advertising copy 
in a low-cost regular press operation; 
the foil can be used strictly as an eye- 
catcher or to show actual reproduc- 
tions of foil packages and metal prod- 
ucts. 


WHAT COULDN'T BE DONE? 


Detroit — Unofficial but authoritative 
sources say a rear-engine Chevrolet 
Corvair station wagon is definitely in 
the cards for next fall. The engine is 
reported to be underneath the rear 
floorboards, although the new Cor- 
vair, unlike the Volkswagen, is sup- 
posedly designed to look like a con- 
ventional station wagon. 

Also from Corvair: the new Monza, 
a Corvair with sports-car type bucket 
seats, more than the usual compact- 
car interior appointments. It is being 
marketed as a “stablemate” to the 
Corvette. 


THE VALUE OF IMAGINATION 


Chicago—Once again, proof positive 
that the imaginative salesman — the 
one who is not confined by the prod- 
uct applications listed in the cata- 
logue—is the one who brings in the 
sale. The Wilson Sporting Goods Co. 
just placed an order with the Dixie 
Cup Division of American Can for 
100,000 paper cups without bottoms. 

Why? Because an enterprising Dixie 
cup salesman convinced Wilson that 
the cups made ideal pedestals for 
baseballs in sporting goods displays. 


VOICE FROM THE KITCHEN 


New York—Although the whimsical, 
storied “consumer’s rebellion” has yet 
to take place, Mrs. Housewife is defi- 
nitely getting more and more to say 
about corporate marketing plans. First, 
there was the American Institute of 
Approval (SM June 3, p. 98), a group 
of women gathered under the banner 
of a Lady Douglas-Hamilton for the 
sole purpose of telling marketers (for 
a fee) whether their products are in 
good or bad taste. 

Now, a new group: a marketing 
research “division” of Women’s Club 
Service. The offer: more than 10,000 
women in 360 women’s clubs are 
available for product testing. Clubs 
are classified by location, average age, 
income, family status, etc., of mem- 
bers, and by other economic and 
demographic characteristics. Special 
groups are available, too: farmers’ 
wives, college grads, and the like. 


WHAT THE AUDIENCE BUYS 


New York — People don’t necessarily 
equal purchases—so the habits of a 
particular ad medium’s audience can 
be more important than just the sheer 
numbers of people. This is clearly 
(continued on next page) 
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Ma 
“Perkins 


Her story is the oldest, continuous 
daytime drama in radio, but Ma 
Perkins is as up-to-date, as freshly 
confident as the youngest face in 
Rushville Center. Her point of 
view, her newest adventure always 
hits home, no matter where home 
is across America. Sponsors find 
her sales message hits home too. 
In all radio, Ma Perkins is the 
kind of company you keep... 


Only 
On OBS 
“10 
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The Only 
Publication 
for Catholic 

Administrators 


Known Buying Power’ 


SEND FOR SAMPLE COPY 
AND COMPLETE DETAKS. 


CATHOLIC 
MANAGEMENT 
400 N. Broadway JOURN AL 


Milwaukee 1, Wisconsin 
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demonstrated in a study just released 
by the Market Research Corp. of 
America in which the media exposure 
of a consumer panel was tied in with 
week-to-week purchases of the group. 

One sample of the findings: An 
analysis was made of the purchases 
of a certain laundry product by the 
audiences of four daytime network 
TV shows. In one group, the amount 
spent per housewife was 32% below 
the U.S. average. Housewives watch- 
ing the other three programs, how- 
ever, spent 21%, 50% and 134% above 
the national average on the product. 


WHAT'S YOUR ‘LIFE SPAN‘? 


Ann Arbor, Mich. One of the most 
important factors in developing sales 
estimates is the “life span” of a prod- 
uct, according to Donald Cowan, pro- 
fessor of marketing, University of 
Michigan. He cites the life expectan- 
cies of these consumer products: Elec- 
tric refrigerator—15 years; electric or 
gas range—15 years; vacuum cleaner 
—11.4 years; electric washing machine 
—9 years; and the TV set—9 years. 

The professor didn’t note that some 
of these products attain a ripe old 
age only through loving and expensive 
care lavished by the owner. 


ROBOTOURING NEARLY HERE 


Princeton—Sleepy or liquored-up mo- 
torists won’t be able to turn over the 
wheel to an “automatic pilot” for some 
years yet, but the systems and devices 
worked out by RCA and General 
Motors to make this possible are 
workable, and some of them are 
likely to be in use very shortly. ~ 
Electronic circuits, says Dr. James 
Hillier, v-p, RCA Laboratories, will 
be able to perform various functions 
within the present traffic environment. 
These include operation of speed 
warning or traffic lights, measurement 
of car speed, and counting vehicles 
and adjusting signals for maximum 
traffic flow. Similar equipment is be- 
ing tested to aid control towers in 
directing surface traffic at airports. 


MORE NON-FOODS IN SUPERS 


New York—Look for more and more 
super markets to turn to enlarged 
non-foods lines to bolster profits. Last 
year 32,000 super markets accounted 
for 69% of grocery sales, Progressive 
Grocer reports. 
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NEEDED: A USE FOR GROUT 


Barre, Vt.— Selling refrigerators to 
Eskimos must be easier than selling 
grout. At least that’s the way that 
granite quarriers in this New England 
town view the situation. 

Grout, we are told, is the leftover 
granite stone that is not quite suitable 
for monuments or headstones. And, 
after 135 years’ quarrying in the area, 
the community has quite a mountain 
of grout—nearly 8 million tons. It does 
find some market as paving and build- 
ing material, but the supply exceeds 
demand _ several-fold, and even 
Yankee ingenuity has not solved the 
problem. Good grout salesmen are 
scarce, too. 


BOATS SHIPPED OVERSEAS 


New York—The export dollar volume 
of boats, engines and marine parts 
achieved by the American boating in- 
dustry for 1959 exceeded imports by 
almost 400% says the National Assn. 
of Engine and Boat Manufacturers, 
Inc. Total value of exports was $47,- 
537,484, as compared with imports 
totaling $9,647,785. The 4,573 recre- 
ational craft shipped overseas ac- 
counted for $5,800,000 of the total, 
with combined inboard and outboard 
engines making. up $25,079,840 of 
the total. 


SUMMER’S NOT THE SAME 


Syracuse — When people’s habits 
change, markets change. And figures 
just released by the Carrier Corp. 
show that summer living is one fast- 
changing habit. Last year, 5% million 
U.S. homes—almost 11% of this coun- 
try’s households—had air conditioning. 
The heaviest concentrations were in 
the South, but other regions are not 
far behind. These figures show num- 
ber and percent of total households 


; with air conditioning in 1959: 


Texas . taleoue..: 365% 
iS ae 518,000... .10.0 
Ill. os eee... 12 
Penn 317,000.... 9.6 
Fla. .303,000 22.5 
| ey ae 265,000... .19.5 
NJ. 228,000... .13.0 
ae . .227,000. .. .26.2 
Calif. .. 210008.... 43 
Tenn. . .. 198,000... .96.5 


Cooler homes, of course, mean less 
seasonal change in such living habits 
as cooking, eating, TV watching, en- 
tertaining, etc. 
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Mrs. Taylor 


never heard of 
Continental's 
Gair division 


but the GAIR people 


know her very well! 


Continental always keeps its eye on the unsuspecting 
Mrs. Taylor. That’s why Mrs. Taylor always keeps her 
eyes on products in Continental’s Gair cartons. 

Continental keeps up on the colors she likes, the 
shapes that stop her . . . what makes her buy. 

The only evidence Mrs. Taylor sees of this endless 
intelligence, of the Continental fine facilities from coast 
to coast for lithography, gravure and letterpress 
printing, is the ever-improving cartons on the shelves. 
Cartons more colorful, more convenient to use, 
easier to read. Cartons that go with her to the 
checkout counter. 

So remember, years of leadership in the printing, 
construction and manufacture of boards and 
folding cartons give Continental’s Gair division 
the experience to turn your problem 
into profits, Call us today! 


gS GAIR 


CONTINENTALG, CAN COMPANY 


BOXBOARD AND FOLDING CARTON DIVISION 
530 FIFTH AVENUE. NEW YORK 36. N. Y 
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CENTRAL INTELLIGENCE fort 


From North, South, East and West—from representative builders of all types and 


sizes—comes a steady flow of vital information—compiled and classified by the 
Bureau of Building Marketing Research—an agency of Practical Builder Magazine. 


Through the Bureau, PB keeps its sights constantly fixed on the total light construc- 
tion target—an area of ever-shifting activity encompassing over $40 billion in new 
home construction, remodeling and non-residential building. As the industry’s only 
continuous information center, the BBMR acts as a veritable business barometer. 
It traces the movement of building products, equipment and materials— perpetually 
updates marketing data and building trends. In short—lends substance to the edi- 


¢hat Knows the Market Best 


ithe Light Construction Market 


torial insight that makes Practical Builder the best read, most effective medium 
serving the builder-buyers you must sell! 


It is not surprising, therefore, that manufacturers consider PB the Plus Book in the 
Light Construction field: Total Coverage . . . Plus Marketing Leadership! PB, for 
example, can help you plan and coordinate your entire builder marketing program .. . 
furnish you with factual BBMR reports on product potential . . . develop your appeal 

.. and provide many other services which contribute greatly to the overall effective- 
ness of your marketing program. See your PB man soon. 


Practical Builder « A Cahners Publication + 5 South Wabash Avenue, Chicago 3, Illinois 
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ATLANTA 


— population now officially* 


ONE 
MILLION 


—continues growth beyond the 


BILLION 
DOLLAR 


retail sales bracket 


1959 Retail Sales 
for 5-county Metropolitan Atlanta 
$1,369,724,000 ...up 4.8% 


Gain over the previous year was 
$62,841,000. Atlanta’s consistent 
economic growth is further reflected 
by these important factors: 


Effective Buying Income up 12.2% 
Per Capita Income up 7.2% 
Per Household Income up 6.1% 


1agement Survey of Buying 


sale Ma 

y 10, 1960; Atlanta SMA population, 
in Planning C mmission estimate, as 
59 U.S. Bureau of Census 


Now, more than ever, mass move- 
ment of goods in Atlanta and Geor- 
gia demands advertising in The 
Atlanta Journal and Constitution, 
the largest newspaper in the South. 


462,993 daily * 511,131 Sunday 


ABC Pub’s. Statement, 3 31 60 


The Atlanta Journal 


Dime Like the Deu 


THE ATLANTA CONSTITUTION 


Represented by Kelly-Smith Co 


‘strident’ selling—or emotional 


A comment on “When You Can't 
Yell Back,” from ye Editor's Side 
Pocket (SM, June 3)... 

How can you sell anything without 
someone getting a little excited, a little 
emotional, or even a lot emotional 
over it? 

Obviously the answer is in talent 
and technique. Commercial producers 
are growing with a relatively new in- 
dustry. In my estimation, they are, as 
are the agencies from Mad Avenue to 
Hollywood Boulevard, doing a job 
that improves with time. 

One of the most happy things you 
can say about a person is, “He’s a 
good salesman.” And even a good 
salesman is, occasionally, “strident,” 
as you put it. You always sound a bit 
louder when your head is up and your 
voice is clear. 

GENE WILKIN 
Sales Manager 
WPRO-TV 
Providence, R. I. 


confusion on FTC 


In your June 3 issue you published 
an article on the subject of FTC atti- 
tude toward volume discounts. We 
note that a cost justification seems to 
have a general tenure of approval or, 
at least, is some justification for a dis- 
count. 

Today we are in receipt of the 
FTC’s Guide for Advertising Allow- 
ances, Payments and Services. Item 
15 is a statement to the effect that it 
is no defense to plead a cost justifica- 
tion such as a savings in delivery. As 
this is somewhat in contradiction to 
your views in the June 3 article, I am 
wondering if perhaps we are misin- 
terpreting some of the information. 

A. F. RATHBUN 
President 
Fred W. Amend Co. 
Evanston, III. 


& There are two separate areas of 
FTC activity involved here. As we 
stated in the June 3 article, “Are Your 
Volume Discounts Illegal?” a_ cost 
justification can at times be a legal 
basis for volume discounts. On the 
other hand (see SM, June 17, “Co-op 
Advertising—Ignorance Is No Excuse” ) 
a cost justification is never a legal 
basis for the payment of an allowance 
or the furnishing of a service to certain 
customers but not to others. The dif- 
ference here is that if a seller can 
prove that he does have lower costs in 
filling large-quantity orders, he may 
be justified in passing these savings on 
to the customer in the form of a vol- 
ume discount. However, he legally 
may not pass such savings on to the 
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ace Vee TO THE EDITORS 


customer in the form of an advertising 
allowance or promotional service that 
is not offered on a proportionally equal 
basis to all competing customers. 
The editors welcome comments or 
questions on FTC and trade practices. 


no conflict intended 


As a member of the staff of the 
Encyclopaedia Britannica, Western 
Zone, I certainly want to thank you 
for the wonderful coverage in the 
June 3 issue of SM [“How Britannica 
Sells One out of Three”}. 

One point, however, rather con- 
cerned me from the standpoint of 
placement or editing. The story started 
on page 107 and was continued on 
108. The last paragraph on page 108 
mentioned sales training films in use 
by Britannica. The coincidental ad 
for Bell & Howell on page 109 was 
most interesting with one exception: 
The ad boldly referred to “the world’s 
largest direct sales force,” with a 
visual and word reference’ to World 
Book Encyclopedia. They sell a com- 
petitive product, you know. 

LESTER BASHARA 


Administrative Asst., Western Zone 
Encyclopaedia Britannica 
Beverly Hills, Cal. 


& The editors are well aware of — 
and embarrassed by—the unfortunate 
positioning of the Bell & Howell ad 
with respect to the Britannica article. 
Our apology to both EB and our ad- 
vertiser. Bell & Howell, which un- 
doubtedly considers Britannica a good 
prospect, has not complained as yet. 


run on ‘sore thumbs’ 


The manager of our Industrial Sales 
Department has just handed me a 
clipping of the fine editorial on “Mod- 
ern Marketing’s Sorest Thumb,” SM, 
June 3. 

This is something he would like to 
distribute among his entire field sales 
force. May we have your permission 
to reproduce the article? .. . 

A. J. GERARD 
Advertising Manager 
John Bean Division 
Food, Machinery and Chemical Corp. 
Lansing, Mich. 


. very pertinent information and 
so well presented that we would like 
to reprint it for our sales force. .. . 

RayMonp R. REMALEY 


Assistant Sales Promotion Mgr. 
Commercial Products 

Dixie Cup Div. of American Can Co. 
Easton, Pa. 
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covering all 

those who count 

in just 

the Industrial-Large 
Building field 


Face to face with the specialized audience you need! 

Your sales story in the pages of Heating, Piping & 

Air Conditioning has the best “direction’’ possible. 

It goes to the consulting mechanical engineers, the mechanical 
contractors, and the engineers with plants and 

large buildings who are actively involved with heating, 
piping and air conditioning services in just this field. No 
stretching of editorial coverage. No dilution of circulation. 
And each of these important-to-you-readers 

stands up to be counted. Each is paying for HPAC 

directly, individually, voluntarily. Provable circulation. 
These are among the reasons why HPAC year after year is 
the leader (by over 2 to 1) in advertising 

volume. Want more information? 


Write KEENEY PUBLISHING Co., 6 N. Michigan, Chicago 2. 
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Suburbs Set Pace In Population Race 


Grew Six Times ¥. ‘aster wha see. hun See 
at ; 


Suburbs Outstrip 
Growth Of Citie 


Borst Report 


@N. Suburb and still growing 


> FASTER! 


You've read about the new Census Returns. Now... 


follow the big shift to the suburbs Wi 


AMERICA IS GROWING FASTEST IN OUR RESIDENTIAL SUBURBS 


‘Census Bureau — 1960 Preliminary Report) 


Central Cities . . UP 8. ethaneguen wang Road 47.2% 


t y Suburbia Today t 
1950 1960 | 1950 1960 


Skokie (til 14,832 58,193 UP 295% | Santa Monic a 71,595 82,845 UP 15% 
Calif 

Hig 16,808 25,440 UP 51.9% | Cuyahoga 29,195 47,705 UP 63.5% 

Park |! Falls (Ohio 

Mt. Holly 8.256 13,260 UP 60x | Montgomery 579 2,635 UP 335% » Ho 

N.J Ohi . b 
| Babylon, L.1. 45,556 142,339 UP 212% | Raytown 500 17,033 UP 3,306% 3 N 
| N.Y Mo Bs 
| Gendale 95,705 118,330 UP 23.5% | Littletown 3,378 13,595 UP 302% | R 
| Calif , (Colo. : 
——_ § 

< 
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Home Delivered 
by 212 Suburban 
New Spapers tq 
388,513 Family 
Readers in 526 
“Growth” 
Communities. 


The Colorgravure Magazine - Section Exclusively Serving 
526 of America’s Fastest Growing, Higher Income Suburbs! 
Population gains during the past ten years have been 
And 
greatest of all in the higher income, swank suburban 
This 
may have shocked a few city mayors, but it certainly 


greater — by far —in the suburbs than the cities! 


communities! from the U.S. Census Bureau — 


comes as no surprise to advertisers of Suburbia Today! 


As the only national monthly edited exclusively to the 
interests of prosperous suburban families, Suburbia Today 


has been an integral part of this phenomenal growth story. 


eS 


with OUburbia Today 


It has grown into a vital, major marketing medium! 


Census reports still to come are sure to strengthen Suburbia 
Today's unique position as a key to modern marketing 
planning. Its colorful, homey, magazine format puts your 
message where America’s greatest growth is taking place 
—in the 526 “cream of the crop” suburbs whose rate of 
growth, rate of earning and rate of spending far outstrips 
the typical surburb! 


Your products belong where families, and homes and busi- 
ness are on the upswing. Only Suburbia Today takes you 
there—with impact, regularity and proven reader response! 


suburbia Today 


Leonard S. Davidow, Publisher 

Patrick E. O'Rourke, Adverti: 

Ford King, National Advertising Manage 
NEW YORK 22, N.Y. 


CHICAGO 1, 
CLEVELAND 15, 
DETROIT 2, 

LOS ANGELES 5, 
SAN FRANCISCO 4 
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(Just a matter of Relativity) 
e WBTV-CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 596,600 TV HOMES’ 


e WBTV DELIVERS 43% MORE TELEVISION HOMES THAN CHARLOTTE STATION ‘B’’** 


on Magazine - May 1960 


LET'S COMPARE Ms 


Neh NO SRE RE ce 


N STANDARD BROADCASTING COMPANY 


| WBTV 


CHANNEL 3@ @© CHARLOTTE 


Represented nationally by CBS Television Spot Sales 


Drug Hearings Just a Start for .. . 


The Man Who Would 
Manage Your Marketing! 


By LAWRENCE M. HUGHES 


Senior Editor 


a" 


Pg pede Pe 
ef ® hfs 
Rees « 


'ULY 15, 1960 
De eee 


If you think Washington now 
cramps your stvle, try to imagine how 
you would make out under Komplete 
Kefauver Kontrols. 

Steadily, step by step, industry by 
industry, for five years, the Senate 
Antitrust and Monopoly Subcommit 
tee, of which Estes Kefauver is chair 
man, has been busy vitiating free 
enterprise in manufacturing by curb- 
ing its methods and rewards. 

In every industry the Kefauver 
group would have Washington decide 
on the worth or desirability of your 
products, the prices at which you may 
sell them, and the extent to which 
you may promote them. 

Indeed, Washington might prefet 
that you did not own your own pat- 
ents, or even your own brands. 

Washington might stipulate how 
much you could legally spend for 
product research, how much for sell- 
ing and advertising, and how much 
profit (after all the other restraints! 
you could make. 

Under Kefauver Kontrols the only 
thing left to your company from the 
former free enterprise system would 
be the freedom to lose your shirt 

Thus far Kefauver & Ko. have con- 
centrated on what he calls “the ob- 
vious decline in the vigor of price 
competition,” in turn, on the steel, 
automobile and bread industries. 

Since last fall, presidents and others 
of prescription (ethical) drug manu- 
facturers have faced the 8-man sub- 
committee and the inquisitors, investi 
gators and economists on its 35-mem 
ber staff. 

By mid-June, with the drug hear 
ings about three-fourths completed, 
Kefauver was formally asking Con- 
gress for new laws to require licensing 
of all drug manufacturers and to em- 
power the Food and Drug Adminis- 
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tration to check on the “usefulness, 
safety and purity” of all new drugs 

Previously, on the Senate floor, Ke- 
fauver had expressed his all-industry 
creed: “Instead of regulating inter- 
state and foreign commerce, com- 
merce has increasingly come to regu- 
late us. To those who are content to 
let the economic decisions be made 
by the managers of our giant corpo- 
free from competition and 
I cite the drug 


rations 
public accountability 
industry.” 

This, “among all industries, should 
show the greatest concern for the 
public interest, and yet appears to 
show the least.” 

Next, Kefauver may tackle building 
materials 

Whatever may be his stature as 
‘public defender,” the tall Tennes- 
sean today looms large as Public 
Enemy No. 1 of advertised brands. 
He strives to prove that sales and ad- 
vertising are “monopolistic” weapons 
in the hands of big contenders, beat- 
ing down their weaker rivals, and 


The Man Who Would Manage 
Your Marketing 


continued) 


maintaining prices that gouge the 
public. 

When the motor makers took their 
turn on the hot seat in the old Senate 
Office Building, two years ago, the 
subcommittee’s Democratic majority 
doubted whether “advertising con- 
tributed substantially to the further 
expansion of the market. ...A price 
decrease of 10% would be feasible 
if annual expenditures of advertising 
[then at nearly $100 a car] and de- 
sign changes were reduced by $600 
million.” 

Today, even in such a meteoric 
growth iridustry as prescription drugs 
- where new “miracles” may obsolete 
older ones far faster than the motor 
car replaced Dobbin a half-century 
ago, and where a strong and steady 
flow of “education” must accompany 
promotion—Kefauverites, if anything, 
are even more adamant against ad- 
vertising. 

However, Paul Rand Dixon, the 
subcommittee’s counsel (the drug in- 
dustry’s prosecutor) and staff director, 


tells SM: “We know the value of 
advertising to create an expanding 
market. But the prescription drug 
industry has both a limited and a 
captive market. No one buys miedi- 
cine unless he needs it. And in pre- 
scriptions, the man who specifies 


Washington Hot for Restrictive Laws 


Chose hardy souls who sat through 
the first 1.4 million words of the Sen- 
ate’s Antitrust and Monopoly Sub- 
committee, often heard the words: 
‘There ought to be a law.” ~ 

@ Estimating that the ethical drug 
industry can be blamed for $20 to 
$30 million of the annual loss to the 
Government on carrying third-class 
mail, an Albany, N.Y., medical col- 
lege professor would restrict the in- 
dustry to “six mailings per addressee 
” He would also 
like the Government to investigate the 
“influence of drug companies and ad- 
vertising agencies on medical jour- 
nals.” 

¢ Senator Kefauver urged, among 
other things, that drug manufacturers 
be “required to prove effectiveness 
by] clinical tests before their drugs 
can be marketed.” 

e The suggestion of one witness 
that the “natural monopoly” in drugs 
be regulated (“the way we regulate 


pe yeal pe! company 


public utilities,”) was called by Dr. 
E. Gifford Upjohn of Upjohn Co. an 
“irresponsible statement. We would 
have to discontinue some of the serv- 
ice.” And if drug patents were put in 
the public domain, he added, this 
would “completely destroy incentive 
for [private] research.” 

© On the confusion caused by the 
fact that one new drug appeared 
under six different brand names, Coun- 
sel Dixon said: “If there were one 
generic name [for all of them] the 
druggist would feel free to pick any 
one of the six.” Each manufacturer, 
however, could put his own name on 
his version of the product. 

@ When drug manufacturers ad- 
vertise direct to doctors, said a Con- 
sumers Union representative, “There 
is some question of the degree of au- 
thority of the FTC to compel honesty 
in their ads.” 

Instead of new laws and regula- 
tions, one doctor would expand the 


34 Sales Management July 15, 1960 


standards and policing efforts of the 
FDA by doubling its funds. But an- 
other said the FDA’s efforts are ade- 
quately financed: the Drug Adminis- 
tration alone gets $18 million. To the 
FTC (with which he formerly worked) 
this would seem a “fantastic amount.” 

Summing up four days and hun- 
dreds of thousands of words devoted 
to “generic and trade names,” Sen. 
Philip A. Hart (Dem., Mich.) empha- 
sized that, whatever the labels, more 
should be done to “resolve the ques- 
tion of safety. . . . There really isn’t 
any price tag on safety... . Many 
people think that the only way you 
can be safe is to rely on a manufac- 
turer whose trade name you recog- 
nize. 

However, there should still be “a 
public agency to insure the minimum: 
Has the FDA been given enough 
money? . . . And has it enough power 
under existing law, to give the an- 
swer?” 


them does not pay for them, and the 
man who pays does not specify.” 

Increasingly, Dixon charges, the 
big drug makers see to it that the 
doctor orders, not by generic, but by 
trade or brand name. Individual drug 
makers, he says, spend millions in 
medical journals, mailings and sam- 
pling — just to doctors — and millions 
more for staffs of 600 to 1,000 detail 
men (salesmen) to hammer their 
brands home to the doctors. 

“The $600 million which this $2.25- 
billion -industry spends annually to 
get doctors to prescribe brands,” he 
claims, “is enough to buy a new 
Cadillac, each year, for each of the 
150,000 physicians in the country.” 

Against the prosecutors, the Ke- 
fauver-employed “defenders” of the 
drug industry have not had much 
chance. At least four-fifths of the 
“evidence” piled up by mid-May, in 
30 volumes containing a total of 
5,875 pages (including 445 “exhib- 
its’) of double-space typewritten 
transcript, supported Kefauver’s con- 
tention that the larger ethical drug 
houses beat the smaller ones and the 
public this morning and every morn- 
ing, noon and night. 

The exhibits range from charts and 
tables, prepared by subcommittee 
staffers, to price lists and promotion 
material, and (such being the power 
of a Senate subpoena) to patent 
agreements and even private letters 
from company and association files. 


<q ADVERSARIES MEET, look each other in the eye during Kefauver Subcommittee’s 


drug price investigation. Dr. Austin Smith, left, president of the Pharmaceutical 


Manufacturers Association, accused Senate group of unfairly attacking the industry. 


THUMBS UP on the drug industry. Unconscious gesture of John E. McKeen (center), 


president of Chas. Pfizer & Co., lends a positive emphasis to his testimony as he 


PRESSING THE ATTACK is Paul Rand 
Dixon, chief counsel for Government. 


Dr. John M. Blair, chief economist 
for the subcommittee, dramatized 
profit ratios of major drug manufac- 
turers, after research, production, 
sales and other costs. He cited the 
“monopoly” held by 16 large manu- 
facturers over 51 types of hormones, 
diabetic drugs, tranquilizers, vitamins 
and antibiotics. He sought to show 
how the big houses share their “mira- 
cles” with each other — but not with 
the 1,300 middle-size and smaller 
manufacturers in the ethical drug in- 
dustry. 

American Cyanamid (Lederle), for 
example, Blair said, “produces 100% 
of the U.S. output of sulfapyridine,” 
but “sells none of it in dosage form.” 


tells Subcommittee about the very small profit taken on a new Pfizer product. 


Sales Management 


BOTTLES OF DRUGS help Ciba Presi- 
dent T.F.D. Haines explain his position. 


All told, among 15 manufacturers, he 
found “14 instances where the com- 
pany manufactures the drug but does 
not sell it directly.” Narrowest ratio of 
products sold to those produced was 
reported for Merck and Pfizer — both 
1 to 1.1/3. Widest was the 1 to 20 
of Parke, Davis. 

To the Senate, Kefauver offered 
evidence that it pays the advertiser to 
advertise: A $10,000 investment in 
Smith Kline & French in late 1948 
would have produced by December 
1959 a net gain of “over $230,000” 
—in addition to dividends totaling 
more than twice the original invest- 
ment. 

While the Kefauver charges make 
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front-page news and stir up editorials, 
the drug makers have had to buy 
advertising space, pay for booklets 
and employ other devices to get their 
defense across to the public. 

Abbott Laboratories, for example, 
was “permitted” to run a page ad in 
Life to reply to a Life editorial on 
the alleged high prices of drugs. 
Smith Kline & French Laboratories 
reproduced in booklet form a recent 
talk before California pharmacists by 
its chairman, Francis Boyer. 

In the Kefauver hearings, Bover 
said, “There was much clamor about 
and little consideration of 
As a “specific bargain,” Boyer 
mentioned that “$15 worth of anti- 
biotics, taken at home, will in most 
cases quickly clear up a mastoid in- 
fection which a few vears ago might 


prices 
value.” 


The Man Who Would Manage 
Your Marketing 


(continued) 


have cost $1,000 in hospitalization, 
surgery, nursing and prolonged con- 
valescence.” 

He quoted from a Chicago Tribune 
editorial: “Everyone knows that many 
of the new drugs are not cheap. These 
days you can expect to pay as much 
to cure a girl of pneumonia as to 
take her to dinner and the theater.” 
Boyer added that the “odds in favor 
of the girl’s recovery are today 26 to 
1, as against only 3 to 1 in 1939.” 

SK&F’s chairman pointed out that, 
“If an amount equivalent to [the 
ethical drug industry's] net profit 
were eliminated from the price of 
the average prescription, the saving 
to the patient would actually be less 
than 2 cents a day.” 

Also, “As growth companies taking 
greater risks and focusing on long- 


range goals, [the large drug houses] 
have to make better than aver- 
age profit.” He questioned whether 
“there is anything wrong with good 
protits derived from the acceptance of 
risk, from corporate efficiency 
and from skillful marketing.” 

Boyer admitted that “Our industry 
has sometimes overpromoted. But 
consider the results of underpromo- 
tion! . . . An article on a new 
therapeutic development is not pub- 
lished in a medical journal until some- 
where between six and 18 months 
after its submission. If there were no 
pharmaceutical advertising, new life- 
saving drugs would be withheld from 
critically ill patients. ‘3 

The Kefauver group’s effort to 
“pressure” physicians into prescribing 
drugs by “non-specific generic desig- 
nations — without identification by 
trade-mark,” Boyer emphasized, 
“strikes directly at the basic founda- 
tions of our free enterprise structure. 
It denies incentive and reward to 
those who have achieved innovations 
by risking their own capital.” 

SK&F’s chairman quotes the slogan 
of “our good competitor, Squibb 
[Olin Mathieson]: The -priceless in- 
gredient in every product is the honor 
and integrity of its maker.” 


Drug Industry a 


Whatever the opinions of its pro- 
motional methods and pricing, every- 
one agrees that for 15 vears ethical 
drugs has been a spectacular “growth” 
industry—and that it is still growing. 

In this period, The New York 
Times shows, this industry's volume 
has quadrupled to $2 billion. 

Fortune figures the trend a bit dif 
ferently: In two decades sales of the 
total drug industry have expanded 
nearly eight times to $2.3 billion. The 
proprietary (non-prescription “family 
medicine”) part of it rose from about 
$150 million to $600 million, while 
the ethical (prescription) part, com- 
posed of “wonder” and other drugs, 
multiplied from about $150 million 
to $1.7 billion. Of the last amount 
the postwar “wonders” now account 
for about $800 million 

“New products,” says the Times, 
“are a hallmark of a growth industry” 

citing such latter-day “wonders” as 
antihistamines, synthetic 
hormones, amino acids, radioisotopes, 
tranquilizers, energetics, diuretics for 
heart disease, and polio and other 
antiviral vaccines. 
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Growing Giant 


Both publications report the indus- 
try’s research and development ex- 
penditures for 1959 at around $190 
million—or more than twice the level 
of 1954. And some big factors (Parke, 
Davis and Pfizer, for examples) are 
spending $18 to $30 million annually 
for capital expansion. For each $1 of 
new sales, the industry estimates it 
must spend $1 for plants and equip- 
ment and R&D. 

The Times denies the Kefauver sub- 
committee’s “monopoly” implications: 
Among 1,370 pharmaceutical houses 
in the country, the largest in sales has 
only 7.8% of the total retail and hos- 
pital market, and the top 10 combine 
53%. 

But some of the big fellows steadily 
have increased their share. Fortune 
cites these sales gains in 12 years: 
Schering—710%; Pfizer—530%; Smith 
Kline & French—300%; G. D. Searle— 
280%; Merck—200%; Upjohn—175%; 
Parke, Davis—160%, and Eli Lillv and 
Abbott Laboratories both about 100%. 

And in this period all except Pfizer, 
Lilly and Abbott lifted profits even 
faster than sales. 
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The big drug makers sell and pro- 
mote intensively. Some of them em- 
ploy 1,000 or more detail men to tell 
their product stories personally to 
physicians. The list of 100 largest na- 
tional advertisers in space and time 
media for 1959—which does not cover 
the heavy expenditures for mailings 
and sampling in this industry—includes 
such “partly ethical” companies as 
American Home Products, Bristol- 
Myers, Sterling Drug, Warner-Lam- 
bert, Carter Products and American 
Cyanamid. 

And such giant companies as Ar- 
mour, Schenley, Olin Mathieson, 
Union Carbide, Atlas Powder and 
Hercules Powder also are active in 
ethical drugs. 

Pharmaceutical Manufacturers Assn 
boasts that in the last three decades 
new drugs have helped to add nearly 
ten years to the average American's 
life span. But the Kefauver committee 
suggests that the big drug companies, 
at least, have been much more effec- 
tive at selling than at research. 

In 1958, says Paul Rand Dixon, 
counsel and staff director of the in- 
vestigation, selling costs of 20 of the 
largest ethical drug companies aver- 
aged 24% of dollar volume. This was 
nearly four times the 6.4% they aver- 
aged on research. Together thev aver- 
aged 13.1% of sales in net profit. 
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Meanwhile, the American Academy 
of General Practice, representing doc- 
tors who write most of the prescrip- 
tions, has just reaffirmed its resolution 
yf 1954: “Any action to discourage 
the use of trade names in prescription 
writing would tend to interfere with 
the growth of pharmaceutical re- 
search and progress in medical treat- 
ment.” 

And American Medical Assn. has 
just decided to undertake a year-long 
study of drug practices. The New 
York Times report of the AMA's 
Miami Beach meeting added that 
“Many physicians and representatives 
of the drug industry here believe that 
[the Kefauver subcommittee] has been 
unfair to the drug industry. [Its] in- 
quiry has raised doubts in the public 
mind about the development, testing, 
approval, pricing and marketing of 
prescription drugs.” 


> Yet, Kefauver’s hand-picked medi- 
cos still were making headlines with 
such statements as: Education that 
derives from “the detail man and pro- 
motional literature is completely 
biased — as any advertising is.” In 
addition to becoming “biased,” said 
another witness, doctors may become 
hopelessly confused by this “hydra- 
headed monster of terminology: There 
are as many as 35 names for one 
product.” Doctors and druggists 
might have “3,000 names to learn in 
five years.” 

Cortisone, as sold by Merck, Scher- 
ing and Upjohn, explains prosecutor 
Dixon, becomes Cortex, Cortate and 
Cortef. He urges the doctor either to 
prescribe the generic name, cortogen 
acetate, or simply to say Merck’s cor- 
tisone, or Schering’s cortisone. 

“A lot of so-called progress in re- 
search,” Dixon charges, “is simply 
molecule manipulation. And much of 
it isn’t even that.” He cites the ex- 
ample, mentioned by one medical 
witness, of a recent new form of 
penicillin which appeared simultane- 
ously in “at least six different brand 
names and in five colors: pink, peach, 
green, and two shades of yellow.” 
Each, Dixon says, was promoted sepa- 
rately, and “No effort was made to 
inform the physician that they 
are otherwise identical.” 

SK&F’s Boyer replies: “If it hadn't 
been for such ‘molecular juggling,’ 
we would have stopped with 
cortisone in the rheumatic diseases, 
nstead of advancing through hydro- 
cortisone to prednisone and dexa- 
nethasone. To belittle such chemical 
ichievements is a bit like calling Eve 

mly a ‘slight molecular modification 
f Adam.’ ” 
At times Kefauver & Ko. imply 
continued on page 106) 


TOUGH QUESTION causes Francis C. Brown (right), president of Schering Corp., 
to seek advice from attorney Irving H. Jurow during price hearing last winter. 


On the Plus Side 
' Of Ethical Drugs 


Though Kefauver’s inquisitors 
strive mightily to prove, among 
other things, that the big brand- 
name drug manufacturers have 
been beating sick Americans over 
the head, pricewise, for a long 
time, a bit of constructive evi- 
dence on this industry still creeps 


into the hearings. 


e@ Prices of prescription drugs 
in today’s inflated economy have 
not risen so rapidly as those of 
many other goods and services. 
The Bureau of Labor Statistics re- 
ported that in four years whole- 
sale prices of all commodities 
rose an average 7.6%. In this 
period drugs and pharmaceuti- 
cals climbed only 0.6%. 


@ In the last two decades, 
when prices of all commodities 
137.7%, drugs and 
pharmaceuticals moved ahead 


soared 


80.3%. Drugs, in fact, increased 


less than half as much as the 
averosce of all medical care 


items. 


e@ Adjusted to the age of the 
nation’s population in 1940, the 
National Office of Vital Statistics 
showed, the cumulative decline 
in the average mortality rate for 
all age groups, by five-year pe- 
riods, totaled 35% between 
1930-34 and 1955-58. In the 
postwor “miracle drug” era 
alone the cumulative mortality 
rate has fallen 25.2%. 


@ Pharmaceutical Manufactur- 
ers Assn. emphasized that this 
industry leaves no molecule un- 
turned in its efforts to cure still 
more diseases: In 1958 “The in- 
dustry tested about 115,000 sub- 
Only about 1,900 
substances reached the clinical 
testing stage. All of this resulted 
in the market introduction of 


stances. 


from 20 to 30 really new drugs. 
And only a few of these will be 


real commercial successes.” 
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+10 of a series on: 


THE 10 BIGGEST MISTAKES EXECUTIVES MAKE 


Failure to Make Long-Range Plans 


By DON H. SCOTT 
Don Scott Associates 


Jim has a plan. Arnold doesn’t. Just for fun, let’s see 
what advantages the plan gives Jim over Arnold. 

For one thing, Jim’s plan is the key to obtaining an 
objective. When Jim completed the plan he had a pretty 
good idea about whether the objective was attainable or 
not. If it had not been, the plan would have showed why. 
Inasmuch as fact gathering is part of planning, Jim learned 
when he gathered his facts what problems stood between 
him and his objective. Knowing the problems enabled 
him to describe activities in the plan which would over- 
come each of them. These activities, in effect, become 
minor objectives, any of which may well have had prob- 
lems of its own. These minor objectives might be likened 
to stepping stones which lead to a chosen destination. 
Put them in the proper order, determine their timing, and 
there should be little trouble in getting where you are 
going 

Do you see already where Jim has a big advantage? 
Arnold may be struggling for an objective he hasn't a 
prayer of reaching. Allowing that he is trying to do some- 
thing that is possible, he could be working twice as hard 
as necessary in order to do it. Go back to Jim. He knows 
exactly what must be done. He is now in a position to 
assign people to activities. He has the activities spelled 
out. He can be fully aware of the kind of people he wants 
to handle each of them. When he makes assignments, he 
can make them with assurance. He knows the relation- 
ships between jobs because their relative importance and 
complexities were all worked out in the plan. 


> Now put yourself in the place of an employee working 
for either Jim or Arnold. When Jim assigns a job, he 
knows what it is and your individual objectives can be 
spelled out. You know what is expected of you and can 
measure vour own success and failure. Your chances for 
idvancement depend on your ability to get a job done 
and not on the subjective feelings of an individual. Good 
morale has a chance because there is nothing but yourself 
to stop it. Further, you know very well who is running 
the show because your boss, Jim, is the guy who devised 
the plan under which everyone is working. He is probably 
devising the next one right now and if you want to be 
in on that one, better get this job done. 

Now go to work for Arnold. Nice fellow, but he 
doesn't know from one minute to the next what is going 
to happen; and worse, he never makes anything happen. 
He is completely at the mercy of conditions, situations, 
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and the whims of those around him. No one knows who 
the boss really is because it’s anyone’s guess where you 
go from here. Because individual objectives are never 
spelled out, you can’t measure your performance. Are you 
doing a good job or not? You don’t know and neither 
does Arnold. Your measure of success is not based on 
your capabilities, but on your ability to get along with 
Arnold. Morale? There isn’t much and it won't get any 
better. Monday morning comes awfully fast when you 
work under these conditions. Score another advantage 
for Jim. 

Now, what about materials, supplies and equipment? 
Jim knows what he needs and when he needs it. He is 
operating at the lowest possible cost. Having a plan, he 
quite obviously didn’t include unnecessary machinery and 
equipment, and what is around the place is there because 
it is needed for the job—not because it looked like a good 
thing to have around. 


> Maybe vou think managers never buy anything just 
because they want it around, or, because they got it 
cheap. I would be delighted to have the proceeds from 
an auction which sold the things I have seen around 
businesses just because they attracted a fancy. A large 
company closed one of its local subsidiaries about three 
years ago in Bridgeport, Conn., and put its machinery up 
for auction. All the Arnolds scrambled up there and 
grabbed everything they could. The local golf and bridge 
clubs echoed the good fortune of the bargain hunters 
for months. The_ outcome? Most of them can’t give it 
away for hauling charges. I’ve seen tons of that machinery 
in more than one plant still in the spot where they 
dumped it two years ago. The Jims? They went up there, 
too. They looked at what was available and considered 
it in the light of equipment needs coming up (as spelled 
out in the plan). When they bought, they really saved 
money because they had a definite purpose in mind. 
One more point for Jim. 

Speaking of materials, if you’ve never seen a job shut 
down because someone didn’t plan for the necessary 
materials at the right time, then you've either been 
around excellent planners or you haven’t been around 
at all. 

But we haven't hit the really big advantage Jim has 
over Arnold. It can best be expressed by a true and recent 
story: Byron Roles is the owner of a distributorship for 
a large number of products in his industry. He started 
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from scratch except for brains. Because you don’t need 
much more, Byron has built his distributorship to the 
biggest in his area. 

Two years ago he started thinking about planning to 
an even greater degree than he had in the past because 
he had discovered something about planning that escapes 
most people: Once objectives are set in a plan, they be- 
come real and possible. 

Byron called his managers, service men and salesmen 
together and unfolded a new objective: The company 
would double sales within a 2-year span. Each man’s job 
now was to work out his individual contribution and 
submit it for incorporation into the plan. Where the con- 
tributions were unrealistic, Byron sat with each man 
until some reasonable (and conceivable) approach could 
be worked out. The salesmen, of course, were horrified. 
How in the world could they be expected to double sales 
in territories where they had been struggling for years 
just to maintain them? But when each sat down with 
Byron or his sales manager and went over the territory 
by customer and potential, it was easy to see that the 
business was there. Either more creative selling had to be 
done or competitive effort had to be increased. 

The service people contributed by improving their 
equipment, training engineers and mechanics to perform 
faster and more efficiently, and extending their hours of 
availability. Service men were sent to manufacturers for 
training in handling new items. Important, too, was agree- 
ment by service personnel to back the sales department 
in every way they could. Management would provide 
every service it could as well as incentives. Management 
also imported a professional sales trainer to work with 
the salesmen. The credit department would work faster, 
more diplomatically, and keep up communications with 
the sales department. 


> The program was launched with a big party. Wives 
were invited and were caught up with the spirit of the 
effort. The plan was put into action. The first salesmen 
reached the double mark less than eight months later. 
Soon others got there. Some haven't reached it but all 
are way up over previous periods — and still going. When 
Byron’s suppliers realized there was a possibility that the 
objective was plausible they jumped on the band wagon 
and helped in every way they could. I talked with some 
who told me sales in certain items had tripled. 

Of course, while all this was going on, Byron’s friends 


and associates stood by thinking he had lost his mind. 
Now they are wondering by what magic such an accom- 
plishment was brought about. They think he “knew some- 
thing.” He did. He knew that a great deal of what it 
took to get something done was in deciding in advance 
what should be done. Once this was settled, the plan 
would show how. Incidentally, Byron’s planning ability 
and background for the achievement was no greater than 
that of most small businessmen. The only thing he had 
that was greater was supreme confidence that he could 
do almost anything he started out to do and that making 
a plan cost nothing except a little of his time. He also 
knew that if his objective was impractical, the plan would 
show it and nothing would be lost in trying to achieve 
the impossible. 

A common question is, “How far in advance should 
a manager plan?” Most well-administered companies plan 
at least five years in advance. It might even appear that 
the present. year is already completely decided. And, 
unless some national catastrophe occurs, it is. Everyone 
knows his goals and that he will be measured by how 
close he comes to them. This is the first step in co- 
ordination of effort. Certainly everyone knows that co- 
ordinated effort is not only more effective but far less 
costly. 


> Here’s the shocking truth. Very few smaller companies 
($10-million annual gross and under) have such plans. 
We get this comment quite often, “Hell! we don’t even 
know what we did last year, let alone next year.” Do 
you wonder why there are so many small-business failures? 

As to big business, it would be impossible to stay big 
or get big without planning ahead. To manipulate a 
billion dollars in assets without advance planning would 
be utter chaos. For this reason one must wonder about 
the manager who says, “We got where we are without 
planning so we don't need it.” I have drawn a broad 
distinction between ten million and a billion, but where 
is the line between what “cottage management” can con- 
trol and what scientific management must control? 

Let’s look at it this way: Why draw the line? The 
cottage management system (the expression “cottage 
management” started when the whole business was under 
vce roof in one room) is on its way out. Years ago it 
was necessary because there wasn’t too much under- 
standing of the basic fundamentals or the “science” of 
n.anagement. Today there is no need for any manager 
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to operate “by guess and by gosh.” 
{f he is trying to run a business with- 
out the necessary knowledge of the 
basics, he simply isn’t competitive 
His days are numbered. 

Now, it may appear that most of 
the above applies only to the man 
who is running the business, or the 
man at the top. Not so. Every man- 
ager must plan for performance which 
is to take place. The intermediate 
manager may not be able to plan as 
far in advance as the manager who 
is at the top, but he can plan every 
activity in his section and can plan 
it in accordance with company poli- 
cies and procedures. This makes him 
more than just a liaison man between 
his personnel and the top. Further, 


if he is under a manager who does 
not plan in advance, there is some 
chance he might be a factor in im- 
planting the idea in his boss’ head. 

Here are some ideas that should 
help you in planning: 

Whereas it is said that all planning 
starts with an objective, remember, 
too, that all objectives are part of 
some plan. For instance, if your ob- 
jective is increased sales, this is 
merely a part of the company plan 
to make money. The objective of 
making money is part of a plan to 
run a business or vice versa, etc. This 
is important because whatever it is 
that you are part of must be con- 
sidered when you start the planning 
action. You plan to achieve an ob- 


‘The 10 Biggest Mistakes’ 
Now Available in Booklet Form 


This series has been a tremendous hit with manage- 


ments of companies, great and small, in all fields of 
business. Our Readers’ Service Bureau has been hard 
at work trying to keep up with the demand for reprints 
since the first article appeared in the March 4 issue of 
Sales Management. These reprints of individual articles 
are going fast, though a limited number is still available. 

In anticipation of even greater demand for the com- 
plete series, now that #10 appears in this issue, Sales 
Management is publishing the entire “10 Mistakes” in 
a 28-page booklet. The price: $2.00 each. Orders may 


be placed now. 


in the series: 


allel tee 


As a refresher, these are the titles of each “Mistake” 


#1 Building the Organization ‘Around’ People 
Letting the Grapevine Take Over 
Seeing People, Not Objectives 
Trying to Operate Without Routines 
Hoarding Authority and Responsibility 
Ignoring the Human Factor in Pay Plans 
Failure to Develop People 
Keeping the Staff in the Dark 
Hiring or Keeping the Wrong People 
Failure to Make Long-Range Plans 
For copies write: Readers’ Service Bureau, Sales 
Management, 630 Third Ave., New York 17, N.Y. 
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jective that is part of some other plan. 

Your plan, in turn, will be made 
up of other minor objectives, some of 
which may provide others with the 
need for planning. For the mechanics 
of planning, just ask vourself the age- 
old questions: In order to accomplish 
the objective . .. 


1. What action is necessary? 


2. Why must this action be taken? 
The answer to this question should 
be your objective. You merely ask 
this question to make sure you do not 
include unnecessary actions. 


3. Who will take this action? Or, 


who is responsible? 


4. Where will this action be taken? 
Include here all the physical facilities 
necessary for the accomplishing of the 
action. 


5. When will this action take place? 
Timing is decided here. Quite often 
actions can be taken concurrently for 
speedier accomplishment. 


6. How will the action be taken? 
It is most important that this question 
be asked last. If the first five ques- 
tions have been answered completely, 
the answer to this one is already ob- 
vious. If there is any part of an 
action that needs further spelling out, 
it will come here. Fully answering 
“How” ensures thoroughness. 


> For instance, if vour objective is 
to open a new office, the first action 
in your plan might well be to select 
a location. When you have answered 
the next four questions and you get 
to the “How,” you might decide to 
select the location by going to real 
estate people. In this case, “going 
to real estate people” would become 
another “What” and will be subjected 
again to the questioning process. 

Notice that if you have delegated 
an action in the “Who” part of the 
questioning, the “How” becomes his 
problem and you may consider that 
your part in completing that action 
is finished. This, of course, does not 
relieve you of responsibility for the 
plan or any part of it. 

Another important part of planning 
is your realization that all actions in 
the plan must be subjected to the 
control process to assure their being 
carried out. You must provide in the 
plan some measure of the actions that 
will take place. Control can never be 
expected to be better than the stand- 
ards that are described in the plan. 
One good test of the completed plan 
is: Could someone else take it over 
and operate it to completion without 
any explanation from you? 

Remember: Planning is the basis 
for all business action. @ 
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More and more advertisers pick the Post because the 
Post sells merchandise! Ask Sylvania. Ask Chun King. 
Ask Scott Paper. Ask Smith-Corona. Ask Cluett, Peabody. 
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more 


readers 


in 


the 


booming 


blooming 


suburbs... 


The suburbs account for the biggest share of Delaware 
Valley’s sales... 71% of the automotive, 76% of the lumber 
and building supplies, 65% of the food store sales. And it’s 
in the busy-buying suburbs that The Daily Inquirer reaches 
30% more adult readers than the major evening newspaper !* 


* D 


e: ' Philadelphia h 


Newspaper Analysis’” by Sindlinger & Company Inc 


Highlights available on request 


NEW YORK CHICAGO DETROIT 
ROBERT T. DEVLIN, JR EDWARD J. LYNCH RICHARD |. KRUG 
342 Madison Ave 20 N. Wacker Drive Penobscot Bidg 

Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 
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So, if you want to sell more where they’re buying 
more—-put your advertising in The Inquirer! 


The Philadelphia Inquirer 


SAN FRANCISCO 
FITZPATRICK 
ASSOCIATES 


155 Montgomery St. 


Garfield 1-7946 
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LOS ANGELES 
FITZPATRICK ASSOCIATES 


3460 Wilshire Boulevard 
Dunkirk 5-3557 
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New Ad 


vertisers 


Go National 


Those spending over $25,000 in magazines, news- 


papers or network television last year took the initial 


plunge for an average expenditure of $76,000-plus. 


Since the great rash of new advertisers following the 
last war, the competition for the consumer’s dollar con- 
tinues merrier every year as new advertisers coming into 
consumer media outnumber the drop-outs. 

Last year, according to figures compiled for Sales Man- 
agement by leading con-umer media associations, 547 
advertisers spending $25,000 or more were either brand 
new in magazines, newspapers or network television, or 
had never spent as much as that in any of the preceding 
ten years. 

Magazines led in new advertisers with 277, according 
to the compilation made by the Magazine Advertising 
Bureau.-They invested $14,848,685 in the medium, for 
an average of about $54,000. 

An impressive 223 new general advertisers in news- 
papers, according to the Bureau of Advertising ANPA 
(American Newspaper Publishers Assn.) analysis of Media 
Records, Inc., expenditure figures, spent $15,636,166 for 
an average of approximately $70,000. 

New $25,000-or-more advertisers in network television, 
according to the report of Television Bureau of Advertis- 
ing, were 47 in number and their investment of $11,268,- 
269 works out to an average of roughly $240,000. 

The 547 new advertisers in the three fields invested 


$41,753,120, or an average initial trial of slightly over 
$76,000. es 
Magazines, newspapers and network TV ran neck and 
neck in attracting new advertisers in the $100,000-and-up 
class, and magazines and newspapers were tied in the 


$50,000-and-up group: 


Mags. Newsps. Net. TV 


Advertisers—$100,000 or more 27 27 25 
Advertisers—$50,000-99,999 48 48 4 
Advertisers—$25,000-49,999 202 148 13 


Each medium finds reasons for enthusiasm in its lists 
of new starters. “Moon” Mullen, director of MAB, points 
with pride to the wide range of products and product 
classifications (15) in the magazine list. Leo Bogard, vice 
president, Marketing Planning and Research, Bureau of 
Advertising ANPA, believes that newspapers attract more 
new companies or companies new to advertising. Norman 
E. Cash, president of Television Bureau of Advertising, 
is proud of the fact that his list explodes the myth that 
his medium is only for the advertiser with a huge budget. 

The following tabulated lists are confined to advertisers 
using $50,000 or more in any of the three media, but 
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MAGAZINES 


Bureau of Engraving, Inc... . .... 82,806 


Cadillac Publishing Co. .. .. 75,819 
Candy Gram, Inc, _. . 115,044 
Claussner Hosiery Co. 55,650 
Clupak, Inc. ; Bick, 53,868 
Collins Radio Co. . 67,037 
Connecticut Mutual Life linetines Co. . 170,225 
Continental Casualty Co. : or . 164,418 
Douwe Egberts Royal Factories .. 2 SOg74 
Edmund Scientific Co. coun 5SS,UG7 


New National Advertisers (cont.) 


ntere sting names in the $25.000 19.999 
Here ( iumples 

Magazines: Atlantic Coast Line Railroad Co., Leo Bur- 
tt. |y Butcher Polish Co.. Controls Co. of America, 
DaLite Scree ( Fuller Brush Co., S. S. Kresge Co 
i M ! t Art. Servo Corp. of America 
Newspapers: Airguide Instrument Co.; American Snuff 
{ Clark Equipment Co Fairbanks Whitney Corp.; 
( I Hathaway Co Horlicks ¢ rp Lane Bryant, Inc.; 

() Yacht ¢ { excelled Chemical (¢ rp 
Network T\ American Agricultural Chemical Co. 
tanv Industries, In Chicago Printed String Co.; Mag- 
Organ Co! McGregor Doniger, Inc United Ai 


NEWSPAPERS 


Aloka Airlines, Inc. $ 53,916 


American Enka Corp. 50,977 
American Homeowner Insurance Co. 60,738 
Association of American Railroads 679,053 
Atlantic City, N.J. (Chamber of Commerce) 70,547 
Automobile Club of Southern Cal. _ . 87,812 
Belmont Laboratories Co., Inc. 50,433 
Bernz, Otto, Co., Inc. . 50,368 
Blair Labs ‘ 249,568 
Bive Cross Hospital Service, Indianapolis & 
Mutual Medical Insurance, Inc. . 84,183 
: Boonton Molding Co. . 50,150 
Bubble Up Corp. .._.. 60,422 
California State Dept. of Aelia 
Wine Promotion ...... .. 286,625 
Carter, The William, Co. .. 127,560 


Catholic Knights of St. George . 54,076 
_ Chicago American Publishing Co. 81,755 
Chica: si, 94,706 
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Golden Valley Land Co. 


Goldmark, Adolph, & Sons Corp. ........ 138,138 


Hoffman Motor Car Co., Inc. ....._....... 67,342 


Jerrold Electronics Corp. ..... =... «id... 51,360 
land O’Lakes Creameries, Inc. .......... 187,341 
Laros, Inc. _. nd Vad WES 54,515 
Leslie Salt Co. ’ Ga Oe ee 2 152,040 
Lucky Lager Brewing Co. clea eee. Peres .. + $3,315 
NS re ae Pee See 177,175 
Macklanburg, Duncan oo Coy ale. Caw 
Magnus Organ Corp. ..._._.. bee eae 257,427 
Allied Van Lines; ime. ...... 2 ee ‘$ 235,587 
Berkshire Knitting Mills _. Ob igh ra 
Boyer International Labs, Inc. ; ee 181,599 
RS Sa ae Soe s 64,554 
Colorforms, Inc. ......... “tg 116,000 
MNO UN Pe wr gy pce ak oy Ne 126,530 
Diamond National Corp. ......—_s......... 54,028 
Disney, Walt, Productions cts ea eS 104,157 
Sven Madeaech Corp. ..... ces 2,453,349 
Dusharme Products, Inc. .............. 100,250 
Consumer Laboratories ... 407,847 
Coupon Magazine, Inc. 50,953 
Cuban Tourist Commission 149,497 
Davol Rubber Co. ; : 90,123 
Daystrom, Inc. .__. Oh _ 208,314 
Drexel Furniture Co. .... .... 103,750 
Dynamics Corp. of America __. .... 141,636 
Embassy Pictures Corp. .................. 77,066 
Ethy! Corp. Se OE ee ok Pe 
Famous Artists School, ‘ .... 219,409 
Fireman’s Fund Insurance Co. ... ...... 113,704 
Gancia Products Import Corp... === =ssi—(i‘aséS 3,3 
Ee Se .. 97,660 
Green, Daniel, Co. ._—_.. 57,000 
Group Hospital Service Inc. & uns Medical 

& Surgical Service (Dallas)... ..... . §2,080 
Grove Press __. + REET i. oe eee 
Hammond, C. S., & Co. Bees 118,862 
premeeeee: Tome Ge. Oo... ate 76,463 
Hawaiian Airline 
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Minnesota & Ontario Paper Co. : GRER sae 


NMeamengen, Tees ow mee Seat Care ee err 2) age 
Mutual Buying Syndicate, Inc. .......... 57,897 ‘: 
National Book Club, Inc. .....«.-....... 64,505 Sony Gee es Oe ae ae eee 
National Lumber Manufacturers Assn. .... 362,254 Star Hill Distilling Co. ....-.-.«=ss«si«‘(‘(‘(i‘(‘(i‘ 55,399 
National Wan Lines, tec. =... 2... 2... 265 64,920 Steel Service Center Institute, Inc. «ss. 73,205 
Nationwide Insurance Co. .............. 297,947 Stevens, Eugene, Inc. ......... See 
Northwest Schools, Inc. . cons EC Stouffer Corp. ......... eek <0 eae 60,395 . 
Orange Crush Co. > ac et eee Syntex Chemical Co., Inc. Core 
Taft Broadcasting Co. .... pee eee 
Pacific Area Travel Assn. . ... 87,443 Texas Eastern Transmission Con. ae oka o> OE 
Pacific Mutual Life Insurance Co. ........ 110,158 Tokyo Shibaura Electric Co., lid. .... .. Sees 
Pam Industries, Inc. rs oe os Transitron Electronic Corp. ............ 70,602 
Peavey, F. H., & Co. Boe Cet at 133,563 
Pfister Associated Growers, Inc. ........ 53,471 United Advertising Fund of Battle Creek .. 50,830 
Puritron Corp. ......... oe pa ES 72,406 Vi don ieee ne...) PE eee 54,018 
Rice Industry Assn. wiubarg one Vewerell Products Co... 02. ce ee 68,325 
Robins, A. H., Co., irc. se Oe 230,296 White House Co. Wi Fe kt * 97,000 
Rogers, Allen G., Co.,Ltd. .. wate Yashica, Inc. ese. ... + 66,675 
E. Rodésevelt Inst. for Cancer Research 114,735 Old London Foods, Inc. ae Oe 123,820 
Equitable Life Assur. Soc. of the U.S. .... 1,349,817 Palm Beach Co. _—s«_—s«._.. ed gee ee 151,818 
Gaylord Products, Inc. 99,060 Shattuck, Frank G., Co. a. PRS See ee 
General Aniline & Film Corp. .. |§98,978 Gada Ol Corp. ......... 5. Sea 127,050 
Hickok Mfg. Co., Inc. 133,850 Sterling Silversmiths Guild of pee ae 131,182 
Kayser-Roth Corp. a 645,821 Syntex Chemical Co., Inc. ............ 73,588 
Kleinert, |. B., Rubber Co. _. ech eee Travelers Insurance Co. _.......... a ta, 65,750 
Lanvin Parfums, Inc. 72,108 U. S. Brewers Foundation, Inc. eee RP 
Lincoln National Life Ins. Co. 73,176 
Meremont Automotive Products, Inc. 170,924 Wagner, E. R., Mfg. Co., Inc. pe 55,615 
Ward Baking Co. 111,470 
Massey Ferguson, Ltd. 1,789,730 Watchmakers of Switzerland . 113,085 
North American Van Lines 169,220 Wyler & Co. tas ae 52,000 
Hospital Service Corp., Chicago & Illinois Peoples Gas System (Tampa) 56,206 
Medical Service 124,988 Plumrose, Inc. ; 50,744 
Houston Corp., The 78,157 Pre-Seeded Products, Inc. 104,416 
illuminating Co. of Cleveland : .. 132,918 Princeton Tire Co. 53,258 
international Ladies’ Garment Workers Raeford Worsted Corp. . 68,570 
Union AFL-CIO _. 214,949 
) Jacksonville Gas Corp. 55,333 Red L Foods Corp. 67,481 
) Japan Airlines Co., Ltd. 2. G9,731 Riegel Textile Corp. Me 153,766 
Kayser-Roth Corp. 5c en Society of the Plastic aioe, 4 328,496 
Kimborg Product Research Corp. 56,948 Sofskin, Inc. _. 64,192 
Klopman Mills . 68,341 Steel Companies Coctdbinting Compiinee 2,405,469 
Magnus Organ Corp. 52,986 Sue Brett Inc. _.. a is -.s. 69,195 
: Maier Brewing Co. . 71,506 Thompson Medical Co., “The ers 78,816 
Thompson Ramo Wooldridge, Inc: .... 71,117 
Mercury Record Corp. . 106,702 Trappist Monks’ Abbey of the Genesee . . 57,561 
Moral Rearmament ... 201,990 United States Navigation Co., Inc. __. 110,861 
Myers Foods, Inc. 68,054 
O’Donneil-Usen Fisheries Corp. .._. 63,614 United States Overseas Airline ..__. . 150,031 
O’Brien Corp., The .. a Or Viobin Corp. eS Ta Ly, eee 
Pam Industries ...... Sea) Tes 251,006 ms TG CO Se 2 CE 94,616 
OX Fe ee ge ts ae os 8 ae aa 58,003 Western Printing & Lithographing ...... 106,702 


Pennsal? Chemical Corp. ............... 58,327 World Educational Service =. .siéwa‘ié‘ié‘iw#(w“(Wj 251,272 


GREATEST CUSTOMER 
READERSHIP PER DOLLAR 


Tidewater Virginia Development Council asked its customers and prospects what 
they read. Business Week was mentioned more often than any other publication. 


BUSINESS 
WEEK 


A McGraw-Hill Magazine 


You advertise in Business Week 
when you want to 
influence management men 
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30 STUDIES IN 5 YEARS 
DEMONSTRATE BUSINESS WEEK’S 
ADVERTISING EFFICIENCY 


No one can tell you more about the reading 
habits of your customers than your cus- 
tomers themselves. This is why the Tide- 
water Virginia Development Council — a 
non-government organization promoting 
industrial development in Virginia’s Tide- 
water Region—asked its own customers and 
prospects what they read. 


The Council, in 1958, mailed questionnaires 
on its own letterhead to its entire customer 
and prospect list — 9,570 individuals in all. 
The principal question was: 


What publications of all types do you 
read regularly?” 


1,206 persons replied. Their readership of 
general, general-business, and news publi- 
cations is shown at right. 


In total mentions, Business Week outranked 
all other publications — clear evidence of its 
superior acceptance among the executives 
who make major business decisions. And 
Business Week offered TVDC the greatest 
customer readership per dollar. (See Rate 
per Mention in table at right.) 


: The Tidewater Virginia Development Coun- 


cil was just one of 30 organizations that 
conducted readership studies, in cooperation 
with Business Week, in the past 5 years. 
The 30 studies, summarized at right, cov- 
ered 149,000 vital people in business and 
industry—advertisers’ identified customers 
and prospects. (Details are available.) 


Singly or together, these studies offer you 
an important indication of the reading 
habits of people who buy in business — your 
customers, your competitors’ customers. 
Here, too, is evidence of the efficiency with 
which advertising can talk to them : 


...in the pages of Business Week. 
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BUSINESS 
WEEK 


The Ten Most Frequently Read General, General-Business & News Publications « Question: “What publications of all types do you read regularly?” 


The Ten Most Frequently Read General, General-Business & News Publications « Question: “What publications of all types do you read regularly?” 


BUSINESS 
WEEK 
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“Mass-produced sportswear is per- 
haps the most complicated phase of 
fashion.” So savs 
director of 


todav’s world of 
Joseph Ss Lasoff, 


tising 


adver- 
and sales promotion for Col- 
lege-Town of Boston. He 
College-T 


wear, co-ordinates and separates, to 


ought to 
know own makes sports- 
connotations. 
The once-upon-a-time skirt designer, 
now works with multiple 


use the various trade 
tor mstance, 
sales in mind 

And College-Town, which has a 
sales force of 20 men scattered around 
the country, is in a violently competi- 
tive field. Buvers for shops that sell 
women’s sportswear are about as hard 
as Nikita Khrushchev. (To put 


it bluntly, many play favorites.) 


to see 


®& Some months ago College-Town’s 
Mr. Lasoff decided to crash the chif- 
fon curtain, behind which the spe- 
cialty shop buyer 
Each of College-Town’s salesmen had 
a list of accounts he’d like to land; 
but that chiffon curtain kept slam- 
Lasoff’s plan, 


was a step-by-step campaign 


presumably sits. 


ming down 
larget, 
utilizing 


~ Operation 


all of the company’s adver- 
tising and promotional components, 
with one goal in mind: get the sales- 
man into that office 

Step One was easy: He sent out a 
letter to each regional salesman, ask- 
ing: “Who are the Stone Walls in 
your territory? Are there five select 
accounts in vour area that vou would 
like to sell if you could? 

“Perhaps,” the letter added, “these 
stores are committed to another house 
and don’t see anv reason to change. 
Perhaps thev' ve had an unpleasant 
experience in the past perhaps 
they have a mistaken conception of 
vour quality, 
of what vour merchandise can do for 
Whatever the reason, some- 
thing is holding them back from giv- 
ing vou the first ‘in’ that might break 
down resistance The ‘deaf ear’ is 
what we're 


vour line, your price, 


them 


interested in — the buver 
who won't even listen to your story.” 
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Send Us Your Sidi Walls... 


Lasoff asked his salesmen to: 

Send College-Town a list of 
five accounts that can’t be sold. 

2. Include the name of the buyer, 
the merchandise the store 
advertising manager and fashion co- 
ordinator and the department head 
who has to be sold. 

Said Lasoff: “Immediately after- 
wards we'll send out our first mailing 
to these accounts — a portfolio of the 
current line with reprints of ads, 
swatches of fabrics, style checklists, 
mat proofs and all other pre-sell ma- 
terial. These will alert the buver to 
what we have to offer. 

“Following the portfolio, a planned 
series of consistent, hard-hitting, at- 
tention-getting mailings will be made. 
All will refer to vou as liaison, all will 
be aimed at getting the nod from the 
buyer to see vour line. 

“We're willing to trv,” 
the letter. “Are vou?” 

Every one of College-Town’s sales- 
men sent in a list of their “Stone 


Walls.” 


manager, 


concluded 


® And then the operation began in 
earnest. Four mailings, 
spaced from eight to 12 days apart, 
went out to the buvers. Each mailing 
had its own theme; and the four, 
taken as a whole, tied up into a neat 
promotional package. 

What happened? More than 80% 
of the Stone Walls tumbled. 

Briefly, the four letters that turned 
the trick went like this: 


1. The introductory 
have a new line 


separate 


letter. We 
here it is 
this is what it consists of. (The sales- 
man’s name was prominent in the 
mailing.) 


2. The second mailing informed 


What are you doing about the 


stone walls among your pros- 


pects? They can be breached. 


1960 


the buver of New York reaction to the 
new line. Here the theme was Buy- 
ing Office acceptability (very impor- 
tant to any buyer in the hinterlands). 

3. The third mailing highlighted 
store and consumer acceptance. It 
featured newspaper advertising on 
local levels. Included: reprints from 
ads run by key stores throughout the 
country; a table of sales results, show- 
ing how the ads had pulled and the 
extent of re-orders. 

4. The fourth mailing gave the 
target buver the opportunity to see a 
preview of a new and upcoming pro- 
motion, to let her in on the ground 
floor at a time when she was between 
seasons and needed something new 


> At the time all this was happening, 
College-Town was blasting away 
with a series of ads in the daily fash- 
ion press, to make certain the buyer’ S 
mail reading was being augmented 
by the same story in the publications 
he or she considers “must” reading. 

By the time the fourth mailing was 
completed, 106 of the 130 accounts 
on the target list had sent in orders 
or requests to have the salesman call 
That’s an 81% return on a basic direct 
mail campaign. (Small wonder that 
the “Stone Walls” campaign was se- 
lected for top award by Sales Man- 
agement’s Sales Letter Round Table.) 

But getting the orders didn’t end 
Operation Target. “It was only the 
beginning,” says Lasoff. “The entire 
purpose of the program was to show 
these buyers the advantage of work- 
ing with our company.” 

So, next, College-Town’s IBM 
punch card system came into play. 
Every target account was given a spe- 
cial identification and the orders were 
appropriately stamped. Each depart- 
ment was alerted — order processing, 
picking, packing and shipping. At the 
same time individual salesmen kept 
in constant touch with buyers. 

College-Town doesn’t want to see 
those Stone Walls re-erected! @ 


to tah 


Let’s face 
the facts 
about selling 


Engineers — the men who design a production-run 
product and have top responsibility for its perform- 
ance -—are the primary influences in selecting com- 
ponents and materials for the Original Equipment 
Market. This is their job — and it pays you to let 
them know what your product can do for them. 


Suppose engineers become interested in your prod- 
uct. Then what happens? They may buy a limited 
quantity for testing and trial runs. If the product 
meets specifications, they can recommend it for the 
Approved Supplier List. But in many cases they 
will specify ““X Brand, or Equal.” Yours may be 


the OEM market 


“X Brand.” It may be “Or Equal.” Or the engineer 
may not specify any brand at all! 


When the product is ready to go into volume pro- 
duction, the requisition for the number of units to 
be purchased goes to the Purchasing Department, 
which has the list of approved sources of supply for 
this product. You are on the list. So are some of 
your competitors. It’s up to the purchasing agent to 
decide which company to buy from, or how to divide 
the business between two or more approved sources. 


This is a critical point of the sale. Your company 
doesn’t meet its payroll on test runs or trial orders. 
You meet your payroll on production business. 


Purchasing agents are the primary influence in the 
selection of actual suppliers of approved products. 
This is their job. They must buy from reliable sources. 
So it pays to let them know that your company puts 
out a superior product and stands behind it —in 
research, production facilities, performance, service. 
For this we recommend the magazine purchasing 
agents have depended on for 45 years— their own 
methods and news source — PURCHASING Magazine. 


To sell the OEM market, be sure you are making 
both sales: engineering for product approval; pur- 
chasing agents for your share of the business. To do 
this keep your advertising to engineers and to pur- 
chasing agents in balance. 


PURCHASING MAGAZINE 
205 East 42nd Street, New York 17, N. Y. 

a Conover-Mast publication 

NOTE: Our representatives are prepared to show vou objective research 


material on how industry buys and how industrial purchasing agents read 
and rate industrial publications 
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41. GOLDKRAFT* LINERBOARD. Amazing 
new corrugating liner with a second 


color built right in. Made of rugged 


Gator-Hideg kraft. New Goldkraft 
‘ saves manufacturers the cost and time 
\ of an extra over-all color printing. 


*T.M 


4.iINDUSTRIAL PAPERS. The latest addi- 


tion to our complete line of strong 


papers is amazing bleached Gator- 
Hide Extensible Kraft. Provides built- 
in stretch for extra strength. Ideal for 


multiwall bags and many other uses. 


containers * folding car 


The International Paper Guide 
to Packaging —1960 


(From International Paper’s 16 mills and research centers 
come these pace-setting packaging developments ) 


2. 1Px* BOARD. Now a truly outstand- 
ing printing surface and a fresh, light 


interior are combined in an economi- 
cal packaging board. Made from fine 
bleached sulphate pulps and inexpen- 
sive groundwood pulps. 


*T.M 


5. PAPER BaGS. In 1960, International 
Paper offers a full range of paper 
bags. Grocery, bakery, shopping, and 
scores of specialty bags. All made of 
strong Gator-Hide—the world’s most 
widely used kraft paper. 


® INTERNATIONAL PAPER New York 17, N.Y. 


Manufacturers of papers for magazines, books and newspapers * papers for home and office use + converting papers * papers and paperboards for packaging . shipping 


tons « milk containers * multiwall bags * grocery and specialty bags and sacks + pulps for industry + lumber, plywood and other building materials 


3.MULTIWALL BAGS. Hy-poly kraft set 
new standards in moisture protection. 


Extensive tests (90% relative humid- 
ity at 100° F. for two weeks) proved 
this. Hy-poly saves money over medi- 
um and low-density poly-coated bags. 


6. MILK CONTAINERS. Pure-Pak,, con- 
tainers are still another example of 


International Paper’s ability to offer 
the widest range of packaging papers, 
boards and assistance in the industry. 


Call us for all your packaging needs. 
@Ex-Cell-O Corp. 


AWAY 
UP THERE 
AND 
CLIMBING 


FAST! 


NATIONALLY REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 
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LOS ANGELES TIMES 


900,000 J SUNDAY 
CIRCULATION 
875,000 
850,000 
825,000 
800,000 sc 
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1954 1955 1956 1957 1958 1959 1960 


A 


| eae 523,626 
LOS ANGELES TIMES | 
scoooo|| WEEKDAY | 
CIRCULATION 
at ending March 31, each year 


1954 1955 1956 1957 1958 1959 1960 


SEE PUBLISHER'S STATEMENTS MARCH 9) OF EACH YEAR 


The news has just been released officially—the circulation of the Los Angeles 
Times is now at the highest point in its history —higher by far than the circulation of 
any other newspaper in western America. 


For the six-month period ending March 31, 1960, The Times reached an average 
of 523,626 families every weekday—a gain of more than 25,000 over the same period 
a year ago. Sunday circulation surged past the 913,000 mark—up significantly over 
the record high mark set last year. 


These new circulation achievements put The Times far ahead of all other Los 
Angeles newspapers—1 48,850 copies ahead of the second newspaper every weekday 
—219,879 copies ahead every Sunday. 


Growing circulation reflects growing acceptance. Times circulation is growing 
by the thousands as all Southern California learns that “you get so much more out 
of reading The Times.” 


LOS ANGELES TIMES 


WINNER OF THE 1959 PULITZER GOLD MEDAL—JOURNALISM’S HIGHEST AWARD 


Quality Can Lead in Price Market 


Friedrich is cooling off price-conscious competitors in the south- | 
western market with air conditioning sold on premium-product 
appeal. Its winning strategy enables dealers to emphasize 


lasting performance, eliminates their price-cutting problems. 


Newcomer in the air conditioning 
field, Friedrich Refrigerators Inc., 
San Antonio, uses a twofold sales pol- 
icy to take and hold the lead place in 
air conditioning sales in the South- 
west, where air conditioning is big 
business. That policy: 

© Selling direct to retailers, each 

dealer paying the same price re- 
gardless of volume, and... . 


e Selling at suggested retail prices, 
which allow the dealers a realis- 
tic profit on a premium quality 
product. 

Nub of the retail selling is: Never 
let the customer forget quality! Manu- 
facturer and retailer pull together to 
this end. Even so, after five years of 
this kind of selling, R. W. Jones, Jr., 
vice president in charge of air condi- 
tioning sales, says frankly, “We never 
expected a premium product to out- 
sell price products.” 

Friedrich began manufacturing 
window air conditioning units in 1952. 
For many years the company had been 
nationally recognized in the commer- 
cial refrigeration field, so in air condi- 
tioning its only consideration was a 
quality product. For the first two 
years it rocked along without a sales 
manager of air conditioning. But in 
1954 a sales manager was put in, and 
Bob Jones was pulled in from the field 
as his assistant. The company buckled 
down to the job of bucking price 
competition. 

During the first two years, when 
the company relied on its reputation 
in the commercial refrigeration field, 
business showed the potentialities of 
home air conditioning, even with the 
%-h.p. units (larger window units 
were not made until 1954). During 
this time, too, Friedrich did an excel- 
lent business with motels, which used 
the smaller units for cooling indi- 
vidual rooms. Not until later, when 
he chain-owned palatial motels came 


IT'LL BE A 
COLD DAY 
IN JULY... 
EVERYWHERE there's a FRIEDRICH! 


With a Friedrich Room Air Conditioner, 
you'll have the summertime of your life- 
time... a cool, quiet, dry indocr climate, as 
fast as a blue norther! A Friedrich is built 
stronger to last years longer, to operate for 
less money. Every unit is factory tested 


FRIEDRICH REFRIGERATORS INC. + ESTABLISHED 1883 + 


AIR CONDITIONING DIVISION - 


under the most demanding conditions, A 
Friedrich is thousands of BTU’s better... 
you get a husky 18,300 in the 14% h.p,; a tre- 
mendous 23,800 in the 2 h.p.! That’s why 
Friedrich is the World’s Most Powerful Air. 
Conditioner ...that’s why YOU need a 
Friedrich for the good NEW summertime 
now! Ask your Friedrich dealer today. 


1117 E. COMMERCE « SAN ANTONIO, TEXAS 


NO PRICE MENTIONED in an ad—this is cardinal rule for Friedrich. Instead, ads 
like this, which ran in Look and The Saturday Evening Post, play up the features 
(each ad mentions at least two) that inspire confidence in Friedrich air conditioners. 
Company believes regional editions of national 


magazines pull effectively. 
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into being, did the central heating- 
cooling systems come into general use. 

In mapping its sales plans, one of 
the first things that Friedrich did was 
to set up a co-operative advertising 
budget to help its dealers. Two-thirds 
of the poo. budget was and still 
is allocated to dealer advertising. With 
certain stipulations, that is. These are: 


1. Every ad must mention at least 
two features of the Friedrich air 
conditioner. 


to 


Price must never be mentioned 
in an ad. 


“We felt then—and still think—that 
product knowledge is the key to sell- 
ing a higher quality, higher price 
product,” says Sales Manager Jones. 
“For this reason our sales department 
works very closely with each dealer to 
acquaint him with every feature. We 
literally take a unit apart to explain 
each component. The retailer, in turn, 
must make his customer understand 
the quality he’s getting.” 

The Friedrich air conditioner’s vari- 
ous quality features are explained in 
consumer folders, so the retailer can 
add variety to his ads by stressing dif- 
ferent sales points from time to time 
in his advertising. Because Friedrich 
deals directly with the retailer, it can 
and does monitor the ads closely. 


Local newspapers are first choice of 
media by the dealers, with radio and 
TV coming second and third, respec- 
tively. Friedrich likes to tie in poster 
advertising very closely with the 
dealer by means of 4 ft. by 8 ft 
illuminated signs at his store. 

“Over the years our advertising 
policy has turned out to be one of 
the best selling tools we have,” Jones 
adds. “The advertising keeps Fried- 
rich air conditioners identified with 
quality in the consumer's mind. By not 
pre- ve we leave the quality story 
to the salesman, and he can demon- 
strate it. One of the best ideas we've 
ever used is a cutout model—an actual 
working model with glass panels. By 
explaining quality, the salesman can 
justify higher prices. We know that 
trouble-free, long service is driven 
home with the consumer, because of 
the word-of-mouth advertising they 
give our air conditioners. 

“We've found our quality story a 
big sales advantage in another way,” 
he continues. “Discount houses don’t 
sell our air conditioners, because they 
operate on low prices. This is a help 
because it means no price cutting in 
any discount house. We also help 
avoid price cutting by treating all 
dealers exactly alike, regardless of 
how many units they sell during a 
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"most helpful \\ \ 


Wallaces THES(Paewen 


July 15, 1960 


WHAT'S INSIDE and why it’s good is 
explained by Sales Manager R. W. 
Jones. Every dealer gets this rundown. 


season. We do not fix prices, we give 
only suggested prices. Since the re- 
tailer knows that he’s protected, 
there’s no incentive to cut prices.” 


> Friedrich also tracks a policy of 
straight selling. There are no cam- 
paigns or special sales of any kind— 
the price of each unit remains the 
same from the beginning to the end 
of the season, which is February 
through July. 

The company itself goes in for in- 
stitutional advertising. It uses ‘The 
Wall Street Journal, Look, and The 
Saturday Evening Post. Each of these 
has regional editions that cover Fried- 
rich territory — the Southwest. It also 
uses Sports Illustrated. Jones likes the 
regional editions of national maga- 
zines, and cites their pulling power 
even when no effort is made to en- 
courage inquiries. Friedrich, with a 
budget of some $500,000—about 5% 
of its air conditioning sales—is rated 
as a heavy regional advertiser. 

Friedrich co-operates with its deal- 
ers by providing many kinds of point- 
prt wn aids. Its field men have 
full authority, a feature retailers like. 

The service end of the business has 
been worked out to leave as few head- 
aches as possible for the dealers. They 
are responsible only for electrical re- 
pairs, and are atte trained in 
this end of servicin G keels prob- 
lems within the se %y unit, Friedrich 
maintains a field service organization, 
with local parts supply depots. # 


Radio Division 


Edward Petry & Co., Inc, 


The Original Station 


Representative 
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The Budd Company Marketing Team talks tolC 


“Business papers are vitalt 
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POLL iLili 


Sales Management 


One of modern industry’s most extensive and successful product diversification progra 
has led to marked changes in the marketing and selling philosophies of The Bu 
Company. Today, this huge Philadelphia-headquartered industrial complex faces the ji 
of reaching thousands of buying influences in such diverse fields as automotive, railwa 
electronics, space-atomics, plastics, instrumentation and testing, plus a huge forei 
market. Until recent years, Budd achieved success selling only a relative handful 
major automotive and railroad companies. The changeover has been a monumental ta 
. not yet completed, but well underway. Since 1958, the job of guiding Budd i hilto 
new fields and new concepts has been supplemented by a 4-man team which dire 
marketing, advertising, public relations and market research. Members of this marketig’™"™e" 
team recently told Chilton how business papers have played a vital role in their com® * “ 
pany’s transition from specialization to diversification. pwelers’ C 
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Herbert A. Boas, Jr., Vice Presi- 
l dent, Marketing: ‘‘Business papers 
re vital to our industrial complex. It would 
ot have been possible to convert so 
any prospects into customers so soon 
er our diversification without the ex- 
ensive use of business papers. We could 
ot possibly continue to manufacture and 
arket so heavily in the industrial goods 
sid if there were no business publica- 
ons to help us reach vertical groups in- 
rested in our rather sophisticated and 
en expensive products. As long as 


business magazines and companies like 
ours continue to feel that they need each 
other, we are all going to keep moving 
ahead.” 


Joel H. Squier, Mgr., Advertising 

and Public Relations: ‘‘Business 
publications are indispensable to The 
Budd Company’s present marketing phil- 
osophy. We are using more of them than 
ever before and look for this trend to 
continue. The Budd name is our most 
valuable property. We rely heavily on busi- 
ness papers to merchandise this name 
... to open doors and introduce our sales- 
men to important buying influences. And 
we believe that long-term continuity is the 
key to successful business paper adver- 
tising.”’ 


James C. Collins, Market Re- 
search Mgr.: ‘“‘Our market re- 
search group makes a habit of reading as 
many business publications as possible 


to keep up-to-date. This is one of the best 
ways we know of to stay current. We use 
the marketing assistance offered by these 
publications as a check against the mar- 
keting tools we already have within our 
company. Talking to various editors is one 
method of getting a research project off 
the ground. Seldom does a week go by 
that we don't talk to at least one or two."’ 


Paul O. Sichert, Jr., Assistant 

Mgr., Advertising and Public 
Relations: ‘‘The successful penetration 
of our business paper advertising into our 
markets is extended by merchandising 
the advertisements and articles through 
direct mail to customers, prospects and 
Budd personnel. We depend on the recog- 
nized stature of these publications to help 
our mail program. We find, too, that 
American business magazines give us 
some helpful penetration in foreign mar- 
kets, arousing interest and producing 
inquiries for many Budd products and 


services.”’ 


hilton is one of the country’s most diversified publishers of outstand- 
ng business magazines. The vast knowledge of the fields covered by 
he 18 Chilton publications is available to you through Chilton’s M-A-P 
.. a comprehensive Marketing Assistance Program drawn from the 
ssources of each publication and backed by a fully staffed research 
epartment. Look to Chilton for the three essential qualities which 
ake trade publications great—editorial excellence, quality-controlled 
firculation, and marketing assistance in depth. Write for the new 
ooklet, ‘SA Guide to Chilton’s M-A-P.” 


CHILTON PUBLICATIONS 


hilton Company, Chestnut and 56th Streets, Philadelphia 39, Pennsylvania 
The Spectator « 
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epartment Store Economist « Hardware Agee Automotive Industries + Boot and Shoe Recorder + Food Engineering 
as » Commercial Car Journal » Butane-Propane News « Electronic Industries « Aircraft & Missiles + Optical Journal » Motor Age « Hardware World 


Pwelers’ Circular-Keystone + Distribution Age + Product Design & Development + Chilton Research Services + Business, Technical and Educational Books 
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offers you such complete 


MARKETING COUNSEL 


and research facilities 


Take a new look at the electronic original equipment market. It has 
changed since yesterday . . . changed even more since your current 
marketing program was initiated. 

The only way to get the complete picture fast is through Electronic 
Industries’ M-A-P. 

There’s nothing else like it in the industry. This comprehensive 
Marketing Assistance Program puts in your hands the seven basic tools 
you need to sell this market right. (1) Census of electronic plants on 
40,000 IBM cards. (2) Marketing map of U.S. electronic plants. (3) 
376-page marketing guide. (4) Market studies by a headquarters research 
staff and 250 field investigators. (5) Computer Center for processing 
inquiries and storing market statistics. (6) Profile of ‘““Today’s Electronic 
Engineer” (2000 IBM cards). (7) Advertising readership studies. (Nominal 
charge for some of these aids.) 

Marketing counsel is always available from Electronic Industries’ 
editorial, research and field personnel. 

M-A-P is now combined with Electronic Industries’ editorial excellence 
and quality-controlled circulation to give you the strongest advertising, 
selling and marketing “‘package” in the booming electronic field. Ask 
your Electronic Industries representative to help you start using it now. 


Chilton 


COMPANY 
Chestnut and 56th Streets- Philadelphia 39, Pa. 
Telephone: SHerwood 8-2000 


Only Electronic Industries’ M-A-P 


ELECTRONIC INDUSTRIES guarantees a 
total circulation of 59,000 copies monthly 
(56,000 controlled), and leads all other publi- 
cations with over 40,000 electronic OEM 
circulation. It delivers authoritative informa- 
tion on the theory, technique, design and 
employment of electronic components and 
equipment used on land, sea and in the air 
... in industrial, military and consumer appli- 
cations . . . to readers with the power to buy. 


ELECTRONIC 
INDUSTRIES 


ELECTRONIC INDUSTRIE 
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IN OVER $5000 FAMILIES 
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IN OVER $10,000 FAMILIES 


()"* job is to buy markets for you—the largest markets at the 
lowest prices. In the metropolitan area, we plan to put 
most of our effort and your money in the New York News—which has 
the largest share of readers in the over-$5,000 families —3,310,000, 

to be exact. And far more than any other New York paper can show in 


the over-$10,000 families —510,000 readers!’’ 
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Last October when we talked 
with Marshall Lachner he said, “If 
you haven't got money, if you 
haven't got size, you can win with 
imagination and ingenuity.” He 
was president of B. T. Babbitt, Inc. 
Now he’s with a company that has 
money, size—and, as its competitors 
wryly agree—a king-size imagina- 
tion as well. For Marshall Smith 
Lachner has put down the cleans- 
ing powder and joined Revlon, 
Inc., as a senior v-p. Why? The 
persuasive powers of Revlon’s con- 
troversial Charles Revson, the fa- 
bled Revlon salary and the oppor- 
tunity to think, not just big, but 
enormous. Lachner, a healthy ex- 
trovert if there ever was one, has 
spent a long (and successful) ca- 
reer in selling and merchandising. 


He came out of the Wharton 


Lachner’s Latest: Nail Polish For Scouring Powders 


THEY'RE IN THE NEWS 


BY HARRY WOODWARD 


School and took a lowly sales job 
with Macy’s. And he stayed with 
Macy’s long enough to double his 
salary and become an assistant 
buyer. But a friend at Colgate- 
Palmolive told him retail selling 
would never make a rich Lachner. 
He went to work for Colgate, 
stayed there 17 years, finalh 
headed the Soap Division—a tidy 
$156-million-a-year business. Pabst 
won him after that, made him 
president. But beer wasn’t for 
Lachner. After two years he went 
to Babbitt, which was deeply in 
the red. With his flair for merchan- 
dising he made the big competi- 
tion sit up and take notice. And 
now he'll try his hand at Revlon. 
Between him and Charles Revson 
the Revlon fireworks should make 
a spectacular display. 


‘Advertising: One Ingredient of the Marketing Mix’ 


Schick Inc. has created a new 
job: vice president in charge of 
marketing. And it has named an 


advertising man to fill it. He's 
Gerald Light, who _ recently 
switched from a straight razor to 
a Schick for removing his own 


blue-black beard and urges people 
to “feel” the result. Why an ad 
man in this important marketing 
post? “The shaving industry has 
sold a product, not a convenience,” 
says the articulate Light. “Men feel 
as personally about their shaving 


Sales Management 


methods as they do about religion 


or politics.” And part of his job 
will be to cut through the stubble 
of hidebound (and often meaning- 
less) reaction on the part of straight 
and safety razor men. Until he 
joined Schick, Gerald Light had 
been a v-p of McCann-Erickson, 
Inc., servicing such accounts as 
Bulova, Simmons furniture, Mc- 
Gregor sportswear. Before that he 
was with CBS for five years, start- 
ing as advertising director for the 
CBS-Columbia Division and end- 
ing as director of advertising and 
sales promotion for the division. 
And prior to that he was with Em- 
erson Radio, where he had “nine 
jobs in nine years.” (He began 
there as an engineer, became head 
of the Hearing Aid Division when 
Emerson started it. His mother 
was hard of hearing and he was the 
only man in the company who 
knew anything about hearing aids!) 
. . . Schick’s new management felt 
the need for a co-ordinated mar- 
keting setup, hired Light to pull off 
the big job of getting the various 
ingredients of the marketing mix 
into one container. 
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The most important objective 
in any advertisement 


. is to gain the attention, interest and confident response of the 
relevant audience. And “relevant audience”, from an advertiser’s 
standpoint means not just potential readers, but potential customers. 


Advertising craftsmanship can help make an advertisement you run in 
a given magazine interesting, informative, believable and compelling. 


But the one factor that determines the all-important quality and 
relevancy of your audience is the thing that brought that audience 
together in the first place—the contents of the magazine. 


This is the factor that will determine the intelligence . . . the importance 
. . . the achievement-level of the people to whom your advertisement 
is so carefully addressed. And this is the factor that is prompting more 
and more advertisers to evaluate “U.S.News & World Report” as... 


The most important magazine 
of all 


Every week “U.S.News & World Report” concen- 
trates its entire content on the important and use- 
ful news of national life and world affairs. This is 
news that America’s most important people need 
and use in making personal and business decisions. 


“U.S.News & World Report” publishes more of this essential and 
useful news than any other news magazine—much of it that is 
published nowhere else. Consequently, no other magazine is so 
thoroughly read and used by so many important, high-income leaders 
in business, industry, government, the professions—and the community. 


Ask your advertising agency for the documented facts on the growing 
recognition of “U.S.News & World Report” as the important magazine 
... from your standpoint, very likely the most important magazine of all! 


U.S.NEWS & WORLD REPORT 


America’s Class News Magazine 


Now more than 


1,150,000 


net paid circulation 


Advertising offices, 45 Rockefeller Plaza, New York 20, N. Y. 
Other advertising offices in Boston, Philadelphia, 
Pittsburgh, Cleveland, Detroit, Chicago, St. Louis, 

San Francisco, Los Angeles, Washington and London 
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KINTNER Earl Kintner's future as chairman of Federal Trade Commission 

now rests in hands of the voters. Refusal of Senate Democrats 
Senate Democrats to confirm his nomination for a 7-year term means he will lose 
ax FTC chairman his job—unless a Republican President is elected in November. 


(SM forecast this possibility May 20, page 57.) . . . Since FIC 
members serve until a successor wins Senate confirmation, the 
dynamic FTC chief will hold his job until January. But a Democrat 
President would no doubt then give Kintner the boot. 


Irony of it all: Most Dems agree Kintner has been best FTC boss 
in memory of either party. But "political considerations" dic- 
tated that the job be held open for a Democrat—even though 
FTC is supposedly non-political! .. . Clearly a case of short- 
Sighted, to-hell-with-the-public's-good partisan politics. 


PRICING Cutting prices on a regional basis is now more illegal than ever. 
Recent unanimous opinion of U.S. Supreme Court in Anheuser- 

regional price cuts Busch case upholds FIC's power to prohibit a company from cutting 

now ruled illegal prices in some areas but not in others. FIC need only prove 
competition is impaired or competitors are hurt—an easy matter. 
- « « The court thus reversed a lower court decision favoring 
the beer company. Results: (1) Robinson=-Patman Act acquired 
some new teeth; (2) FIC got a new weapon; (3) marketers may now 
expect more FIC price discrimination cases. 


ll 


Facts in Budweiser case: In 1954 Anheuser cut prices in St. 
Louis to level of local brands, while Bud continued to sell at 
premium price elsewhere. FIC charged illegal price cutting. 
Lower court dismissed the complaint, reasoning that all compet- 
ing customers in St. Louis area paid-same price for Bud—therefore 
no price discrimination. Not so, ruled Chief Justice Warren, 
holding that price discrimination exists even if customers 
aren't affected. Supreme Court decision doesn't end the case: 
It goes back to lower court for final determination. 


i PROFITS Radio Shows new evidence of having found its niche in this 
4 TV-soaked world. Note this announcement from NBC Radio: For 
after 8 years— first time since '52, red ink is being put on the shelf in favor 
J ) black ink for radio of the more restful shades of black. By June l, the big network 


had written as much business as in all '59, and the last three 
quarters of '60 were already booked at a profit. 


Behind the profit breakthrough: At first of the year, NBC Radio 
: chopped 30 hours (including all soap operas, variety shows) from 
its 75-hour-per-week programming schedule. Left was a hard core 
of news, special events, sports programs. Affiliated stations, 
pleased with the change, promptly upped clearances of network 
programming from '59's 75% to close to 98%—creating a much more 
, attractive package for advertisers. 


4 


Sales Management July 15, 1960 63 


PRODUCTS 


| product development: 
| tough, costly job 


BRANDS 


unions plan to sell 
cut-rate drugs 


MISCELLANY 


news and ideas 
of marketing note 
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-SM NEWSLETTER (continued) 


It's one tremendous job to develop and bring to market a diverse 
flock of new products. Curtiss-Wright is facing up to this 
situation after recent resignation of Roy T. Hurley, chairman 
and president. Under Hurley for 1l years, the once thriving 
aircraft engine maker tried to spread product lines far and 
wide. With sales and earnings dropping, C-W still plowed a fat 
$15 million into new product development in '59 alone. 


Hurley's projects—some definitely inspired—included an “air- 
car," "aerial platform" for the military, revolutionary type 
engine, new propellers for aircraft to fly both vertically and 
horizontally, nuclear reactor controls, electronic equipment, 
metals products, diesel engines, others. All in all, one 
whopping list of products to develop and open new markets for. 
- « « Nowmanagement makes it clear that C-W will be rejuvenated, 
given new direction. Watch for a real change in emphasis in 


product development—in objectives and strategy—at Curtiss- 
Wright. 


Drug makers are watching the unions. They're stirring up a 
national movement to provide cut-rate medicine for union mem- 
bers and families. Nine major unions in New York City are already 
drawing up plans for a chain of non-profit drugstores. (Two 
organizations for retired persons recently started selling low- 
priced drugs by mail.) . .. Retailers would be hurt the most. 
New York druggists are fighting the movement, pleading for 
national support. For the drug makers, it means they'll be 
selling more in large quantities, and by generic—not brand— 
names. . .. This is one example of what can happen when political 
investigations and publicity are focused on marketing, on 
brands, prices, profits, etc. (See our lead article, page 33). 


Westinghouse Electric's unveiling of its shiny new trade-mark 
and logotype was timed for maximum impact. It's being seen by 
80 million people tuned into the Westinghouse-sponsored politi- 
cal nominating conventions. The new trade-mark is designed to 
convey the impression of. a modern, forward-looking, research- 
minded company. . . . It's a good’time to aim sales efforts at 
consumers. Family income climbed 6% from '58 to '59. But infla- 
tion didn't eat up extra spendable dollars because consumer 
prices rose only about 1%. 


New pay-TV system, soon to be tested by TelePrompTer Corp., 
will allow viewers to press buttons on a control box to order 
goods shown on the TV screen. . .. Carter Products, maker of 
Rise shaving cream, is charged by Federal Trade Commission with 
using deceptive TV commercials which "disparage competing shav- 
ing lathers." ... Travel-—happy Americans take to the road and 
cover.some 1,200 billion vehicle-miles a year. ... Executives 
on the move use 16,000 company-owned business aircraft to log 
4 million flight-hours a year. ... Personal income is now nudg- 
ing an annual rate of $400 billion. 
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- You can forget about divining rods, bathyspheres and high frequency oscillators. With the help of 
Mass Mail, you can plumb the depths of your market at relatively little cost and great profit. 

1 The publisher of a high priced book set has successfully used Mass Mail to expand what was 
' gh ruil) 

— originally a limited market of intellectuals. He is now selling complete libraries and accessories to a 

I broadened parent and leisure market. 

)s Lemarge assisted in the initial exploration and testing of these new markets. Our knowledge 
of Mass Mail techniques was used in the selection of test markets, creation of art and copy, production 
and processing. 

k This knowledge is the result of years of pioneering experience in the field of Mass Mail. 
3 During that time, Lemarge has developed new approaches and methods for market and product 
by testing, evaluation of data, mechanical production and processing of direct mail, and the creation 
Si of sales-reaping art and copy. 
to Lemarge is currently cooperating with some of the nation’s biggest advertisers in the produc- 
= tion of Mass Mail advertising that reaches the heart of every type of market. Perhaps we can perform 
at a similar service for you. 
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de 7 
ler : LEMARGE § Mass Mail Specialists 


of _ 


Lemarge Mailing Service Company, 417 So. Jefferson St., Chicago 7, Illinois 
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There are over 3,000 counties in the United States. Yet the top 200 counties ac- 
count for more than three-quarters of all value added by manufacture. Since the 
companies in these 200 counties do the bulk of the manufacturing, they buy in- 
dustrial goods in about the same proportion. And, of course, these are the counties 
where most sales efforts are concentrated. In these same 200 leading industrial 
| counties, FORTUNE concentrates over 75 per cent of its circulation. This kind of 
circulation, particularly among those management men whom salesmen seldom 


see, is one of the reasons why advertising in FORTUNE geis results. 
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WILLIAM T. BRADY 


DYNAMARKETER 


Brady Sells His Managers | 


By LAWRENCE M. HUGHES 
Senior Editor 


“We have a potential to live up 
to, 2 destiny, gentlemen, to ful 
fill. | wouldn't care if the world 
stood still— this company should 


still keep moving ahead.” 


68 Sales Management July 15, 1960 


s| on CP's 


At times the thoughtful planner who for four years has 
shaped a much bigger Corn Products Co. becomes espe- 
cially eloquent and provocative. To his managers William 
Thomas Brady says: 

“We have to think big and act big. I want our name 
connected with leadership. Our greatest need is for 
dreamers, [who can] conceive of the things that lie ahead 

. and know what to do about them. Our ambitions go 
far beyond the single-minded purpose of beating out 
competition. We have a potential to live up to, a destiny, 
gentlemen, to fulfill. I wouldn’t care if the world stood 
still—this company should still keep moving ahead.” 

But Corn Products’ president also expects the world, 
and the American part of it, also to move briskly ahead. 
To university graduates he cites “the qualities of the new 
frontiersman: divine discontent; discipline; an understand- 
ing of the present, and a vision of the future; ability to 
cope with confusion and uncertainty, and resiliency to 
stress and defeat. Our goal is not a finished America, a 
satisfied and overstuffed economy. It is the mobilization 
of all men and women who [can] look farther than their 
eyes can see.” 


> And to food distributors at Lausanne, Switzerland, he 
says: “We must do everything possible to improve the 
diet of every human being.” American companies must 
fight for this opportunity: By 1970, with a gross product 
“559% higher than today, the European Common Market 
may well be the largest exporter.” But, with its consumer 
spending power raised by half, the ECM also will offer 
a larger opportunity for American products. 

Corn Products’ president urges food producers through- 
out the Free World to speed “research on nutrition that 
will lengthen man’s useful life; prevent, perhaps, or treat 
his most grievous diseases, and make low-cost balanced 
meals available to low-income families everywhere.” 

From his private den in Corn Products’ shiny new 
offices at 717 Fifth Ave., Brady surveys potentials on a 
big world map. Already, CP manufactures in 20 lands 
outside the U.S., and sells in every Free World country. 
As prospects he counts “well over a billion mouths to 
feed.” 

In five years, he reports, sales outside the U.S. and 
Canada have almost doubled. In 1959 the ‘se operations 
produced nearly one-third of the company ’s $676.3-million 
volume and of its $33.1-million net income. 

To his 62,000 shareholders Bill Brady predicts: 

1. Expansion of the international food brand: The un- 
derprivileged are rapidly becoming the mass market. And 
these people have tastes that are decidedly upper class. 

2. Rising demand for nutritional foods, here and 
abroad, both for underfed and overfed (but undernour- 
ished) people. 

3. Growing values in food products, spurred by the 
industry’s competitive drive to give the customer more, 


World Destiny 


and backed by our growing technical ability to provide it. 

In five years Corn Products has climbed from 27th to 
seventh in sales size among all U.S. food manufacturers. 
Today, its volume is outranked only by meat packers 
Swift, Armour and Wilson, by milkmen National Dairy 
and Borden, and by General Foods. And in profit-to-sales 
ratio CP stands higher than any of them. 

Brady seeks still more sales: “With our current setup— 
not counting possible acquisitions and new areas,” he 
says, “we should reach $1 billion by 1965.” 

But he also seeks higher-profit products and areas: “We 
want no profit-starved bigness.” In addition to new foods, 
CP is “studying drugs, pharmaceuticals and household 
supplies. 

“In plotting its growth curve any company’s manage- 
ment must consider three necessities: renewal, expansion 
and integration. Some of CP’s veteran brands, such as 
Hellmann’s, Mazola and Karo, seem to have found the 
secret of eternal youth. But we can’t trust in any product's 
immortality.” W hen replacement is required, the new- 
comer should add more to the profit potential. 

Brady urges food manufacturers to spend more for 
product research. He suggests they aid the development 
of all phases of “agribusiness.” And he tells SM: “For 
consumer goods, Corn Products now spends 1% to 2% 
on research and development. In five years our R&D 
efforts have changed from overemphasis on corn to wider 
areas, and from fundamental to applied research.” 

To provide the facilities for tomorrow's products, CP’s 
expenditures for capital expansion are now at a $26-mil- 
lion-a-year rate. Plants are planned for Japan, the Philip- 
pines and elsewhere. 


> Especially since the merger with Best Foods, in the fall 
of 1958, Brady explains, “We've undertaken a sweeping 
evaluation of all our operations and facilities—even our 
thinking. This has led to a sharpening of our manufac- 
turing efficiency and marketing strategy.” 

He regards his own job today primarily as one of plan- 
ning and world development. Executive V-P John R 
Rhamstine guides operations and assists Brady in all 
phases of management. Senior V-P Alexander N. McFar- 
lane directs all sales, and Senior V-P Aaron S. Yohalem is 
in charge of corporate development. 

In the U.S. and Canada some 600 “merchandisers” of 
the Best Foods Sales Division now handle all consumer 
products. Technical specialists in the Comm Products Sales 
Division serve 60 industries. Combined sales of these two 
domestic divisions are about $350 million. The rest is in 
feeds, refined sugar and syrups, glucose, dextrose, etc 

The laboratories continue to spawn new members of 
the 500-product line. For better nutrition, Brady says, 
“We are now offering liquid corn oil in such forms as 
margarine and salad dre sssings. Related sells are being 
brought out under established trade-marks. 

(continued on next page) 
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TELL YOUR STORY 
5 WAYS... 


© Paper Pad Presentations © Blackboard Chalktalks 
@ Flip Chart Presentations © Card Chart Speeches 
© Flannelboard Demonstrations 
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Easel, used as chalkboard 
—folds in a jiffy. Light- 
weight, easily carried 
in case. f——-~ 
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Hinged clamp 
holds ped for 
effective pad and 
crayon 

presentation. 


ARLINGTON 5-WAY $4250 
PRESENTATION EASEL . 1% "°< 
Complete with hinged clamp chalkboard, chalk, 


Four paper pads $12.00 


Flannelboord accessory 7.00 
Carrying case 


12.50 


TRIPOD EASEL 


Lightweight aluminum — 
holds card chart or 
display frame—Folds for 
carrying or closet corner 
storage. Tripod easel 
only (No. 121) 


$900 


RLINGTON 
ALUMINUM COMPANY 


19005 W. Davison * Detroit 23, Michigan 
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| Please send me free information on: 


(0) $-Way Presentation Easel (() Flannelboard Accessory 
(OD Triped Easel (-) Arlington Display Frames | 


Artington Literature Racks 
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WILLIAM T. BRADY (continued) 


DYNAMARKETER 


“Products developed here—Mazola, 
Skippy peanut butter, Hellmann’s, 
Bosco and others—are now going 
abroad. And products being developed 
abroad may be introduced here.” 

In response to a question, he says 
that “99.44% of our efforts today are 
for our own brands.” 

Shareholders learn that expenditures 
of “more than $30 million in adver- 
tising and sales promotion pre-sell 
our products. In 1960 this total will 
be substantially higher.” In five years 
the number of agencies handling do- 
mestic advertising has grown to seven. 
And in this period advertising ex- 
penditures abroad have nearly dou- 
bled. Among all food advertisers in 
the U. S., CP now ranks eighth. 

Bill Brady also has been busy build- 
ing a corporate image and a corpo- 
rate family seal. “When I used to tell 
people that I worked for Corn Prod- 
ucts,” he explains, “all they said was 
Huh.” Now he is sure that the com- 
pany’s public relations efforts are pav- 
ing the way for growth in a lot of 
ways—from recruiting college seniors 
to introducing products. 


> Extrovert Brady himself plays a 
broad relations role. He is chairman, 
executive committee, of Corn Indus- 
tries Research Foundation, chairman 
of Foundation for American Agricul- 
ture, and an officer of Grocery Manu- 
facturers of America and American 
Management Assn. Among all the 
groups he addresses, probably he is 
most stimulated by students and 
young managers. 

Founder Edward T. Bedford would 
have trouble recognizing Bill Brady’s 
1960 model of Corn Products. Bed- 
ford created the company out of 
Standard Oil money and the old Glu- 
cose Trust. Though antitrust action 
reduced CP’s share-of-market to 45%, 
Bedford built so solidly that the com- 
pany (assets today: $424 million) be- 
came known as a “sound defensive 
investment.” Many, indeed, referred 
to it as a “bank.” 

But profits derived largely from 
cost cutting and expansion abroad. 


Product changes were rare. 

Brady is the fourth man to stand 
beneath the Founder's austere pic- 
ture. The three between brought the 
outfit through the big depression and 
then the big war—gradually broaden- 
ing and liberalizing it, introducing 
research and diversification, and as 
new product areas were entered, mak- 
ing it more “competitive.” 

Meanwhile, farmer's son Brady 
studied engineering at the University 
of Illinois, served as an Army Air 
Corps lieutenant in World War I, and 
then went to work running a feed 
dryer at Corn Products’ big plant at 
Argo, near Chicago. 


> Soon he was a supervisor, and then 
helping to start a CP plant in Ger- 
many. He managed plants in Edge- 
water, N.J., and North Kansas City. 
In 1936, at 38, he had come full 
circle to be rong manager at Argo. 
Nine years later he was brought to 
New York as assistant to the president. 
He became a v-p and director, and in 
March 1956 succeeded ailing Dr. 
Ernest W. Reid as president. 

In golf Brady shoots in the 90’s. 
Explaining this, he says: “Anybody 
who shoots under 90 is probably neg- 
lecting his job. Anybody who shoots 
over the 90's is probably neglecting 
his golf.” When he can, he likes to 
slip away from his Fifth Avenue apart- 
ment to shoot ducks with the home 
folks in Anna, Il. 

But, in several languages, he has 
learned to make friends. After his 
long (and successful) battle to organ- 
ize the Argo plant, it was said that 
even the CIO “still liked Bill Brady.” 
Having lived in Germany, he knows 
that language well. In French and 
Spanish he “gets by.” He knew North 
Korea when CP had a factory there, 
and now and then he visits the Far 


* East headquarters at Hong Kong. 


Wherever he goes, he tries to learn 
the background of each country. 
(Abroad, CP has done best in Europe 
and Latin America. Its opportunities 
in the rest of the world are largely 
untapped.) : 


Regional Distribution Problem? 


The complete range of regional market research problems 
can be tapped with the facilities of Market Statistics, Inc., 
research consultants to Sales Management. Write: Market 
Statistics, 630 Third Ave., New York 17, N.Y. 
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<~<— WUPERCARGOT 
daily nonstop service 
New York to Frankfurt 


Also All-Cargo nonstop flights from 
New York to Frankfurt. 


Direct jet cargo service from San 
Francisco, Chicago, Montreal to Paris, 
Frankfurt. 


Immediate connections to All Europe, 
Near, Middle and Far East, Africa. 


Expert handling,lowest possible rates. 


Call your agent or 


LUFTHANSA 


GERMAN AIRLINES 


AIR CARGO DIVISION—410 PARK AVENUE, NEW YORK 22, PL 9-5522 
OFFICES IN PRINCIPAL CITIES OF U.S. AND CANADA 
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UN STARCH 


BUYING ACTION REPORT 


You can be sure of 
Buying Action 


when you place your ads in Volume Feeding 
Management. Reason is this magazine is 100% 
edited to help volume feeding specialists do 
better jobs, earn or save money....and is 


circulated to identified buyers in all types of 
volume feeding establishments—restaurants, 
hotels, hospitals, schools, clubs, industrial 
lunchrooms, transportation services, etc. 


On these pages typical readers say what action 


they took from specific ads. Verbatim com- 
ments were reported by Daniel Starch & Staff, 
show that ads in Volume Feeding Management 
result in buying actions. 


F Time-Saver! Money-Saver! 
Rath :::.MEAT BALLS 


The same Roth Meet Balls 
thet have been sch good 
grocery store sellers 

WOW PACKAGED FOR RESTAURANT 
AND INSTITUTIONAL USE! 


* oman 


COFFEE 


BREAN-THROUGH! 


me <—o 


Now! A revolutionary way 


ups! This amazing disposable cup saves space saves money... speeds servier .. has the 


SENSATIONAL ADVANCE IN ALUMINUM FOIL! 


Reynolds == Wrap 


is now over 50% stronger 


...at no increase in price! 


I page, two colors 

Agency: Earle Ludgin & Company 
Owner — Restaurant and Tavern 
“Ordered some of these meatballs and 
intend to use them with spaghetti. If 


it doesn't save money it will, at least, 
save time.” 


1 page, two colors 

Agency: Grey Advertising Agency, Inc. 
Food Manager—Food Processor 
“Staining and breakage is quite a 
problem, so I sent for additional infor- 


mation on this type of cup as adver- 
tised here.” 


By ataping mesuegens 
nde 


Q REYNOLDS METALS COMPANY 


fe moe teem sete 5) oe Cente teres Core 


* ; 


1 page, black and white 
Agency: Zinmer-McClaskey-Frank, Inc. 
Owner — Restaurant 


“Made a note to order this foil in the 
large quantities. Think it will be bet- 
ter than waxpaper.’ 


COMMENTS 
ON OTHER ADS 


Director of Food Services, 
Hospital: 


“Bought a new brand of shortening as 
a result of a recent ad. We will try it 
out for a month, and if we like it will 
continue to buy. Also bought shrimp 
from a recent ad.” 


School Dietitian: 


“Inquired about and purchased Cres- 
Cor dish tray racks which I read 
about in a recent ad of Crescent Metal 
Products, Inc.” 
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Lunchroom Director, School 
Cafeteria: 
“Wrote for information on food-o- 


matic equipment advertised a month 
or two ago. 


Supervisor, Restaurant 
for Employees: 


“Three or four months ago we bought 
some of the Carnation Company non- 
fat dry milk as a result of their ad.” 


Building Superintendent, 
State University: 
“Recently I ordered some cleaning 


compound I saw advertised in this 
publication.” 


1960 


Food Director, School 
Cafeteria: 

“After seeing it advertised in a recent 
issue, I purchased just the type mop 
dollie for which I had been looking.” 
Food Production Manager, 
Hospital: 

“IT asked the local pepreusive for 
information on a Holly-Matic meat 
portion machine I had seen advertised 


in VOLUME FEEDING MANAGEMENT 
recently.” 


Manager, University Club: 


“We bought a salad work table and a 
deep freeze unit advertised recently.” 


SRR Ca TT 


Pt ea 


yes Ooo Su Vaal 


Sa: 


i 


COSTS WO MORE PER SERVING 
THAN CHEAPER 8VCES 
nn 1 


Uncle Ben's Rice 


You get a Faster, Cleaner, 
Mare Economical wasn win J 


to ee cae 1 ae tee terete Cae 


1 page, black and white 

Agency: Ted Bates & Company, Inc. 
Manager —Industrial 
Lunchroom 

“As a result of this ad I ordered the 


product from their local distributor 
from whom I buy.” 


Sedietatedians tenet @efpetioe.| 
aad 


| Savory =~. | 


ne ee ee ee 
— i tr) 
ee ee ee eee See Os 


One-half page’, black and white 
Agency: Geyer Advertising, Inc. 


Chef —Hotel 


“We bought one of these from this ad. 
We had two of the four-hole toasters 
and then we put in one of these. It 
speeds up the service.” 


READER ACTION 
ON ADVERTISEMENTS IN 
VARIOUS ISSUES OF 
VOLUME FEEDING MANAGEMENT 


Booklet, free on request, contains all quotes 
as reported by Daniel Starch & Staff, to 
date. Gives you a gauge of the selling 
power of good ads in the right medium. 
For booklet, market or media informa- 


Horizontal half, black and white 
Agency: George V. McIntyre 


Purchasing Director — 

Airplane Food Kitchen 

“T have begun buying this equipment. 
I studied the ad thoroughly because I 


need all the information I can get my 
hands on.” 


For outstanding flavor and downright economy 


SEXTON BAR-B-Q SAUCE 


© Put your work on wheels 
‘ 
‘ te 


¥ 
o ™ . ¢ 
PLMLILGSS DHI4 SISSY SNers 


5 nymiigiioaeaeeee ' 
~ ese inti be can tents. Whe etnies oad eat...ty tena 
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1 page, black and white 
Agency: Bert S. Gittens Advertising, Inc. 


Manager — Demonstration 
Restaurant 


“The ad reminded me that I needed 
another cart. I had thought of it be- 
fore but forgot it—and by seeing the 
ad it reminded me to write it on my 
order sheet.” 


| Sexton seu 


Second cover, 4 colors 

Agency: Roche, Rickerd & Cleary, Inc. 
Manager —Industrial Cafeteria 

“ Because of this ad on Bar-B-Q Sauce 
and arecent one of beef stew, I ordered 
both products from the salesman.” 


CONTROL 
YOUR 
FOOD 
COSTS... 


SERVE 

UNIFORM 

PORTIONS | 
7, ie 


wale |) 


7 Yat 
FIREPROOF Cui, 


I page, black and white 
Agency: W.S. Hiil Company 


Owner — Restaurant 


“T sent for the list of fireproof china 
because we intend to order our neu 
hot china from the list.” 


tion, write VOLUME FEEDING MANAGEMENT, 
205 East 42nd Street, New York 17, N. Y. 
Or call our nearest representative. VOLUME 
FEEDING MANAGEMENT is a Conover-Mast 
publication. 


the ad reactions that count are buying actions 


ae PS ee 
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s modern way of doing business 


The NASA-USAF-Navy X-15 manned rocket gets a vital part... delivered with jet-age speed by AIR EXPRESS 


X-15 part flies first 3000 miles by Air Express 


The scene: Edwards Air Force Base, Calif. Crack engineers work ’round the clock to ready the X-15 
for its flight to the brink of outer space. Its engine, built by Thiokol in Denville, New Jersey, packs 
a 400,000 HP punch—more than the power of two giant ocean liners! Because of an accelerated 
assembly schedule, some parts—like this turbine pump control—are installed right on the flight line. 
They must be shipped fast, with kid-glove handling. In 

short, a job for low-cost AIR EXPRESS. Give your business =» _ 
these advantages, too. Ca// AiR EXPRESS to speed your A | & 
products FIRST TO MARKET... . FIRST TO SELL. 


& CALL AIR EXPRESS DIVISION OF RAILWAY EXPRESS AGENCY «+ GETS THERE FIRST V/A U. S. SCHEDULED AIRLINES 
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‘Give Me the 


Sales Rep, Any Day!’ 


The manufacturers’ sales repre- 
sentative rings up twice as many 
sales as the company salesman from 
branch or local office over the same 
period. 

Or, to put it another way, although 
manufacturers employ four times as 
many salesmen as reps throughout the 
country, the total sales of the company 
men are only twice that of the reps. 
In addition, company sales office pay- 
rolls are nearly five times larger than 
those of the independent sales reps. 

This superior sales-getting ability 
sharply contrasts the independent 
agent with the company salesman in 
both consumer and industrial sales, 
according to the latest Census of 
Business statistics. On the average, 
industrial and consumer sales agents 
are also more economical than com- 
pany office salesmen. Operating ex- 
penses for the independent agent 
average about 3.1% of sales as com- 
pared to 7.7% for company sales 
offices and branches. 

Despite these impressive national 
statistics, many industrial companies 
continue to debate the question of 
setting up regional sales offices or 
hiring sales reps. In the fat sales years, 
of course, the trend is usually strong- 
est toward the company sales office. 
In the lean years, many companies 
tend to fall back on the more econ- 
omical sales rep. 

This wavering between sales rep 
and sales office may reflect a policy 
of trimming sales expense to fit the 
prevailing sales volume. But it can 
also have the effect of braking sales 
activity in a given area by under- 
mining the company-rep relationship 
—upon which increasing sales effort 
and effectiveness is based. 

Prestige rather than profits, it seems 
to me, has led many industrial com- 
panies to establish sales branches 
where they could have done better 
with a good sales rep. A sales office 
in San Francisco is a point of pride 


By EDWARD BACHORIK 


General Sales Manager, Allied Control Co., Inc. 


about. 


The Pro and the Con 


“The rep sells twice as much!” states author 
Bachorik. And as a sales manager who has used 
both systems, he should know what he’s talking 


But what about those of you who have tried and 
failed with reps? SM is well aware that there are 
two very vocal sides in the salesman-vs.-rep debate. 
Who’s going to step forward and say a few words 
for the loyal, productive salesman? 

The editors would be interested in hearing 
whether you agree or disagree with this author's 
convincing defense of sales reps. 


with many eastern and mid-western 
industrial manufacturers. Often, econ- 
omically run companies staff these 
sales offices at a high cost, gaining 
only a comparatively low rate of re- 
turn in sales volume. 

Now it would be nonsense to 
claim that the sales rep is the answer 
to all industrial marketing problems 
of all companies. There are, of course, 
good and sufficient reasons in certain 
marketing situations for choosing the 
sales office over the sales rep. It would 
be difficult, therefore, to condemn all 
of the industry for what appear to be 
uneconomic sales policies. 

For the electronic and electrical 
equipment _ industry, however, I 
would not hesitate to say that the 
sales rep offers the better bargain. 
Having tried both—sales office and 
sales reps—Allied Control Co., Inc., 
manufacturers of relays and switches, 


is convinced that the sales rep holds 
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a distinct advantage. If forced to put 
the advantage in one word, I would 
pick “initiative.” 

Time after time we have set up 
regional sales offices when the need 
seemed clearly indicated. Time and 
again we have supplanted the office 
with a sales rep in the same area 
and then watched sales volume grow 
immediately. In many instances sales 
have even doubled in the course of 
a year after the switch. It has hap- 
pened often enough for us to rule 
out chance and vagaries of business 
cycles. 

Experience has taught us that the 
regional sales office is severely limited 
by the type of sales manager who 
can be employed to run it. Too often 
the best qualified men we have em- 
ployed as regional sales managers 
have quit to become sales representa- 
tives themselves. The average re- 


gional sales manager easily becomes 
July 15, 1960 75 


Greenshoro- 
GREEN THUMB 
OF THE NEW 

SOUTH’S MARKETS 


In the 
Top 20 in 
Total Retail Sales 


Sales grow bigger and faster in the Greens- 
boro metropolitan market — where retail 
sales have increased a hundred amillion 
dollars in just four short years. Schedule 
your advertising in the only medium with 
dominant coverage in this market and sell- 
ing influence in over half of North Carolina. 


. Greensboro News and Record 
GREENSBORO, NORTH CAROLINA 


Represented by Jann & Kelley, Inc. 


A yardstick to help 
company executives 
check their advertising 


‘LISTEN, MR. PRESIDENT’’ 
by George Black 


This book will help you 


understand, 
udge, test 


and get more for every adver- 
ising ¢ dollar you invest. Written by George 
Blac agency president, consultant and 
former ad manager, it is directed to execu- 
tives who want to evaluate their advertis- 
ing expenditures. A 75 point checklist for 
rating your present program is included 
Your name stamped on cover in gold at 
no extra charge 


‘ 


10 DAYS’ FREE EXAMINATION 


CHILTON CO. — Book Division, Dept. SM! 
cee get cg SOME gD. eomoerr 


Name (as it should be stamped in gold on‘ book) 


‘ls postage. 
10 days 
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a complacent manager. The one who 
has an urge to go into business for 
himself takes with him not just cus- 
tomers or accounts, but the two im- 
portant things worth having in a 
sales office—his inborn initiative and 
independence. 

Both initiative and independence 
are essential to any good salesman— 
they are the mark of a good sales 
rep. Without them the pha icturers’ 
sales represent itive is seldom more 
than a mechanical extension of a 
company—a robot who can write 
orders. 

Most sales reps have built-in in- 
itiative. They develop this talent be- 
they have to in order to sur- 
vive. The survival factor also forces 
a sales rep to make constant use of 
his imagination and everything at 
hand to land sales. 

Some regional sales managers are 
who combine good sales- 
manship, ambition and management 
abilitv. But the odds are strongly 
against their being able to take the 
bold steps of initiative that are re- 
quired in a competitive field. 

Let me make it clear at the outset 
that in hiring a sales rep you are not 
merely buying an efficient and econ- 
omically run sales organization. What 
you should get in addition is the 
extra sales ability produced by the 
sales rep’s initiative and independ- 
ence. 


cause 


available 


> Oddly enough it is exactly these 
two qualities that are the source of 
most complaints against the sales 
rep. That they are double-edged 
would be useless to deny. Most com- 
panies jealously guard their control 
over sales policy and administration. 
For this reason, interminable reports 
are required by the most rigid com- 
panies. Seldom have I known a sales 
rep who enjoyed writing reports. 
Most will honestly admit that time 
spent writing a report might be bet- 
ter spent in selling. Considering the 
large number of reports demanded 
by most companies, this can build 
up to a significant amount of un- 
productive selling time during the 
year. 

The sales rep’s initiative can also 
be turned against him. When he has 
built up a large volume of sales in a 
given area, he must face the strong 
probability that the company is 
thinking of replacing him with a sales 
office. This happens particularly in 
boom times when the company ex- 
pects to cut the cost of sales by using 
salaried salesmen rather than paving 
the sales rep’s commission. This 
threat of self-elimination inevitably 
frustrates the sales rep. Soon he be- 
gins to let up on sales effort for the 
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company and keeps it from realizing 
the maximum potential sales in a 
given market area. 

Both of these arguments against 
sales reps are based on essentially 
superficial, psychological reasoning. 
If you grant that the sales rep offers 
the most effective and economical 
means of selling in the wholesale in- 
dustrial market, the problem becomes 
one of finding ways to get the most 
out of your reps in spite of “inherent” 
drawbacks. 

These so-called inherent draw- 
backs are based largely on certain 
textbook criteria for deciding when 
or when not to use the manufac- 
turers’ sales representative. One of 
these criteria hits directly at most 
companies’ pride or prestige—that is, 
that the company which employs 
sales reps cannot afford to do other- 
wise. Thus a sales office, no matter 


All for the Rep 


General Sales Manager of one 
of the top two manufacturers of 

relays, Edward 
had enough (20 
with 
both company men and reps to 
know whereof he speaks. 


electromagnetic 
Bachorik has 

years) sales experience 
Now 
in his 13th year of sales man- 
agement at Allied Control Co., 
New York, he 
minimum of 50,000 miles a year 
to keep 


Inc., travels a 


tabs on the reps he 
Bachorik studied 
administration at the 
College of the City of New York, 
spent five years in sales work 


champions. 
business 


for a major life insurance com- 
pany before turning to the elec- 
Prior to his Allied 
association, he held sales posi- 


tronics field. 


tions at the Hammarlund Manu- 
facturing Co. 


I 
hate 


interruptions... 


tell me by telegram! 


It’s my way of doing business... swift, clear and in writing. With 


the right facts and figures in front of me, I can act fast. And you’ll 


save time and money, too! WESTERN UNION 


HOW'S DETROIT DOING? 


Auto sales are up and the haulaways are 
rolling out of Detroit loaded with shiny 
new cars. America’s in a car-buying mood 
and Detroit's feeling the effects. 


Detroit's Department Store sales are 9% 
ahead of last year—and still climbing. So’s 
The Detroit News’ circulation. Sundays, it’s 
the highest ever reached by a Michigan 
newspaper—653,106. Weekdays, it’s 
487,284—highest in Detroit News’ history, 
and way ahead of any other newspaper in 
the six-county trading area, where 98% of 
Detroit's retail sales are made. 


Got something to sell? Detroit means business— 
business means The News! 
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653,106 Sundays—487,284 Weekdays 
average for 3-months period ending 
3/31/60 filed with ABC, subject to audit 


The 
Detroit News 


| ee Suite 1237, 60 E. 42nd St. 
Chicage Office: . . 435 N. Michigan Ave., Tribune Tower 
Res 5s les 785 Market St., San Francisco 
Miami Beach:. . . . . . The Leonard Co., 311 Lincoln Road 
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how much it may cost in lost sales 
and administrative expense, is often 
a point of pride with industrial 
companies. 

Other reasons given for choosing 
the sales rep over the regional sales 
office are—because the company .. . 


1. Has only one product, or one 
product line and that of low-unit cost. 


, bringing out a new product. 


3. Needs distribution in under- 
populated, distant areas. 

4. Needs accessibility to prospec- 
tive buyers in specific, narrow market 
areas. 

5. Wants to expand into new areas. 


6. Wants to maintain continuous 
representation in a given market. 

All of these commonly accepted cri- 
teria justifying the use of the sales rep, 
good or bad, tend to ignore the 
single positive value reps have to 
offer at any time or place—aggressive 
selling. 

Obviously, in order to survive in 
business, the sales rep has to go out 
and get sales. It’s as simple as that— 
no sales, no commission. Besides pro- 
viding the incentive to more sales, 
this formula links sales costs directly 
to sales, for the manufacturer. For 
the small company which cannot 
afford a large sales force this offers 
immediate benefits. 


> The initial costs of a sales program 
involving a fairly large investment in 
finding, training and keeping sales- 
men can be kept down to manage- 
able proportions by using the sales 
rep. 

But medium-size or even large 
companies also stand to gain from 
the economy as well as the superior 
selling ability of the sales rep. Plan- 
ning and control of a marketing pro- 
gram is almost automatically deter- 
mined because selling expense is di- 
rectly related to sales. In addition, 
these selling expenses can be handled 
much more easily by the sales rep 
who can spread them among the 
various lines he represents. 

With a number of related lines to 
push in a given territory, the sales 
rep is usually in a better position 
to give broad coverage of the mar- 
ket from the small to the large vol- 
ume customer. “Smokestack-counting” 
salesmen tend to predominate in com- 
pany sales offices where selling ex- 
pense has to be weighed against the 
prospective volume of sales. The 
small, one-smokestack company is 
generally bypassed in favor of the 
bigger, more profitable businesses. 
Yet it is the cumulative sales from 
these smaller companies that eventu- 


Monday morning at the D&H 


Wm. White, President, The Delaware and Hudson Railroad Corporation 


“Railway Age is must reading for 
me, and has been for over 40 years.” 


Mr. White’s business reading custom is shared by an over- 
whelming majority of railroad executives. As he says, “It is 
the best medium for keeping abreast of progress in the art of 
railroading and the development of new products. It is also 
‘must’ reading for our operating and maintenance supervision. 
It keeps us from being isolated.” 

Railway Age is the up-to-the-minute management weekly 
railroad executives pay to read. It’s a Monday morning “must”’ 
for 96% of the presidents, 97% of the chief operating officers, 
87% of the chief purchasing 
officers — the decision makers, 


those who most influence the RAILWAY AGE 


purchase of your product. THE MANAGEMENT WEEKLY 


The Simmons-Boardman Railway Group 
includes these 4 monthlies, each pin 
pointed to a different prospect-group 
within the industry: @ Locomotives and 
Cars @ Track and Structures @ Signal 
ing and Communications @ Purchases 
and Stores 


Simmons-Boardman Railway Publications, 30 Church St., New York 7, N. Y. 
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ally yields maximum sales volume in 
a given territory 

Each line the sales rep carries, 
up to a certain point, increases his 
value to his client as well as to his 
customers. The company salesman 
may never get the door open to a 
good prospect who will roll out the 
elcome mat for a sales rep. With 
his multiple lines, the sales rep can 
more easily service the customer’s 
multiple needs and save him con- 
siderable time 

Buyers, by and large, find it easier 
to deal with the sales rep for these 
verv valid reasons—and also because 


of the greater interest the rep can 
afford to take in individual customer's 
problems. Since the sales rep can 
expect to get a larger volume of 
business from the customer through 
his many lines, he can justify giving 
the customer better service than the 
company salesman. A well established 
sales rep is generally well regarded 
by his customers. Many are inclined 
to rely heavily on the rep’s judgment 
in marketing matters. 

Years of experience in handling 
related lines is, of course, one of the 
factors to consider in choosing a sales 
rep. Broad experience of this kind 1s 


- BENEFITS 
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SALESMEN’S 
CAR PLAN 


They Are Yours with the Unique PHH Services 


An expense reimbursement plan that salesmen endorse 
. one that eliminates inequities. 


Safe, late model automobiles delivered directly to the 
salesman’s home anywhere in the United States or 
Canada. 


Complete company control over car expenses which can 
mean substantial savings to you. 


Easing of the problem of salesmen turnover and 
recruitment. 


Currently, more than 500 cost-conscious companies. . . 


leaders in business and industry . . 


. are using the PHH 


plan to solve the need for modern, dependable, economi- 
cal transportation for salesmen. 


Find out how you can benefit from the unique advantages offered by PHH. If you 
employ 20 or more salesmen using transportation, call or write today for full 
information and a copy of our brochure entitled ‘‘A Look Into the Peterson, 


Howell and Heather Car Plan’’. 


PETERSON, HOWELL & HEATHER, INC. 


Complete Management Services for 
Salesmen’s Car Plans 


2521 North Charles Street- 


In Canada 


Department E-4 

Baltimore 18, Maryland 
3970 Cote des Neiges Rd. 
Montreal 25, P.Q. 
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only bought at premium prices if you 
are looking for a company salesman 
or regional sales manager. But the 
commissions to an experienced rep 
keep pace with the sales he produces. 
No fixed sales expense need be 
charged up for the extra experience. 

Meeting the payroll, paying the 
rent, getting good salesmen and keep- 
ing records is the responsibility of 
the sales rep. He has to budget his 
costs wisely in order to keep in busi- 
ness. All administrative problems of 
handling the regional sales office are 
taken over by the sales rep on a 
sound economic basis. This relieves 
the manufacturer of such problems. 

When it comes to expansion into 
wider, or even national markets, the 
sales rep offers a ready-made organi- 
zation. It takes only weeks to line 
up enough sales reps to give national 
coverage. It would take years of 
patient work to build and maintain 
a national sales organization. The 
difference in lost sales time can spell 
the difference between success and 
failure in a venture under competi- 
tive conditions. The sales rep pro- 
duces results fast in the early stages 
when speed counts. 


> All things considered, the sales 
rep offers a great number of ad- 
vantages in marketing in the whole- 
sale field, particularly for industrial 
goods. The major difficulties experi- 
enced with sales reps generally can 
be attributed to the problems of 
maintaining good relations and com- 
munication between manufacturer 
and sales rep. Many such relation- 
ships break down because of im- 
proper handling or understanding 
between the two parties. 

Years of dealing with many sales 
reps throughout the country have 
vielded some knowledge of how to 
cooperate with them for optimum 
results in increased sales volume. 
Here are some of the major points 
to keep in mind for getting the most 
out of your sales rep: 


1. Avoid making unnecessary or 


time-consumir * demands on a sales 


rep’s time. 

2. Keep sales or call reports to a 
minimum in size and quantity. 

3. Go after and keep his loyalty. 

4. Set up simple but efficient order 
handling methods. 

5. Keep communications open both 
ways. 

6. Help the sales rep to give your 
customers the best possible service. 

7. Make the most of tying in with 
the rep’s related lines. 


8. Foster the rep’s position as an 
expert adviser to buyers. 


CONTAINER CORPORATION OF AMERICA 


Chicago 3...and all key marketing areas 


Folding Cartons, Shipping Containers, Sefton Fibre Cans, Molded Plastic Products, Point-of-Purchase Displays, Paperboard 


These success stories 
are 25 reasons 

why Look Magazone 
is expanding to 

every Issue 


Now, only LOOK offers regional coverage to every advertiser 
in every issue, on a no-waiting, insertion-guaranteed basis 


The 25 advertising success stories on these pages prove the power 
of LOOK’s Magazone to sell goods and services in virtually every 
classification. Though marketing goals differ among these 25 
advertisers, the record of success is the same. 

Magazone, providing advertisers with eight sales areas available 
individually or in any combination, has turned a new marketing 
idea into a practical, effective reality. 


Because of the tremendous demand for it, Magazone insertion can 
now be guaranteed in every LOOK issue—without waiting, without 
partners. For the complete, documented story on the 25 case his- 
tories cited—and many others—contact your LOOK representative. 
We'd like to publish your Magazone success story soon. 


New York — Murray Hill 8-0300 + Chicago — Central 6-8127 * Hartford — Chapel 6-5409 
Minneapolis — Federal 9-0371 «+ Detroit — Trinity 5-2786 + Cleveland — Main 1-3698 
Pittsburgh — Express 1-3036 + Philadelphia— Market 7-2587 + Atlanta—Trinity 2-9017 
Dalias—Riverside 8-7409 + Los Angeles—Webster 3-8191 * San Francisco--Garfield 1-4960 


ARBOR HOMES 


Received over 1,000 high-quality 
responses to its ad at a ‘‘cost 
per inquiry less than 4 
that of our regular TV 
promotion.” 


ZONE 1 


GRANT 
BATTERIES 


“Grant advertising in LOOK 
has made better customers 
of old ones and added new 
dealers for us." New 
jobbers and dealers led to 
substantial sales increases. 


ZONES 5, 8 


MAIN LINE 
HOMES 


Coupon ad drew 
over 5,000 responses which 
“led directly to the 
sale of over $500,000 
worth of homes."’ 


ZONE 2 


NATIONWIDE 
INSURANCE 


Every report indicates 
campaign was ‘‘the greatest 
sales aid we have ever devised.’ 
Regional sales managers 
say LOOK ads had 
“terrific impact on public."’ 


ZONES 1, 2, 3, 4, 8 


STEERO 
BOUILLON CUBES 


Sales increase 
was “more than double 
normal rate of growth’’ 

in the first month of 
LOOK advertising. 


ZONE 7 
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BYRD APPLES 


World's largest apple grower 
found ‘‘ad gave the salesman 
a perfect entry—and 
more important—a sales 
clincher!" 


ZONES 3, 6 


DU BOUCHETT 
CORDIALS 


Jobber enthusiasm led to 
“heavy merchandising to the 
trade by all our salesmen 
... the ultimate of what 
we would like at all times.” 


ZONES 5, 8 


FEDERATED MUTUAL 
INSURANCE 


‘With the power and prestige 
of LOOK, agents won a much 
higher percentage of 
interviews than on cold calls. 
Our ad dollar has never 
brought greater results."’ 


ZONES 3, 5 


GLIDE CONTROL 


On the strength of 
the response to its first ad, 
the company is ‘making 
LOOK Magazone our number 1 
advertising medium in 1960." 


ZONE 1 


HOFFMAN TV 


Limited dealer listing ad 
“established Hoffman as the 
dominant line’’ in many 
leading furniture and 
department stores where it had 
spotty distribution previously. 


ZONES 6, 7 


KESSLER-HUNTER 
DISTILLERS 


“The announcement of the 
Magazone campaign was 
literally met with cheers 

and enthusiastic applause 

from our salesmen.”’ 


ZONE 7 


KING STORES 


Reports enhanced prestige, 
impact and long-lasting 
effectiveness. ‘‘Sales increases 
were greatest where our 
LOOK ad appeared.”’ 


ZONE 1 


LESLIE SALT 


Chose LOOK to promote 
new high-fashion approach 
to selling salt. Report 
“ad was an important factor 
in sales jump." 


ZONE 7 


MARYLAND 
CLUB COFFEE 


“Association with LOOK 
has given us an advertising 
‘showcase’ never before 
possible via newspapers 
and spot television."’ 


ZONE 6 


MICHIGAN STATE 
APPLE COMMISSION 


Ad ‘‘pleased growers, 
built brand identification, 
created dealer interest, 
and, finally, promoted 
the sale of our apples.” 


ZONES 4, 5, 8 


MOGEN DAVID 
WINES 


Advertised both nationally 
and regionally in LOOK. 
Reported: ‘‘Substantial sales 
increase in those 
markets which utilized 
LOOK Magazone."’ 


ZONES 3, 4, 5, 6, 7, 8 


MOTHER GOLDSTEIN 
WINES 


Found ‘‘definite sales increases 
directly traceable 
to our Magazone ad." 
Ad also helped build 
better brand image. 


ZONE 1 


NEW BEDFORD 
SEAFOOD COUNCIL 


“Chain stores, independents 
and wholesalers report 
scallop sales increases 

of 20% to 200% 
over the same period 
last year."’ 


ZONE 1 


RESINOL 


Received ‘‘over 1,000 
responses" to half-page 
coupon ad for medicinal 

skin ointment. 


ZONE 8 


SHAW SHOES 


Agency reports ‘‘tremendous 
enthusiasm by distributors, 
salesmen and retail stores."’ 
Use of merchandising material 
by stores was three to four times 
greater than ever before. 


ZONE 4 


SLUMBERLAND 
MATTRESSES 


Dealer-listing ad 
“paid for itself 100 times over’ 
and markedly enhanced the 
prestige of the product. 
Follow-up ad caused 
record-breaking sales. 


ZONE 1 


TASSETTE 


Hidden offer drew 
over 1,000 requests, many 
from people who said they were 
aware of the product before, 
but ‘‘didn't pay any attention to 
it until it appeared in LOOK."’ 


ZONE 1 


VENT-AIR 
CONTACT LENSES 


“A sharp upswing in business” 
in the weeks after the 
magazine hit newsstands attributed 
to LOOK ad. Company 
has expanded the promotion 
to other LOOK Magazones. 


ZONE 3 


VOLKSWAGEN 
DEALERS 


“The one ad we ran 
in LOOK brought in 
more favorable comments 
than any ad we have 
ever run.” 


ZONE 1 


ZAYRE 
DEPARTMENT STORES 


“Our first LOOK ad was 
so successful, it made 
us a regular advertiser."’ Improved 
employee morale helped push 
sales to peak levels. 


ZONE 1 
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WORTH WRITING FOR... 


A selection of noteworthy studies of markets, 
media, consumer buying trends, product and 
service developments that can pay off for you. 


Greater Milwaukee 


A study showing a 4-year trend of 
where families shop in relation to 
where they live in Greater Milwaukee. 
It is based on answers to a series of 
questions on shopping habits included 
in Consumer Analysis questionnaires. 
Figures show areas in which families 
shop regularly, occasionally and little 
or not at all. There are also trend fig- 
ures on shopping at specific depart- 
ment stores within the preceding 30- 
day period. Maps show where Greater 
Milwaukee is growing and its com- 
munity In addition, 
there are data on family structure, em- 
ployment and 


income pattern 


income and market 
characteristics. Write C. R. Conlee, 
Promotion Manager, Dept. SM, The 
Milwaukee Journal, Journal Square, 
Milwaukee 1, Wis 


Spot Television 


A series of nine brochures giving 
various adver- 
tisers have used television to accom- 
plish different ends. In total, they de- 
scribe 107 examples of different cam- 
undertaken by 97 different 
manufacturers. Included are Procter & 
Gamble, General Motors, International 
Latex and local and regional adver 


case histories of how 


paigns 


tisers such as Duncan Coffee Co., 
ind Northern Pacific Railway Co. 
Write Thomas Means, General Man- 


ager, Promotion Services, CBS Tele- 
vision Spot Sales, Dept. SM, 485 
Madison Ave., New York 22, N.Y. 


PLANNED SHOPPING CENTERS 


THE METROPOLITAN CINCINNATI 
MARKET 


Cincinnati Shopping Centers 


A report on the impact of planned 
shopping centers on the Metropolitan 
Cincinnati market. Authored by James 
G. Sheehan, associate professor of 
marketing, University of Cincinnati, 
it is an economic analysis and survey 
of changing buying patterns, and can 
be used by manufacturers and distrib- 
utors as a guide to the retail market. 
The planned shopping center was 
slow in gaining foothold in Metropoli- 
tan Cincinnati, the author points out, 
but once started, it has quickly as- 
sumed major prominence. He contrasts 
downtown's primary retail shopping 
district with planned shopping cen- 


ters, details answers to such a 
as: What are the changes in shopping 
behavior of consumers who incited 
the movement? How can merchants 
in planned shopping centers continue 
to effect successful operations after 
the novelty has run its course? What 
are the probable future developments 
in the shopping center movement? 
Write Joel Irwin, Promotion Manager, 
The Cincinnati Enquirer, Dept. SM, 
617 Vine St., Cincinnati 1, Ohio. 


Marketing and Distribution 


Two booklets: One, “What’s New 
in Selling and Credit,” describes a 
field warehousing plan that aids 
manufacturers in marketing and dis- 
tributing their products so that they 
do not incur credit risk. It covers the 
hazards of consignment shipments and 
trust receipts and details benefits of 
“secured distribution.” The other 
booklet, “Inventory in Action,” tells 
how inventories ranging from a few 
thousand dollars to over $12 million 
in value can be handled under a new 
plan which furnishes field warehouse 
receipts as a means of credit. Write 
D. H. Coffman, Vice President, Ameri- 
can Express Field Warehouse Corp., 
Dept. SM, 65 Broadway, New York. 


Merchandising Ideas 


A booklet which illustrates and de- 
scribes hundreds of ways specialty 
flight and travel bags can be used 
profitably by merchandisers. It spot- 
lights new angles on fabric specialty 
bags as packages, premiums, product 
displays, dealer loaders, soft-sell or 
good will giveaways, incentives, ad- 
vertising vehicles or money raisers. 
Write Herbert Richter, Sales Man- 
ager, Natco Products Corp., Dept. 
SM, 1400 Post Road, Warwick, R.I. 


Sales Aids from Advertisers 


Have you written for these booklets or 
samples described in recent advertise- 
ments in Sales Management? 


New Point-of-Purchase Material and 
I:leas in Action: Fact sheet and samples, 
case histories and data on telling and 
selling with labels and tags. Allan Hol- 
lander Co., Inc., Dept. SM, 385 Gerard 
Ave., New York 51, N. Y. 


Delaware Valley U.S.A.: Sindlinger & Co. 
market report. The Philadelphia Inquirer, 
Dept. SM, Philadelphia, Pa. 


Loose-Leaf Binders: Planning manual for 
aid in designing them with decorated 
covers. National Blank Book Co., Dept. 
SM, 2604, Holyoke, Mass. 


Test Market: Report on Horizon Foods’ 
test campaign in Burlington, Vt. Dept. 
SM, The Burlington Free Press. Burling- 
ton, Vt 
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Reading Audience Characteristics: New 
ready reference chart showing compari- 
sons, costs per thousand and other useful 
information based on Sindlinger & Co. 
data. Dept. SM, Newsweek, 444 Madison 
Ave., New York 22, N.Y. 


Brand and Retailer Advertising Reports: 
How you can get day-to-day surveillance 
of your competitive retailer and consumer 
front. The Advertising Checking Bureau, 
Inc., Dept. SM, 353 Park Ave. South, 
New York 10, N.Y. 


Power Tools: How they can be used to 
whip up sales in sales incentive pro- 
grams. Dept. SM, Black & Decker, Tow- 
son 4, Md. 


Slide-Charts: Thirty-six-page booklet on 
how they can work for you. Includes 122 
case histories. Perrygraf Corp., Dept. 
SM, 1500-H Madison St., Maywood, IIl. 


Advertising Specialties: Full-color bro- 
chure showing hundreds of low-cost ad- 


1960 


vertising specialties such as_ buttons, 
badges, emblems, coins and _ jewelry. 
Green Duck Co., Dept. SM, 1520 W. 
Montana St., Chicago 14, Ill. 


‘ Gifts, Premiums, Prizes: Catalogue show- 


ing 20,000 items: furniture, radios, jew- 
elry, luggage, hardware, electrical appli- 
ances, housewares, sports goods, automo- 
tive items. Continental Products, Inc., 
Dept. SM, 2030 S. Michigan Ave., Chi- 
cago 16, Ill. 


Practical Specifications for Visual Aids: 
Suggestions that can help you save time 
and avoid errors in preparing slides. 
Dept. SM, Admaster Prints, Inc., 1168 
Sixth Ave., New York, N.Y. 


Package for Profit: How aerosol pone 8 
ing can create sales magic for your prod- 
ucts if they can be brushed, sprayed, 
squeezed or ured. Dept. SM 576, 
E. I. du Pont m4 Nemours & Co. (Inc.), 
“Freon” Products Division, N-2420, Wil- 
mington 98, Del. 


her 


4 senté 


we 


here’s the essence of persuasive packaging 


+—_ ag 
} 
| 
* | 
Gard- 
Gardner Sales Repre- ner Merket Research 
sentative 


"SALESMAN WAITING FOR AN 
OPPORTUNITY! The Gardner 
Answer Man brief econ 
your pack 

sing problems—Persuasive 
Packaging! People with packaging 
problems want answers. And the best 
answer to a slow-moving product is 

fast-moving Gardner Representa 
tive with a fresh, new packaging 
dea—one that sells! J Gardner Per 
suasive Packaging is just that—a new 
market-oriented packaging approach 
to sales. Strong, imaginative graphic 
ind structural package design guided 
by the recommendations of Market 
Research and thoroughly checked-out 
by Package Testing. There are even 
Machine Application engineers to 
adapt your production machinery if 
you need them. ¥ All in all, the most 
resourceful, completely coordinated 
packaging program in the industry. 
Skeptical? Call us. Give us the op 


portunity to show you 


DIAMOND NATIONAL 


THE GARDNER 


DLET 


DIVISION 


H 


Gardner Structural De- 
sign 


ner Graphic Design 


Gard- 


Gardner 
Machine Application 
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Gardner Package Testing, 


PRIZE-WINNING 
PERSUASIVE PACKAGES 
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One of a Series on the Strategy of Advertising 


Why S. Augstein (Sacony 


Dropped Co-op 


S. Augstein, 70-year-old manufacturer of the Sacony line of 


fashions, has used co-op advertising since 1936. This year 


the company decided to replace co-op with a national and 


nation-wide local ad campaign. Can such a company go it alone? 


In an industry where complete sea- 
sonal redesign sets the frenetic pace 
of often desperate competition, prov- 
ing success or failure several times a 
year, there are few stable practices 
on which to set undeviating faith. 
Such is the garment industry—head- 
quartered along Manhattan's West 
Side, with manufacturing plants in 
many cities of the Southeast. 

So, when S. Augstein & Co., Inc., 
(Sacony women’s and children’s ap- 
parel) abandoned co-operative adver- 
tising with retailers, the news was re- 
ceived with less vitriolic reaction than 
might be expected. True, the an- 
nouncement did hit the front page of 
Women’s Wear Daily in April, but 
the backwash from retailers has been 
described as “sudden silence,” with 
just a few letters beginning to trickle 
in from stores handling Sacony. 

S. Augstein insists that it had been 
studying the move since 1956, and 
began to reach a decision about a 
year ago. It was decided to make the 
announcement of the end of co-op 
at the close of the spring-summer sea- 
son and the opening of the new fall 
line 

Sidney Augstein, third generation 
president of the fabric and garment 
manufacturing firm, stated at the time 
that the company had been losing 
control of its co-operative advertising 
dollars, and had been confronted by 
continuously rising expenses in that 
direction. 


At the same time, Augstein an- 
nounced that the company would re- 
place its co-op program with the most 
extensive national and nation-wide 
local advertising campaign that it had 
ever undertaken. 


Can a manufacturer get out from 
under a co-op program that has be- 
come unwieldy and unproductive? In 
answer to this question, Augstein 
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This compaign, coupled with 
the most exciting lines ever 
imagined . . . the most 
effective package of REAL 
sales aids . . . gives you 
non-stop volume potential 
for Fall. 


From exclusive fobrics, to superior styling 
the inimitable fomily of Sacony fashions 
* DRESSES 
+ suits 
+ SPORTSWEAR 


+ CHILORENSWEAR 
* FASHIONS FOR TEENS 


Now being shown from coast to coast and in 
our New York showroom. 


SUTTER iii 


GOING 
LOCAL... 


AND DIRECTLY INTO YOUR HOME TOWN 


37 NEWSPAPERS WILL CARRY 

OVER 56,000 LINES OF NATIONAL 
SACONY ADVERTISING FOR FALL 1960 
AND WILL "TIE-IN" YOUR STORE AT THE 
LEVEL WHERE IT WILL DO YOU THE 

MOST GOOD. THIS TREMENDOUS CAMPAIGN 
WAS CONSTRUCTED TO HELP YOUR 

STORE SELL THE MOST SENSATIONAL 
FALL LINES EVER OFFERED BY 


SACONY 


S. AUGSTEIN & CO., INC. 1407 BROADWAY, NEW YORK. 18, N.Y. 
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TRADE ADS—This series ran in Women’s Wear Daily and other trade media to 
announce Sacony’s new advertising policy to help retailers at the local level. 


July 15, 1960 


~, 


Spendable income for 


Michigan farm families 
hits $950,600,000 


Farmers are industry’s biggest customers . 


. . big because 


they spend from gross income . . . not from a worker’s pay- 
check, minus deductions (net income). 

As farm operations become larger and more mechanized, 
purchases increase. Since 1940, capital goods outlays have 


RELATED 


state FARM |) 
PAPERS 
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gone up 582 percent . . . production 
spending up 398 percent. 


Michigan farmers buy in a typical year: 


tractors — 29,885 units; fertilizer — 
634,000 tons; building materials — 
$232,110,000; drugs — $61,733,000; 
furniture and appliances — 
$91,291,000; food — 

$494,911,000; automotive — 
$411,774,000; gas and 
oil — $181,960,000. 


You reach him BEST in 
his own state farm paper 


Local editing creates a climate of con- 
fidence in MICHIGAN FARMER — merg- 
ing your sales story with his shopping 
list. 

Farmers prefer MICHIGAN FARMER 
2 to 1 over any other farm magazine 
because articles are right for their 
soil and their crops. 

State farm papers provide a reader 
environment rich in interest and trust 
. .. an atmosphere in which your ad- 
vertising sells harder . . . is more im- 
pressive . .. More persuasive , . . more 
convincing. 

Only state farm papers support your 
ads with local editing. Want proof? 
Send for free folder. 


al 
EAST LANSING, MICHIGAN 


STRAIGHT-LINE ADVERTISING available also in ~ 
*® THE OHIO FARMER ® PENNSYLVANIA FARMER 

® THE INDIANA FARMER ® THE KENTUCKY FARMER 
® THE TENNESSEE FARMER & HOMEMAKER 
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says, “I would rather emphasize the 
positive. We feel that the retailer gets 
a better deal from our new and ex- 
panded advertising program than from 
the old co-op plan. We were the first 
in the industry to use co-op, starting 
it in 1936 because, at that time, we 
felt that it made sense. Now we feel 
that a manufacturer-controlled promo- 
tion will do a better job for the manu- 
facturer and the retailer. We know 
Sacony better than anyone, and can 
do a better job of informing consum- 
ers on Sacony by doing it directly. 

S. Augstein feels that the manufac- 
turer does not have complete control 
of its advertising dollars with co-op 
and suffers losses in continuity and 
subsequently in brand image. 

S. Augstein based its conclusion 
about co-op on this reasoning: The 
great majority of its retailers—the smal- 
ler stores—were not in a position to 
benefit from the program. Therefore, 
“More retailers, small and large, today 
can benefit to a greater degree from 
a manufacturer’s advertising program 
that would center on nk an. 
tising, local advertising fully paid for 
and controlled by the manufacturer, 
plus solid — from the manufac- 
turer in regard to sales aids.” 

As to the point of view that co-op 
is an institution in retailer-relations 
that must not be altered, Augstein 
says: “Most retailers do not hang their 
hats on advertising—it’s the merchan- 
dise that must sell.” 

Herbert J. Goldstein, Augstein’s di- 
rector of advertising and sales pro- 
motion, says it this way: “Co-op main- 
tains a fictional loyalty between the 


House of Sacony 


In’ apparel manufacturing, 
when a firm reaches its tenth 
anniversary it calls for a cele- 
bration. Many never get that far 
and considerably fewer last to 
their twenty-fifth. S. Augstein & 
Company, Inc., passed the 70- 
year mark this June. 

Since the company has been 
family-owned for three genera- 
tions, it does not publish sales 
figures or release the size of its 
advertising budget. However, it 
does admit that a company doing 
$1 million a year in this business 
is an important factor, and that 
one doing $10 million is a mem- 
ber of a select handful. S. Aug- 
stein is well into the top 5% of 
the industry in volume. 
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Blueprints like these... 
moved a complete division 
from New York to Barberton... 


_-WORLD-MDE woveas 


America’s Most Recommended Mover 


@ Moving a complete division (office furniture and equipment . . . employee’s 
household goods, too) is a pretty large order. 

But, Mayflower takes these kinds of jobs in stride. They have the special 
equipment and the trained movers to handle any size company move smoothly, 
efficiently and safely. 

Babcock & Wilcox selected Mayflower. Every phase of the move was blueprinted 
to speed placement of furniture and equipment in the new Barberton, Ohio plant. 
And, to eliminate the least interruption in business, the moving of all six floors of 
furniture was accomplished in three successive weekend shipments . . . using 61 
Mayflower vans. 

Whether you want to move an office or a complete headquarters—a Mayflower 
“blueprint move” saves time and money. Your agent will help you plan it right! 


AERO MAYFLOWER TRANSIT COMPANY, INC. «+ INDIANAPOLIS, INDIANA 
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@ Important basic facts revealed in 
new McCann-Erickson Study. READY SOON!. 


MIDWEST UNIT Zon Avo 


; TESTED WAYS TO BUILD SALES 
AND CUT YOUR SALES COST” 


1 Get your product into original 
specifications 

2 Build a cream prospect list 
for salesmen 

3 Save salesmen’s time for 
selling 

4 Close orders before compe 
tition develops 

5 Make your sales story easy 
to grasp and remember 

6 Reach key buying influences 
with your story. 


7 Inject your product into more 
buying conversations. 


8 Lead dealer salesmen to 
favor your product 

9 Be recommended by sales- 
men selling related products. 
10 Funnel demand to standard 
sizes and styles. 


11 Sell related equipment with 
primary purchase. 


12 Make it easy for prospects 
to sell themselves. 


13 Inspire confidence in your 
salesmen. 


14 Keep your product sold by 
assuring proper use. 


All of these things can be done by a single Perrygraf 
Slide-Chart. Thousands can be put to work for the price 

of a trade paper advertisement. Complete design and 
manufacture will be done for you by Perrygraf Corporation. 


SEND FOR FREE BOOKLET TODAY. 


produet facts 


at the fingertips 


PERRYGRAF a) slide-charts | 


150-L S. Barrington Ave 


1500-L Madison St., Maywood, Illinois 
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Los Angeles 49, Calif 


manufacturer and the store. The great 
majority of retailers are less interested 
in co-op than most manufacturers 
think. Of course, this is more true of 
the small retailer who doesn’t adver- 
tise to any great extent anyway.” 

Retailer reactions to the S. Aug- 
stein announcement on dropping co- 
op seem to bear out the company’s 
point of view. Of the few letters of 
protest received by the company, :the 
dominant attitude was “Does ‘this 
mean US?” S. Augstein assures them 
that its new policy is for everyone, 
just as its old co-op policy was 4% of 
volume for everyone. 

Oddly, at least one of the retailers 
who was concerned about the Aug- 
stein decision on co-op actually in- 
creased its orders for the new fall line 
of Sacony fashions over last year's 
orders. 

“Our business is up this year,” says 
Augstein. “Why? Because we have a 
very strong fall line—one of the strong- 
est we've ever had. Couple this with 
our advertising program, which is to 
pre-sell the Sacony line to the con- 
sumer, and we think we're doing more 
than ever to help the retailer.” 


> One retailer is said to have stated, 
after he had heard that Sacony would 
replace co-op with a heavy national 
and local program, “Good. That's 
what you should be doing. You build 
up the Sacony name and help create 
demand for the line. I'll take care of 
building my own reputation.” 

Among other manufacturers there 
has been discreet questioning of 
S. Augstein representatives: “How is 
it working out?” And, “Do you think 
they'll get away with it?” 

In answer, the company points to 
the Sacony line, which is selling at a 
faster rate this season than ever— 
faster than most of the industry, the 
company states. 

S. Augstein’s new advertising, pub- 
lic relations, sales promotion program 
represents an exceptional approach to 
integrated marketing for a garment 


‘manufacturer. The usual method for 


companies in this industry (often one- 
man-controlled companies) is for the 
president to tell the ad agency that 
he'd like to run this ad in, say, “Life, 
Look, Vogue, Harper’s and maybe the 
Times Magazine on Sunday.” This 
method is what passes for media selec- 
tion and market coverage. 

The S. Augstein plan is to have an 
organized and well-timed program 
that achieves marketing goals. Na- 
tional ads will appear in leading maga- 
zines (beginning in August with 
Mademoiselle). An announcement of 
what the new campaign is expected 
to do for retailers is running in 
Women’s Wear Daily and other trade 


Of course Im sure. 
I read it 
in Newsweek 


The 1960 Loeb Award 


for distinguished Business and Finan- 
cial Journalism (Magazine Category) 
has been presented to Newsweek. 
Newsweek is indeed honored to re- 
ceive this award, again testifying to 
the merit of its editorial performance. 


The world-wide newsweekly for communicative people 


WALL STREET OOKING WEST 


/ CENSUS 
© GIVES 


CENTRAL 


FLORIDA’S 

10 COUNTY AREA 
MILLION 
PEOPLE 


In FIVE of these counties, where there are ONE-HALF 
MILLION people, the Orlando Sentinel-Star has SIX 
TIMES the combined circulation of THREE competing 
newspapers from Tampa, Jacksonville and Miami. 
These splendid metropolitan papers are: 

@ The Miami Herald 

@ The Jacksonville Times-Union 

@ The Tampa Tribune 


How is it possible for the Orlando Sentinel-Star to out- 
penetrate bigger papers in this rich area? We print a 
good newspaper first, then add to it FIVE PINK ZONE 
SUPPLEMENTS (4 to 40 pages each), five days a week 
for five different areas of Central Florida. We maintain 
14 bureaus and actually print more pages than any 
other Florida newspaper. (Source: Media Records) 
Please note: We print these Pink Zone Supplements 
FIVE days a week... not one or two days like most 
metropolitan newspapers... but we give our readers 
the news and pictures of their individual communities 
regularly—almost daily! 


As we have SIX times the combined daily circulation 
of Jacksonville, Miami and Tampa papers in our FIVE 
counties, we have FOUR AND ONE-HALF times the 
combined circulation on Sundays of Parade, This Week 
and Family Weekly Magazine. Oh yes, we have a Sun- 
day Magazine but it is edited right here at home, not 
in New York—therefore its impact is greater. Its 40 to 
60 pages weekly are printed in bright, full color on our 
new million $ color press. 


Orlando’s Metropolitan Area 
of 317,412 is fastest-growing 
of ALL says U.S. Census 


Orlando Seutinel-Star 


We lead ALL in Cape Canaveral... “‘Gateway to the Moon” 
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media. These ads state, “We're going 
local . . . and directly into your home 
town.” They explain that a nation- 
wide local ad campaign in newspa- 
pers in 37 cities across the nation 
gives emphasis at the point of dis- 
tribution. (It has not yet been de- 
cided whether local retailers will be 
mentioned in these ads or not. There 
are reasons “for” and “against” retail- 
ers’ names in ads. Large retailers 
sometimes object to being listed with 
small retailers. The company does not 
like to list just small retailers when 
the biggest and most exclusive store 
in town may also sell Sacony apparel.) 

The company’s new ad program will 
cost three times as much as the ad 
expenditure for the year before. 
S. Augstein has a past of widely vary- 
ing ad budgets, and has often used 
national advertising during these past 
flings. But it hasn’t recently used na- 
tional ads or done any in-store sales 
training. 


> The new program calls for a re- 
turn to store sales aids and training, 
as well as an almost unheard of “lux- 
ury” for a marketing program in this 
industry—a public relations _—- 
retained to keep a steady flow of 
fashion news to editorial departments 
and fashion editors of newspapers in 
cities where Sacony is distributed. 
The theme of the Sacony ads will 
emphasize the Sacony “Family of 
Fashions”—women’s suits, dresses and 
sportswear; children’s and teens’ wear; 
and foundation garments. At the 
same time the various exclusive brand 
names under the Sacony label will be 
featured strongly—such names as the 
firm’s own Ciella fabric and Palm 
Beach fabric, in which Sacony has 
had an exclusive for women’s and 
children’s wear for 25 years. 


S. Augstein has promoted the name 
Sacony since 1908 when this name for 
its fabrics was coined from the first 
initials of the company name, S. Aug- 
stein Company of New York. Inter- 
estingly, in a Supreme Court decision 
many years ago, S. Augstein won the 
right to use the name Sacony over 
the legal objections of the Standard 
Oil Company of New York (Socony), 
which sought to prevent it. 

Much of the company’s tradition- 
breaking approach to marketing in 
the garment industry comes from the 
firm’s 38-year-old president who has 
had a thorough grounding in selling. 
He states, “In the fashion business, 
continuity is an_ essential thing 
[S. Augstein has just reached 70 
years], but the retailer can’t merchan- 
dise longevity. As a matter of fact, 
the longer it is in business the more 
a firm is expected to offer its cus- 
tomers.” @ KP 
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TO BUILDERS 


DO A 5-YEAR SELLING JOB 
IN JUST 5 DAYS 


atte NEXT NAHB CONVENTION 


Now under one roof! 


Now, for the first time in over 10 years, the NAHB 
Convention— official trade show of the home building in- 
dustry—will be held under one roof, in Chicago’s beau- 
tiful new McCormick Place exposition center. It’s the 
most glamorous and desirable exhibit area in all America. 

This fact alone is bound to attract a record number 
of prospects for your products. In addition, there’ll be 
more space .. . improved exhibit facilities . . . continu- 
ous, free, rapid-service transportation. The show will be 
heavily promoted, assuring record attendance. (Last 
January, 32,158 builders, architects, lumber and building 
material dealers, etc. were registered.) All told, it pre- 
sents a tremendous sales opportunity for you—a chance 


McCormick Place 
EXPOSITION CENTER 
Chicago, Illinois 


JAN. 29-FEB. 2, 1961 


to “sell”? your entire group of builder-customers at one 
time—a job that would normally take years. 

To make sure your product is represented in the ex- 
panding building industry’s most important show... 


RUSH YOUR RESERVATION... 
and send for Exhibit Brochure 
showing details of floor diagram and rates 
of display space. Assignment of space starts 
August 15 on all applications received by 


ammouncineg 


August 13. Write, wire, or phone Paul S. Lz 
Van Auken, Convention & Exposition 
Director, NAHB, 140 S. Dearborn St., 
Chicago 3 (phone RA 6-1640). 


National Association of Home Builders 
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ENTHUSIASTI 


Henry J. Blackford, Jr., Branch Mgr., 
Alex Brown and Sons, Investment Securities, 
Spartanburg, South Carolina: 


“For years, we have been waiting for telephone equip- 
ment like the Call Director. We have it now—and | 
can tell you it’s doing a fine job for us. Our salesmen 
can take calls on any of our eleven lines and handle 
nore calls. We’re really enthusiastic about the 
new service, 


and so are our customers.”’ 


That's the word for 
businessmen who have 
discovered the 
efficiency of the new 


Call Director telephone 


Available in 18-button and 30-button models—in gray, green or beige. 


Ray K. Deems, President, Friedman-Deems 
and Associates, Columbus, Ohio: 


A 


“‘We do 90% of our real estate business by telephone, 
and our new Call Director phones and intercom sys- 
tem have really streamlined our operations. We now 
handle more accounts than ever, and do it faster— 
without adding neéw people or office space. We figure 
the new system saves us $225-plus per month.” 


R. L. Getten, Midway Loan Company, 
'f St. Paul, Minnesota: 
or, 


“We were outgrowing our key-box facilities, but still 
weren't big enough for a switchboard. Your proposal 
of Call Director telephones with intercom really solved 
our problem. Now we're giving customers the service 

deserve—and can expand as needed by simply 
g the Call Director’s extra pushbuttons. Congratu- 


the Call Director. It’s terrific!’ 


lations on 
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The Call Director telephone with Bell System 
intercom could give your business a boost, too. 
Why not call your Bell Telephone business office 
for details? A representative will visit you at 
your convenience. No obligation, of course. 


BELL TELEPHONE SYSTEM ; 


se | 
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‘Helpful’ Prods Can Hinder Salesmen 


If such popular spurs for salesmen as “Top Ten” lists . . . “Chi- 


cago vs. New York” bouts... and “Start an hour earlier!” memos 


are so great — why do so many top salesmen decry them? 


There are probably as many free 
theories and systems to spur sales- 
men into more frenzied, more “profit- 
able” activity as there are anxious 
theorists to dream them up. But a 
practical look at some of these the- 
ories and systems reveals that, more 
often than not, if they actually do 
more than steal precious time from 
the advice-ridden salesman, what 
they do could better be done without. 

Most of the regulars of such “sure- 
fire” inspirational ideas showed up 
in a recent analysis of material and 
schemes to which salesmen were sub- 
jected in 100 representative selling 
organizations. By and large, they 
were found to “inspire” one-shot tac- 
tics, inertia—and jitters. But happily, 
there were many salesmen, found 
usually among the biggest producers, 
who were able to ignore the whole 
thing. Such men often turned out to 
be using selling techniques almost 
exactly opposite to those suggested. 

Progressive sales managers recog- 
nize many of the traditional sales 
prods as poor substitutes for real man- 
agement leadership, and are ready to 


By EUGENE WHITMORE 


scrap them. Here’s a sum-up of their 
feelings about five of the old stand- 
bys. 


1. Publicizing sales standings. 

Publish a list of salesmen, with 
the name of the highest producer on 
top, and every other man in the or- 
ganization is embarrassed; even the 
top man starts worrying about where 
his name will be in the following 
week’s tabulation. 

Divide the lists of salesmen and 
their standings into groups such as 
“Top Ten” and “Trailing Twenty,” 
and all but the leaders are held up 
to ridicule and embarrassment — and 
subject to considerable frustration. An 
atmosphere of tension is created in 
the entire organization, and tense 
salesmen are seldom good salesmen. 

The old idea is that a man whose 
name is way down on any list is im- 
mediately motivated to stir himself, 
work harder, make more calls and 
climb right up to the top. While this 
may be a splendid theory, it fre- 
quently fails to work in practice. In- 
stead of stirring a man to greater 


activity the practice often serves to 
damage his pride and self-confidence 
to the point where he is no longer 
capable of a sound job of selling. 

Any salesman who goes into his 
territory minus a considerable portion 
of his self-confidence is unable to do 
his best work. No man who has any 
pride wants to admit that he really 
belongs at some low level on the 
weekly production record. Conse- 
quently, he quickly builds up his de- 
fenses. He soon comes around to the 
belief that something is wrong with 
his territory; he finds a dozen reasons 
or conditions which prevent him 
from moving into the top brackets. 

In a recent case in which a very 
famous company began publishing 
sales standings of top men, at least 
three or four of the top men quickly 
acquired severe cases of jitters. The 
Chicago man, who topped the first 
list, began worrying because he knew 
that New York, Detroit or some other 
city might produce the leader any 
week. 

He wrote his sales manager: “I do 
not like to see my name on this list 
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even though I am top man momen- 
tarily. I cannot help but remember 
that our San Francisco man is prob- 
ably a better salesman than I am; 
but as we all know, San Francisco has 
had three very weak managers since 
1950. And the man there now simply 
cannot overcome all the difficulties 
created by these three managers who 
went sour one after another. Every 
time I see my name at the top I won- 
der how my friend in San Francisco 
must feel to see his name so far down 
the list, through no fault of his own.” 

2. Setting up competing area teams. 

Here is a typical occurrence in 
many sales organizations. Pittsburgh 
salesmen pitted against Cleveland 
men — St. Louis against Kansas City, 
Memphis against Birmingham, Dallas 


vs. Houston — and so on 


Some bright young house magazine 
editor is assigned the job of reporting 
the results of the contest and for sev- 
eral months the sales organization is 
treated to headlines such as “K.-C. 
Wallops St. Louis,” or “Des Moines 
Slams Omaha to Win in Final Week.” 
Many such childish or collegiate 
headlines are supposed to keep the 
salesmen in a great pitch of excite- 
ment, rushing hither and yon, snatch- 
ing off orders here, there and every- 
where, like hungry crows in a corn- 
field. 

Some of America’s most thoughtful 
sales executives no longer have faith 
in any such artificial excitement; thev 
know full well that modern selling 
requires a well planned, thoughtful 
and calm approach to every sales 
problem Svnthetic enthusiasm, 
prodded by hysterical attempts to 


“What do you mean—it didn’t come with an eraser!” 
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COMING SOON 


“Planning Your Next 
New Product” 


Sales Management 


turn selling into some collegiate sport, 
often backfires to the point where the 
best men, who are turning in a con- 
sistently good territorial management 
job, ignore the whole campaign. 

In any organization the top men 
are, more often than not, the men 
with a considerable background of 
customer service, of patient sales 
building and intimate knowledge of 
conditions and customers. These men 
have put in years building confidence 
in themselves, in the product and the 
company. Their high sales standing 
is the result of long, patient labor and 
intelligent service to customers. 

They may be pitted against younger 
men; they may be put into competi- 
tion with men who are laboring under 
some handicap which is no fault of 
their own. Any company is likely to 
have undeveloped or sick territories; 
vet in many cases team competitions 
make no allowance for conditions 
over which the salesmen have no con- 
trol. The end result is a group of 
embarrassed, disgruntled and _heart- 
sick salesmen. 


3. Basing contests on volume alone. 

Using total sales volume as the 
sole basis of scoring for contests fre- 
quently sends an entire sales organi- 
zation on a drive for one-shot busi- 
ness. This is not blanket criticism of 
sales contests. They may have a place 
in any well-run sales organization; 
but, in some cases, contest planning 
and management has actually degen- 
erated into a rat-race in which the 
wiliest and canniest rats always win, 
leaving the man who sells with one 
eye on the future and repeat orders 
far behind. 

Salesmen have been known to 
make false promises, to urge buying, 
with an implied or actual promise to 
“take the stuff off your hands,” after 
the contest is over. Some weaker 
salesmen are tempted to stuff orders, 
to misrepresent or to sell all sorts of 
undesirable customers, just to make 
a contest showing. 

“We abandoned contests entirely,” 
writes one sales executive, “because 
we are convinced that no salesman 
can do a constructive job unless he 
enjoys peace of mind. And we do 
not feel that any salesman trying to 
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It popped the lid 
off Marathon’s 
sales record... 


e CASTMAN KODAK COMPANY © u see eTEREe © 


A first-rate premium that people 
enjoy because it takes color slides, 
black-and-white or color snapshots. 
Camera, $11.50. Regularoutfit, $17.50. 
Deluxe outfit (as illustrated), $25.95, 


...}he ever-popular 
BROWNIE STARFLEX Deluxe Outfit 


r 

The Ohio Oil Company and its many dealers agree their 
+-Million-Dollar Marathon SMILE-maker Sweepstakes was a 

smash hit . . .“‘with sales of Marathon gasolines reaching the 


highest level of any month in our 35 years of marketing.” 


Playing a good part in the success was the advertising depart- 
ment’s astute choice of the Brownie Starflex Deluxe Outfit as a 
key premium and sales builder. 

The universal appeal of Kodak cameras makes them a first- 
choice sales incentive, employee award, or business gift. There 
is one to fit every need and budget, with values from $4.25 to 
$850. 


Be sure to include at least one Kodak camera in your next 
promotion. Mail coupon for details. 


‘Kodak’ and “‘ Brownte’’ are trademarks 
Prices are list and subject to change without notice. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


SEE KODAK'S “ED SULLIVAN SHOW" AND “ADVENTURES OF THE NELSON FAMILY” 


— eae P bie 222-7 

EASTMAN KODAK COMPANY 

Premium Sales Office, Rochester 4, N. Y. 
Gentlemen: Please send me more details on 
promotion opportunities with Kodak premiums. 

Name 

Company 

Position 

Street 

City 

Zone 


TRADEMARK 


oe 
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SELLING or TESTING? 


Michael H. Levy, President, Standard Security Life Insurance Co, 
of New York 


Whatever your primary mission, when you want 
to really influence the actions of the 1,474,300 
make up this BIG Syracuse Market . 


peopte who 


you have to ddvertise in the SYRACUSE NEWS- 
PAPERS 

STANDARD SECURITY LIFE INSURANCE 
COMPANY OF NEW YORK recently wanted to 
test a new policy. It wanted to sell, too, just as 
effectively as possible. After a study of potential 
markets, STANDARD SECURITY picked Syracuse 
...the whole Syracuse Market...all 15 counties of it. 

It’s big and rich. And each day there are 229,181* 
available salesmen working the territory for you; 
(this is territory these salesmen know and under- 
stand and influence. ) 

These are among the reasons why 49 major adver- 
tisers selected the Syracuse Market for testing last 


ye il ilone. 


Want to sell this market? Use SYRACUSE NEWS- 
PAPERS. No other combination of media in this 
area delivers comparable coverage at a comparable 
cost. Get all the details trom MOLONEY, REGAN 
& SCHMITT, 


*The combined circulation of the Syracuse newspapers. 


FULL COLOR AVAILABLE— 


Daily & Sunday 


t Test *SRDS Consumer 


Market Data 


the SYRACUSE NEWSPAPERS 


HERALD JOURNAL & HERALD-AMERICAN 
Evening 


e THE POST. STANDARD 


Sunday Morning & Sunday 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


‘@ CIRCULATION: Combined Daily 229,181 @ Sunday Herald-American 202,737 © Sunday Post-Standard 103,496 
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win a contest prize can enjoy any 
peace of mind. His whole thought is 
on winning, not on building custom- 
ers for the company.” 

While there may be frequent cases 
in which contests are justified, it re- 
quires mighty careful planning to set 
up contest rules which enable only 
the men who are doing a construc- 
tive, long-range sales job to win. 

Another sales executive reports: 
“We have used contests, but only to 
encourage men to compete with them- 
selves, and not to compete with each 
other. We feel that the only way 
for any salesman to show consistent 
increases is to rid himself of the faults 
which are hampering sales. This may 
mean that the salesman must com- 
pete with his all too natural tendency 
to neglect certain phases of his work, 
or to put in only four days a week, or 
to stop work when he thinks he has 
a safe volume booked for the week. 

“Where a contest tends to help 
men compete with their own faults — 
and almost every salesman knows his 
own faults—we are for it. But we will 
never use contests to set one salesman 
against another.” 


4. Urging salesmen to make more 
calls. 

The old theory that the more calls 
a salesman makes the more he will 
sell is still cherished by many sales 
executives. For too long some sales 
managers have urged men to “get in 
—get the order—get out.” We doubt 
very seriously if this is the way that 
our best salesmen reach the top. The 
hurry-up call may be quite sufficient 
for truck salesmen who rush in with 
an armload of bread, or the day’s 
supply of milk; but for other lines 
which require more careful merchan- 
dising it is usually infinitely better to 
stay long enough to do a complete 
selling job, to understand the custom- 
ers problems, to win his friendship 
and to pave the way for the next 
order. 

In a study of some hundreds of 
salesmen’s magazines, sales bulletins 
and sales letters, we found this tend- 
ency to urge more calls, to urge more 
cold turkey calls, to demand evening 
calls, Saturday calls, earlier starts and 
later quitting times often stressed 
above all other management demands. 

Some of these demands are less 
than reasonable. We would not dare 
pester other employees to do the 
things we expect of salesmen. “Start 
an hour earlier,” is a frequent admo- 
nition to salesmen. Try this on for 
size with a punch press operator, or 
a stenographer. One salesman’s an- 
swer to the plea was, “None of my 
customers would be at their offices an 
hour earlier than my usual first call.” 


— 


eo 


POPES ATE BO 


“Resolve to make more calls—begin 
tomorrow,” is a headline borrowed 
from a current “sales booster maga- 
zine” being sent to some 400 sales- 
men. Although the top men in this 
organization actually make the few- 
est calls, nevertheless the sales maga- 
zine editor echoes the ancient refrain 
— make more calls. 

Continuous study of the books 
written for salesmen, the material 
mailed to salesmen, offers consider- 
able evidence that much of the ad- 
vice hurled at them is both impracti- 
cal and lacking in respect for profes- 
sional selling. What does emerge is 
that the writer, however well inten- 
tioned, simply doesn’t know selling. 

Through a vast amount of the lit- 
erature on salesmanship we find the 
thread of slick trickery, the same old 
“get in—get the order—get out” tech- 
nique discarded as far back as 40 
years ago by such stalwart merchan- 
disers as Coca-Cola and Hershey 
Chocolate Co., and others who realize 
that the salesman most likely to suc- 
ceed is the man whose orders today 
pave the way to his welcome tomor- 
row. 

Some of the typical high-pressure 
sales tactics advocated by hurry-up 
sales enthusiasts are liable to force 
salesmen into all sorts of compromis- 
ing situations, such as overloading 
customers with merchandise which 
will go stale on shelves or be returned 
later for credit. 


5. Emphasizing paper work. 

How much of the paper work that 
falls to salesmen might be done at less 
expense by clerical employees at 
branch or home offices? How much 
reporting is done needlessly? Are 
salesmen’s reports carefully studied 
and acted upon promptly? Are too 
many people empowered to write, 
and demand answers from salesmen? 
The mail load of some salesmen is 
frequently as heavy as that of home 
office men with secretaries. 

Minimizing the paper work load of 
salesmen is frequently a sound method 
of increasing a salesman’s selling time. 
For this reason alone, salesmen should 
never be required to make any but 
the most vitally necessary reports; nor 
should they be required to answer 
mail which is not vital. 


Repeated studies of the work hab- 
its of top salesmen usually reveal 
that none of them act on the constant 
advice handed down by house maga- 
zine editors, writers of sales bulletins; 
nor do they follow the suggestions in 
the contest promotional literature. 
This is not to say that the best pro- 
ducers are rebels, or that they defy 
home office suggestions or instruc- 


tions. But it does mean, in many 
cases, that the home office is cherish- 
ing old ideas of salesmanship, and is 
allowing inexperienced staff members, 
or outsiders, to flood salesmen with 
advice of doubtful merit. Experienced 
salesmen deserve more than chaff. 


Good salesmen must have pride in 
their work, confidence in their ability, 
and faith in their leadership. Yet all 
these qualities are constantly being 
eroded by some of sales manage- 
ment’s oldest—and_ faultiest — tech- 
niques. 
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@ Important basic facts revealed in 
new McCann-Erickson Study. READY SOON! 


For new ideas 

in visual selling aids, 
stereo, viewers, 
filmstrips and 
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Patient 


To be patient is more than a virtue, it's a 
necessity in business, human relations and 
certainly in editing a business magazine. 
Without patience to see the right man, 
search for the facts, dig for the story and 
the patience to write it well, there is no 
service done to the industry or business 


the publication serves. 
At Bill Brothers, too, patience is more than 
a virtue—it's a publishing philosophy and 


an editorial requirement. 
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EVERYONE BENEFITS from Rockwell’s school for customers. 
At a demonstration such as this, customers get valuable in- 


Customer Training 


For 5-Way 
Sales Attack 


By HERMAN GOTTWALD 
Assistant Vice President, Product Manager— 
Valve Products, Rockwell Manufacturing Co. 


We _ started customer _ training 
schools with the limited objective of 
assuring proper use of our product- 
but they have surprised us by also 
proving to be remarkably versatile 
sales tools. We use the schools to 
achieve five distinct sales goals: They 
retrain and sharpen the skills of our 
experienced salesmen; provide an ex- 
cellent training ground for new sales- 
men; build mailing lists; uncover 
complaints about operation that could 
cause trouble if left unsolved, and 
provide introductions to people our 
salesmen would not otherwise meet. 

Training schools of this sort are 
not new, but we feel ours accomplish 


more than many others even attempt. 
Some firms use schools to introduce 
new products. Our product, the lubri- 
cated plug valve, has been on the 
market for over forty years. Our 
schools simply keep customers in- 
formed and prevent normal personnel 
turnover from causing maintenance 
problems. 

The school program was well re- 
ceived four years ago when we intro- 
duced it to the customers; and it has 
operated smoothly from the begin- 
ning. But at the onset of the 1958 
recession we were faced with a sales 
dilemma and had to take a long, close 


> 


look at the program. We were going 


Sales 


formation on valve maintenance; salesman gets training in 
product features, makes important contacts for the future. 


to have to slash costs all along the 
line, but, at the same time, we needed 
to develop an aggressive sales cam- 
paign with salesmen who had inevit- 
ably become less aggressive during 
years of prosperity. Upon scrutinizing 
the school program we found that it 
was the ideal solution to our prob- 
lem. Rather than being a candidate 
for reduction or elimination to save 
expense, it could actually improve our 
sales effectiveness while allowing 
economies elsewhere. 

Before describing how the schools 
were modified to accomplish this, let’s 
first look at the original program and 
see what raw material we had to work 
with. 

Though our valves are relatively 
uncomplicated, lack of knowledge of 
how to keep them operating properly 
or indifference to their maintenance 
after they've been around for years 
can sometimes cause a customer 
trouble. These valves can amount to 
an appreciable share of the cost of 
such an installation as a refinery or a 
pipeline terminal, but they are some- 
times taken for granted. Our first ob- 
jective in starting the schools was to 
teach the users proper maintenance 
techniques so the valves would give 
the years of dependable service we 
built into them. 

We established a school program 
with five separate types of courses, 
each for a different class of audience. 
We have courses for production and 
gasoline pipeline plants, gas utilities, 
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refinery and chemical plants, pipeline 
personnel and salesmen of our own 
distributors. 

The classes are given at customers’ 
plants With anywhere from ten to 
forty operating, maintenance and su- 
pervisory personnel in attendance. 
The men are taken away from their 
jobs for a matter of several hours for 
a class session that generally includes 
a movie, lecture on valve characteris- 
tics and a demonstration of how to 
lubricate the valve properly. The im- 
portance of proper lubrication and 
maintenance is emphasized and the 
audience is encouraged to ask ques- 


tions relating to their own particular 
valve problems. 

Since we do take men away from 
their jobs for some length of time, we 
occasionally run into opposition in our 
first attempts to set up a school at a 
plant facility. One of our salesmen was 
required to give a class session for a 
anaaie management group before 
they would give permission to take 
the men’s time. However, the man- 
agers were so impressed that they 
gave immediate permission for the 
program; and since that time many 
additional courses have been given 
for the same company. 


“ 
DOCK that men know, 


see, buy, enjoy, buy again 


London Dock fine smoking tobacco goes to market in a distinctive 


and completely functional lithographed metal container custom- 


styled and manufactured by J. L 


uct acquires its “sales personality” 


in mass market selling. 


Clark. In this container the prod- 


the individuality so essential 


Clark can help solve your particular container problems and assure 


your products strong marketing impact 


tification, year after year 


.continued brand iden- 


Your inquiry, outlining your specific container requirements or 


probk ms, will reeeive our prompt attention 


J.L. CLARK 


J. L. Clark Manufacturing Company 


Rockford, Ii 


nois; Lancaster, Pennsylvania 
Chrysler Building, New York, N.Y. 
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New program helps experienced 
salesmen. Just as operating personnel 
may take our product for granted after 
seeing it operate most of their work- 
ing life, our salesmen can become 
jaded after many years of repeating 
the same product advantages. As a 
first step to a more aggressive sales 
campaign, we decided to make each 
salesman responsible for all classes to 
be given in his territory. We felt sure 
this would shake him loose from his 
standard methods and force him to 
develop new approaches to the selling 
situation. Many salesmen hammer on 
the points that seem to produce the 
best results, to the detriment of other 
equally important subjects. We felt 
that running the schools would give 
each salesman an opportunity to hear 
the whole gamut of objections and 
expand his thinking on all product 
characteristics. The results along this 
line have been highly gratifying both 
to salesmen and to sales management. 

Salesmen have abandoned operat- 
ing on one cylinder with one product 
story. To describe the product to 
various classes and to answer queries, 
they must re-study product features 
from every angle. Many times they 
discover new techniques and new 
sales approaches for their subsequent 
calls. 


Provides training ground for new 
salesmen. Training of new salesmen 
was the second advantage the new 
school program offered us. We rea- 
soned that, instead of sending onlv 
experienced salesmen to give these 
courses, we could send new men 
along as assistants, eliminating the ex- 
pense of the elaborate sales training 
schools we had been maintaining. 
This system has proved to be highly 
effective. 

While giving a lecture or demon- 
stration under the watchful eye of a 
senior salesman, the new salesman 
learns the product features thoroughly. 
He must repeat and repeat the sales 
story to live audiences; answer ques- 
tions, and explain operating charac- 
teristics to many types of people. If 
he makes mistakes there is no harm 
done because the experienced sales- 
man can set the record straight imme- 
diately. 

Since we give five different types 
of class sessions, the new man must 
learn about five different industries in 
order to do an effective job. The 
product is the same in all cases, but 
the applications change and emphasis 
shifts from one feature to another, 
depending on the audience. Also, in 
courses to distributor salesmen, he 
must explain to others how to explain 
the product features. Since any 
teacher must do more homework than 


IES 


REELED MIST UNREST 


the pupil in order to teach a subject, 
the salesman learns his product very 
quickly in this training ground. 

This experience could not be gained 
in any other manner. It has proved 
to be so effective that we still see no 
need for re-establishment of other 
types of sales training schools. 


Builds mailing lists. A major prob- 
lem of the sales department has 
always been developing good mailing 
lists for company literature. The 
schools have provided an excellent 
opportunity to build these lists at lit- 
tle expense. By the simple expedient 
of passing a registration book through 
the audience and offering a valve 
maintenance booklet, we can obtain 
a continually expanding mailing list 
of just the people we want to reach. 
We no longer need to broadcast mail- 
ings over hundreds of people in hopes 
of finding a few users, and we no 
longer need to build these mailing 
lists by other more costly methods. 


Solves customer problems. Our lec- 
turers are often challenged to solve 
seemingly impossible problems. In 
fact we instruct them to maneuver for 
challenges. These problems generally 
deal with a difficult service flow or 
with why our valve sticks on this or 
that type of service. The problems 
are often the result of incomplete 
knowledge of the valve characteris- 
tics, and our men can often provide 
the solution right on the spot—a 
dramatic demonstration of just what 
the product can do. These demon- 
strations can be worth many times 
the cost of the school session since 
they make our point so convincingly. 

The question periods sometimes 
uncover a hard core of opposition to 
our product in the person of a fore- 
man or maintenance man who “knows” 
a competitive product will work bet- 
ter. He may have developed this 
attitude through poor experience with 
our product, due to lack of under- 
standing of it, or simply because he 
was used to working with another 
type at his last job. Whatever the 
case, it is helpful for the salesman to 
find out who must be sold more thor- 
oughly. With this knowledge he can 
be more productive on subsequent 
calls. And he may be able to sell the 
right people to prevent this prejudice 
from spreading. 


Provides helpful introductions. Be- 
sides meeting those who oppose the 
product, the salesman can also meet 
a large number of the operating per- 
sonnel who need to learn more about 
it. Many of these are people he 
couldn't possibly have time to go to 
in the course of an ordinary sales call. 


Since the lecturer is a salesman, we 
feel the schools multiply his efforts to 
meet the people he must reach with 
the product story. 

Having made a contact at a class 
session, he has the opportunity to call 
back on those who are most likely to 
influence future decisions. His pros- 
pect list expands with each class and 
he will not lack for contacts when he 
wants them. 


From the beginning we knew that 
this was a valuable service to the 
customer, but we were not sure it 
would be appreciated. Since we take 


men away from their jobs, there was 
a danger that the value of the train- 
ing would be overlooked in considera- 
tions of what the lost time cost. This 
has not proved to be the case. We 
have met some initial opposition, but 
once put into operation, the schools 
have been appreciated in nearly all 
plants. For instance, one large east- 
ern chemical producer that has been 
scheduling classes for several years 
recently invited a salesman to give a 
series of thirty class sessions on suc- 
cessive weeks. A large oil producer 
and distributor was so impressed with 
the programs that it asked our sales- 


Pave the Way with 


OUZE, 


RT 


CHARCOAL BENT GLASS 


ptd-“/rays 


Here’s the big “red apple” that’s sure to gain cus- 


FREE— 


Glass Calendar 
Tray and 
20-page color 
catalog. Request 
on your 
letterhead. 


tomer favor for your product or service! Attractive, 
useful, original HOUZE ART Ad-Trays have gift- 
appeal for the recipient, and they enjoy long life in 
office or home. Your message, logo or trade mark, in 
permanent brilliant colors on charcoal tinted, gem- 
quality bent glass, constantly presells the prospect 
. . . paves the way for your representative. Choose 
from a variety of sizes and shapes, suitable for eco- 
nomical mailing, or distribution by salesmen. Con- 


sult your Advertising Specialty Counselor, or write: 


POINT MARION, PENNSYLVANIA 


(HOUZE ) GLASS CORPORATION 
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This new salesman 


“knows the score’ better 


than his competitor because ACB. | (4 


furnished the facts! 


... With ACB Retail Store 
Reports, he is primed for 

every call... knows the local 
inter-store competition ... store 
preferences in featured goods 
... amount and frequency of 
advertising ... prices, etc. 


Nothing seems to up-grade sales ability so 
much as ACB Reports. 

They are radar-like in detecting merchan- 
dising action and change. These reports are 
made to your order from the daily newspaper 
advertising in each salesman’s territory. 


Through these reports the salesman sees 
his entire territory ... store-by-store .. . 
competitor-by-competitor day-by-day. 
Even on first calls he can talk with assur- 
ance about local merchandising. Continu- 
ous contact with the activity of his own and 
competitive accounts by means of these 
reports make his calls more fruitful with old 
customers. 

With ACB reports, the home office execu. 
tives can give far better support and direction 
to their sales force. More than 1,100 pro- 
gressive companies use ACB Tell-All Reports. 


“We have been receiving ACB reports for 
many years. In addition to keeping us posted 
on advertising by individual dealers for our 
own and competitive brands of merchandise, 
your reports enable our sales force to do a 
better job of securing dealer cooperation. They 
also enable us here in the office to evaluate 
performance by salesmen and dealers.’’— Elgin 
National Watch Company. 
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ORDER ONLY WHAT YOU NEED...NO MORE 


ACB offers a variety of services based on 
information obtained from retail and/or 
national newspaper advertising. Coverage 
from one city up to nationwide. Your choice 
of several methods of selecting advertise- 
ments. Length of service from one day up. 
ACB’s retail store advertising service de- 
scribed in adjoining column is a compre- 
hensive service that is valuable to salesmen, 
sales managers and advertising executives 
alike. ACB’s “‘paste-ups” are especially val- 
uable to salesmen whose dealers need effec- 
tive visual-aid selling. 


Send for ACB’s Big 
Tell-All Catalog... 


It’s worthwhile from cover to cover—48 
pages—and as complete as we could make 
it. Describes fully each of the 14 ACB serv- 
ices. Gives many case histories. Gives cost 
of each service or method of estimating 
same. Has complete directory of all daily 
and Sunday newspapers (ACB reads every 
advertisement published in every one of 
them). The state breakdown of 1,769,540 
retail stores is reprinted from the 1948 U. S. 
trade census. Send for your free copy today ! 
ACB SERVICE OFFICES 
353 Park Ave. South 
18 S. Michigan Ave. 
20 South Third St. 
161 Jefferson Ave. 
51 First Street 


New York 10 
Chicago 3 
Columbus 15 
Memphis 3 


San Francisco 5 


men to train its own group to give 
the courses to fellow employees. 

Although we had several such ex- 
amples to indicate that the school pro- 
gram was going well, we conducted 
a survey on the program by question- 
ing a broad cross section of our cus- 
tomers. 

In every case a letter was sent to 
the customer responsible for having 
the program scheduled. It pointed 
out that “Service Through Education” 
is one of the principal aims of the 
Rockwell Manufacturing Co. It also 
noted our realization that the schools 
were not just an expense to us, but 
an expense to the customer in terms 
of men taken away from their jobs 
for several hours. The heart of the 
letter was the question, “Was the ex- 
penditure worth while from the cus- 
tomer standpoint as well as ours,” or, 
in other words, “Are we on the right 
track?” The results of this letter sur- 
vey have certainly proved the value 
of the program. 


> Of 20 letters received to date in 
response to the survey, only one was 
mildly critical of the time hourly 
wage personnel lost from their jobs. 
However, the respondent closed his 
letter with the comment: “We feel 
that any company is welcome when 
it takes the time to come to us to 
show us the proper care for its equip- 
ment... .” 

Another letter, while praising the 
school, was somewhat critical of the 
product. This comment from an oil 
company executive was of particular 
value to us, and as a result a more 
intensive campaign of instruction has 
since been undertaken in the oil field. 

The other letters were unanimous 
in their praise of the program, and 
most expressed the wish to have addi- 
tional courses in the future. Typical 
of our customers’ reactions were such 
comments as: 

4 . One of our engineers says 
that “We should have been instructed 


_like this ten years ago.’” 


“ 


.. . We think such programs and 
aids represent valuable services which, 
of course, maintain our interest in the 
products of the companies offering 
them.” 

“The meeting was a complete suc- 
cess. 

The program has now established 
itself as a permanent part of our sales 
department’s efforts. We are happy 
at the results obtained; the salesmen 
are happy to see their sales continue 
on an upward curve, and, most im- 
portant, the customer is happy in the 
knowledge that his purchases will 
give him a long lifetime of service. 
In short the program put us “on the 
right track.” @ 


a i a as 


‘Are you selling something?” 


If you are (and who isn’t), you have problems. 


Maybe you need forecasts of industry or company sales, some help in setting sales quotas, or perhaps 
you need to know the best locations for new retail outlets. Whatever the problem may be, the 
chances are that Market Statistics, Inc., which does the estimating and researching for Sales Man- 
agement’s authoritative Survey of Buying Power, can help you. In many cases, we already have the 
answers and when we don’t we can get them, whether it be smoothing out the weak spots in your 
distribution, where to pick a new distributor, or determine your share of the total market. 


Have market problems? We can probably help. 


MARKET STATISTICS, Inc, S.neitctc’ a teter, reaetin 


New York 17 e YUkon 6-8557 
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EXECUTIVE 
NALESMEN: 


Do you Know of a More 
Interesting and Timely Sub- 
ject to discuss with a Pros- 
pect than SALES MOTIVA- 
TION — increasing the sales- 
potential of their men? 


AND EVEN MORE 
IMPORTANT! 


We have a unique and an en- 
tirely different Program called 
“SELLING TOOLS”’® developed 
specifically for each of the fol- 


lowing classifications: 


“SELLING TOOLS” for: 
Industrial salesmen 
Manufacturers’ Representa- 

tives 
Freight Solicitors 
Trucking Companies 

( Drivers) 
Retail Stores 
Banks (Tellers) 
Restaurants 
Door to Door Salesmen 


We talk the language and the 
selling problems of each indus- 
try giving our representatives un- 
limited prospects with almost un- 
limited earning possibilities. 


We have the enthusiastic en- 
dorsement of many of the lead- 
ing companies in each classifica- 
tion requesting renewals year 
after year. 


PROMOTION MINDED 
COMPANIES: 


We are expanding throughout the 
US and possessions. Several ter- 
ritories are open for assignment to 
distributors whose salesmen now call 
on top executives. If interested, please 
furnish full details on your letterhead 


JOSEPH LUCHS and STAFF 


Sales Consultants in our 40th Year 
Bank Building, 6701 N. Broad St. 
Phila. 26, Pa. 
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The Man Who Would Manage 
Your Marketing 


(continued from page 37) 


that “miracles” merely are nostrums 
with tricky names in fancy packages. 
Prosecutor Dixon tells SM that “for 
1,000 years Indians tranquilized them- 
selves with the alkaloids of rauwolfia 
serpentina. In recent years Ciba re- 
fined and patented these alkaloids as 
reserpine; trade-marked it as Seracil; 
took over 56% of this country’s rau- 
wolfia market, and now is busy selling 
its benefits across the world.” 

“Monopoly” often involves collu- 
sion of strong forces. The Kefauver 
forces (hardly weak themselves, with 
all the power of the Federal Govern- 
ment behind them) thought they had 
found a particularly black béte noire 
in the seven-year-old National Phar- 
maceutical Council, New York: 

Had not the council, in five years, 
helped to multiply the number of 
states with anti-substitution laws cov- 
ering prescription drugs from eight 
to 44? 

And had not the council, in 1955. 


sought — and failed to get — clearance 
for its “educational” activities from 
the U.S. Department of Justice? 
Had not the D of J then written 
the council that it “cannot undertake 
to waive the right to bring criminal 
proceedings, if it should decide to test 
the legality of your program?” 
Kefauver & Ko. make much of the 
fact that the council embraces 22 
large ethical drug manufacturers: Ab- 
bott, Ames, Bristol (Bristol-Myers), 
Burroughs Wellcome, Ciba, Geigy, 
Hoffmann-LaRoche, Lederle (Ameri- 
can Cyanamid), McNeil, Mead John- 
son, Merck Sharp and Dohme, Wm. 
S. Merrell, Ortho, Pfizer, Pitman- 
Moore, Schering, G. D. Searle, Smith 
Kline & French, Squibb (Olin Math- 
ieson), Warner-Chilcott (Warner-Lam- 
bert) and Winthrop (Sterling-Drug). 


> The subcommittee’s majority duly 
notes that two large companies — Eli 
Lilly and Parke, Davis — never joined 
the council and that Wyeth (Ameri- 
can Home Products) got in and got 
out. 

Kefauver somehow makes this seem 
that the last three must be _ holier- 
than-them. 

Established advertisers in other in- 
dustries—beset by private and fly-by- 
night labels—would welcome a “coun- 
cil” to help guard their brand fran- 
chises. But to Kefauver & Ko. such 
efforts toward group protection of 
private enterprises are flagrant exam- 
ples of “giant corporations” operating 
“free from public accountability.” @ 


Medicine Costs— 
Campaign Issues? 


Both major parties may have 
a lot to say this fall about find- 
ings in the Senate subcommit- 
tee’s investigation of “Admin- 
istered Prices in the Drug In- 
dustry.” 


A headline in a recent issue 


of Democratic Digest shouts: 
“Kefauver Committee Spotlights 
High Prices—and Higher Profits.” 

This organ of the Democratic 


National Committee notes: 


e@ “Some drugs carried mark- 


ups of 7,000 to 10,000% !” 


e “Ciba ... sells to druggists 
for $39.50 the same number of 
tranquilizer tablets it has sold 
to the Government for 60 cents.” 


@ “A small manufacturer, Pan- 


_name, which the small manufac- 
turers cannot afford to do.” 


ray, offers the same number of 
the same tranquilizer tablets to 
druggists for $2.65.” 

“The gimmick here,” says 
Democratic Digest, “is that big 
firms like Ciba spend millions of 
dollars to propagandize doctors 
into prescribing a drug by brand 


Meanwhile, the Digest reports, 
“Several witnesses said thov- 
sands of mental patients had to 
return to mental institutions be- 
cause they could not afford the 
high price of tranquilizer drugs 
on the outside.” 

And an official of Los Angeles 
Suicide Prevention Center points 
out that “the high cost of medi- 
cal care, including drugs, is the 
most important cause of suicide 
among the aged.” 


July 15, 1960 


Ph IGOR OR CRE ER 


i- 
rt 


t 


Britannia in the Market Place 


Don’t sell John Bull short. We are forever hearing 
about the very real threat posed by Japanese imports; 
about the brilliance of West German technology; about 
Russia’s grim pledges to win at least an economic war 
with us. But, again, don’t underestimate the British. 


The evidence was written all over the recent British 
Exhibition in New York’s Coliseum: England is rolling 
out her very biggest marketing guns—and the sights 
are already set squarely on the U.S. When one stops 
to think for a moment, it is not difficult to recall many 
examples of British determination in action. Examples 
range from World War II back through the creation 
of a magnificent empire. Somehow, they seldom fail 
to accomplish what they set out to do. Something of 
an unsettling thought. 


> The Exhibition itself was superb. Unlike its Russian 
counterpart last year, the emphasis was not on tech- 
nological development, although that was certainly 
included. Unlike many American shows abroad, the 
emphasis was not on the people and their way of life, 
although that, too, was included. But the spotlight 
was on products: steel, chemicals, ships, biscuits, 
whiskey, electron microscopes, woolens, silver, autos, 
bicycles, jet engines. 


When the products were already being used in 
American factories, that fact was spelled out in detail. 
When the products could be found in American stores, 
the names of those stores were prominently displayed. 


The “sell” was typically British. The use of fine 
English walnut and bright red and blue carpeting 
throughout much of the fair lent elegance and warmth 
to the coldest machines. The most mundane products 
were alluringly displayed like the Crown Jewels. The 
image throughout was one of the finest craftsmanship 
at down-to-earth prices. Excellence by definition. And 
the visitors to the Exhibition were eating it up. 


Don’t expect to be awakened by a fanfare when the 
British hit our markets. That isn’t the way they do 
things. So be on the lookout — the Redcoats are com- 
ing, and they're armed with order books. 
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Chicago’s finest 
luxury hotel 


Cus’ 


. veel 


Drive-In-Parking 
Restaurant and Lounge 
Write for colorful brochure 
EXECUTIVE HOUSE 
Dept. S, 71 £. Wacker Dr., Chicago 1, Ill. 
Financial 6-7100 ee 
.* A. M. QUARLES, A 
* General Manager . 


HOW TO STRETCH YOUR 
SALES TRAINING DOLLARS! 


‘OF 

ee cee | SALES 

SALES TRAINING TR AINING 
rims 

FREE for the asking! 


This 16-page Directory should be in 
every sales office! It demonstrates 
the versatility of sales films as the 
nucleus of sales training courses; 
as an introduction at sales or 
dealer meetings; as a program 
break at conventions; as a supple- 
ment to product training; or as a 
fine addition to your library of 
business films. Get your copy by 
writing us, today. 


DARTNELL 


4664 RAVENSWOOD 
CHICAGO 40, ILL. 
“HEADQUARTERS FOR 
SALES TRAINING FILMS” 
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NEW GAME 
REMINDS 
SALESMEN 
TO SELL 
MORE, 
BETTER! 


sample only $1.49 


request 


e Here’s an easy way to hammer 
home forgotten selling funda- 
mentals again and again. It’s the 
SalesDarter.* Every game a train- 
ing session. Your salesmen, distri- 
butors, dealers, customers will love 
it! Give as gifts, or sell co-op. Ideal 
for meetings, hospitality suites, 
playrooms. Size: 1734” x 1734”. 
Printed 3 colors. Individually 
packed with 3 darts. Order sample 
today! 

*Trademark of Close & Patenaude 


Una to Close and Patenaude 


EXECUTIVE SHIFTS 
IN THE SALES WORLD 


American Metal Products Co., Detroit 
—David M. Diltz appointed manager 
of automotive sales. Since 1958 he 
has been assistant to the sales vice 
president. 


B. T. Babbitt, Inc., New York—John 
W. Sugden elected executive vice 
president, marketing. Before joining 
Babbitt two years ago he had been 
with Colgate-Palmolive. 


Capital Airlines, Washington, D.C.— 
William D. Smith promoted to direc- 
tor of passenger sales. He joined the 
firm in 1941. 


Crescent Co., Pawtucket, R.I.—Ken- 
neth R. MacLean elected sales vice 
president. Since 1950 he has filled 
various sales posts with the company 
divisions. 


Electric Autolite Co., Toledo, Ohio— 
Jeff Shea named sales manager of the 
Prest-O-Lite Battery Division. He was 
automotive-battery sales manager of 
Reading Batteries when that firm 
merged with Autolite in 1956. 


Good Housekeeping, New York — 
A. Starke Dempewolff named director 
of marketing and sales promotion. Re- 
cently a marketing consultant, he had 
been with Celanese Corp. of America 
for the previous 18 years. 


IMCO Container Corp., Kansas City, 
Mo. — Lawrence V. Rhea appointed 
vice president, sales, and Frederick L. 
Kocher vice president, marketing. 
IMCO is a division of Rexall Drug & 
Chemical Co. 


Koehler Aircraft Products Co., Day- 
ton, Ohio—Jerry D. Maxe named sales 
manager of the New Britain Machine 
Co. subsidiary. He joined the parent 
firm in 1954. 


McGraw-Hill Publishing Co., New 
York—John M. Holden, advertising di- 
rector of Business Week, named re- 
gional vice president and manager of 
the Atlantic sales district. He joined 
the weekly in 1946. 


Jens Risom Design, Inc., New York— 
John Tapner appointed marketing 
vice president. He was formerly vice 
president and general manager of 
Wm. E. Miller Furniture Co. 


C. F. Sauer Co., Richmond, Va.— 
Howard A. Gills, Jr., assistant sales 
manager, elected vice president, sales. 
Before joining Sauer in 1955 he was 
sales manager of Atlas Baking Co. 


W. A. Sheaffer Pen Co., Ft. Madison, 
lowa—Edward P. Reavey, Jr., man- 
ager of retail sales, named retail mar- 
keting director. He has filled many 
sales posts since becoming associated 
with Sheaffer in 1948. 


Stromberg-Carlson, Rochester, N.Y.— 
P. Eugene Laliberte appointed mar- 
keting director of the Electronics Di- 
vision. Prior to last February he had 
been with General Electric for many 
years. 


Vichek Tool Co., Cleveland—Ed Krall, 
sales manager for the past 27 years, 
promoted to vice president and gen- 
eral sales manager. 


Waring Products Corp., New York— 
Wayne B. Colvin appointed general 
sales manager. He was formerly man- 
ager of distributor sales for Paragon 
Electric Co. 


EXPAND SALES PROFITS WITH MARKETECTURE 


1617 Pennsylvania Blvd., 

Philadeiphia 3, Pa., LO 8-4224 
[] Please send sample SalesDarter, 
postpaid. I enclose check for $4.49. 
Please send sample SalesDarter 


Please send descriptive literature 


Name 


Title 


Company 


Street _ 


| 
| 
| 
| 
| and bill me $4.49 plus postage. 
| 
| 
| 
| 


and quantity price list. | 


L S$ s§ — 


Marketecture is the new strategic approach to build profitable sales 
based on sociological, psychological, legal and distribution facts, needs 
and opportunities of markets you want to cover anywhere in the free 
world. We operate with sales management and consumer promotion 


consultants for on-the spot, objec- 
tive, prompt and economical services 
in most United States and international 
marketing centers. For consultation 
without obligation contact 


MARKETECTS, 
11 West 42nd St., New York 36, N. Y., 
BRyant 9-6264. 
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THE SCRATCH PAD 
(i a 


We never print plays-on-words, 
but Olds “brings out the zest in you.” 
I like “Olds,” by the way, better than 
the longer “Oldsmobile,” all but il- 
legible on the car itself 

e 

Volcano: A mountain that blows its 
top 

» 

The automobile will never replace 

the horse. Not in westerns, anyhow. 
. 

[ think—and it’s just one of those 
thinks—that a way to stand out from 
the crowd is by NOT writing a book. 

7 

Name for a sun substitute: “Pan 
Tan.” And a slogan: “Tan your pan 
with Pan Tan.” 

. 

Headline for 
assisted by 
figures.” 


a Comptometer ad, 
a printer's fist: “That 


° 

Stopper by Wheeling Steel: “It’s 
uncanny what you can can.” 

; + 

I got a charge out of that item in 
Reader’s Digest about the editorial- 
minded guy who indexed the “Text- 
book of Pediatrics,” a 1,462-page vol- 
ume. Among the B’s, between “Bio- 
tin” and “Birth,” he inserted (and it 
got into print): “Birds—For the—Pages 
1-1,462.” 

. 

Fels cleaner cleans in one Fels 

swoop, obv iously. 
° 

Wonder if Carnation knows any 

DIScontented cows? 
a 

So far, I haven’t seen this title: “I 

Was a Teen-Age Teen-Ager.” 
- 

Kellogg's Special K talks about 
“ready-to-eat protein for ready-to-eat 
people.” Cannibals may be con- 
tounded. 

. 

Medicos, like grammarians, differ, 
but they seem agreed on this: Fatness 
fights fitness 

ry 

Red Skelton figures Teddy Roose- 
velt was far out and real cool when 
he said: “Dig that Panama Canal!” 

* 

A cynic says teratology, the science 

of monsters, should be a required 
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course for all union baby-sitters. 
. 

Sam Levenson likes kids as well as 
the next fellow, but he says some of 
them are “gimme pigs.” , 

2 


Pap for the pooped: Samuel Butler 
summed up life as “one long process 
of getting tired.” 

* 


According to Merriam-Webster, 


“bonfires” came from “bonefires,” the 
pyres of so-called heretics and their 
proscribed books. Sounds pleasanter 
in the modern spelling. 


. 
I have a hunch that multiple _ 
aging is paying off for makers of bath- 
room tissue and kitchen towels. 
e 
Stopper by Bonwit Teller: “Good- 
night, Sweet Prints.” 


7 
The popular Buck Hotel in Feaster- 
ville, Pa., says: “Don’t pass the Buck.’ 
rs 
In Lambertville, N.J., at the famous 
Music Circus, maestro Paul White- 
man, now a gentleman farmer in those 
parts, stated the case for me recently: 
“I want to say right here that I 
haven’t anything against rock ’n’ roll, 
but I still like music.” 


Status Symbol 


status symbols. 


for Cadillac? 


Out of the philosophy of keeping up with the Joneses has 
come today’s compact locution, “status symbol.” 


Most of us with enough wit to come in out of the wet would 
loudly disclaim that we are snobbish. But why do we reach for 
a Lincoln Continental instead of a Comet? 


Why do we rent a Pullman chair, and then leave it to spend 
most of the short trip in the dinimg car? 


Greeting-card manufacturers put a status symbol of sorts on 
the backs of their cards. Turning a card over, you know whether 
it cost the sender a nickel, a dime, 15 cents, or a quarter. 


In spite of traditional Eskimo garb, Arctic explorers used to 
claim that wool is warmer than animal fur. But wool does noth- 
ing for a gal’s ego. So we have a Mink Dynasty. 


Long before some neologist gave us the phrase “status sym- 
bol,” retailers knew the value of trading up. Sure, a table-model 
television gives as clear an image as a console, but most of us 
aspire to the console, except for a portable TV. 


Plated silverware is often as serviceable as sterling, but we all 
know that, given a choice, the bride will pick the kind with the 
distinguished sterling mark on it. Even if she has a set of the 
popular stainless steel, she wants sterling for show. 


Something inherent in all of us leads us to the more expensive 


item, even on a menu card. Imported champagne may not taste 
any better than the best of our local vintages, but labels are 


By the way, wouldn't “Status Symbol” make a good headline 


T.H.T. 


1960 


announcing 


THE THIRD NATIONAL STUDY 
OF SPORTS ILLUSTRATED 
SUBSCRIBER HOUSEHOLDS 


As soon as it is published please 
THE THIRD NATIONAL STUDY OF send me a copy of ‘The Third Na- 
S WLUSTRATED SUBSCRIBER HOUSEHOLDS 
- tional Study of Sports ILLustrRATED 
Subscriber Households.” 


name 
title 
firm 


address 


Medias 


To a seller of cameras, the 
pulling power of an advertis- 
ing medium is equal to the 
number of cameras sold. 

To media men, pulling power 
is influenced by several inter- 
related factors. The law or 
formula looks like this: 


Pulling Power 


Circulation Volume 
x 
Editorial Vitality 
x 
Reader Confidence 


The Chicago Tribune, witha 
circulation 114 times that of 
any other Chicago newspaper, 
out-pulls the other papers by 
at least 3 to 1 and as much as 
15 to 1. 


Chicago Tribune 
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TWA re SuperJet AIRLINE 
... FASTEST COAST-T0-COAST 


TWA Jets and Superjets vet you there in less time, give you more time for business, more 
time for relaxation. TWA Jets fly non-stop between major U.S. cities coast to coast 
Giant TWA SuperdJets {ly to Europe in just 6 hours, 30 minutes. Daily flights now to London 


Frankfurt. Paris, Rome, Lisbon, Madrid and Athens. 


Exclusive, one-airline travel. You can fly TWA all the way. It’s the only one-airline service 
hetween 70 key U.S. cities and 23 world centers abroad. 

Free stopovers. \isit many extra cities overseas at no extra cost . en route to or from your 
meeting. Ask about interesting TWA “side trips” and Post-convention Holiday Tours 

Your choice of service. For luxury First Class, featuring complimentary cocktails, gourmet 
meals. For great savings... thrifty Coach or Economy Class 


Next trip...fly TWA! For reservations, call your travel agent or nearest TWA office 


FASTEST COAST-TO-COAST 


TWA 


THE SUPERJET AIRLINE 


The only airline flying across the United States in 4 hrs. and 30 mins. 


THE SUPERJET AIRLINE is 


76,000 Sp. FP? ~ — ‘i 
UN OBSTRUCTED —— SRACE 


ORIVE-/N PLAT FORM 
& FACILITIES FOR 
TRUCK UNLOAO/NC 


NEW. ELEIOVENT 
VENTILATING at 


SYSTE. an 


TIONAL 60,000” 
~ a LOWER LEVEE 


BLUEPRINT 


FOR YOUR MOST 
SUCCESSFUL 
CONVENTION, 
SHOW, EXHIBIT 


Washington, D. C.—and the 
Showplace of the Nation's Capital 


NATIONAL GUARD ARMORY 


Great Events at the Armory 


American Medical Association @ American 
Bottlers of Carbonated Beverages @ American 
Dental Association @ International Photographic 
Exposition @ National Association of Retail 
National Institute of Drycleaning 
© Office Equipment Manufacturers’ Exhibit 


@ American Legion National Convention 


Grocers @ 


ite Arthur J Bergman Manager 


NATIONAL 
GUARD ARMORY 


2001 East Capitol St. Washington 3, D. C 
Phone Lincoln 7-9077 
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SPACE _— 


In all the world—there is no city so vital in the news—so 
important to important people as Washington, D. C. This 
is the market you reach—this is the influence you share when 
you hold an event here in the capital of the world. And, as 
it should be, Washington boasts the finest facilities for your 
exhibit, show or convention. Here you will find the perfect 
place for any news worthy event. 


© Excellent Hotel Facilities Nearby © 
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LONG 
BEACH 


... Where you get more done! 


Conference rooms and convention halls 
for groups from 60 to 6,000... Spacious 
exhibit halis... fine hotel accommoda- 
tions next to the Municipal Auditorium 
in downtown Long Beach. Experienced 
personnel to keep things running 
smooth as glass. 

Get more done — have more fun 


LONG 
BEACH. 


For information, write: Convention and 
Visitors Bureau, Municipal Auditorium 
Long Beach, Calif. 


“Happy” is the key word when you bring your convention group 
to the famous French Lick-Sheraton Hotel. Members are com- 
pletely in your power no “city” distractions to interfere with 
meetings every planning aid and physical facility for the 
most successful meeting you've ever had. Yet there are so many 

ynderful resort activities for off-hours, that your prisoners will 


el free as the breeze. Meeting and convention facilities for up 


» 1.000 


the famou 


FRENCH LICK- 
RESERVATIONS 

JOHN NOLAN, ; p 

DIRECTOR OF SALES ; - 

FRENCH LICK-SHERATON 

a HOTEL 

FRENCH LICK, INDIANA 

TEL: WELLINGTON 5-938! FRENCH LICK. INDIANA 
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all go great in NASSAU inthe BAHAMAS 


island p iradise provides awide For comple le information 


mmodations and meeting »,14,mas DEVELOPMENT BOARD 


facilities — including convention halls that ysiami, 608 First National Bank Bldg 

seat 1800 for business, 1000 for banquets. cuicaco, 1230 Palmolive Bidg. 

Over 100 flights a week to Nassau, non-stop NEW YorRK, 307 British Empire Bidg 

from Miami and New York, plus ship DALLAS, Adolphus Hotel Arcade (1406) 
1ises. No passports needed for American OS ANGELES, 1341 Biltmore Hotel 

or Canadian citizer TORONTO, 707 Victory Bldg 
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A veteran of many conventions, this delegate says, ‘| was tired of attending conventions till | spent my first at a Canadian National 
Hotel... now | look forward to them!” He likes the idea of a jaunt to picturesque Canada, says, ‘| combine travel and adventure with 
a business trip.” His comment on facilities, “equal to the State’s finest.” On service, “here | found out what the word means!” 
Why don’t you plan to hold your next convention in a colorful Canadian setting? Canadian National offers you the selection of ten easy- 
to-reach hotels coast-to-coast. For full information, including thorough travel and convention planning services, write: A. P. Lait, 
Manager, Convention Bureau, Canadian NATIONAL Railways, Montreal, Canada. 


MONTREAL—THE QUEEN ELIZAGETH* « OTTAWA-—CHATEAU LAURIER ¢ VANCOUVER--HOTEL VANCOUVER e JASPER NATIONAL 


PARK—JASPER PARK LODGE « EDMONTON-—-THE MACDONALD « SASKATOON-—THE BESSBOROUGH «+ WINNIPEG THE FORT GARRY 


HALIFAX—THE NOVA SCOTIAN « CHARLOTTETOWN THE CHARLOTTETOWN ¢ ST. JOHN'S NEWFOUNDLAND HOTEL 


*A CNR Hotel operated by Hilton of Canada Ltd. [tUnder joint management of Canadian National Railways and Canadian Pacific Railway Company. 


EVEN TRAVEL RELAXED...TAKE THE TRAIN 


BETTER 
THAN 
THE FIRST! 


SULY 13, 


Need help in planning your company meeting? 


American Airlines is ready to help in many differ- 


ent ways—whether you’re planning a large meet- 
ing or small, in a major city or resort area. 

We'll help you select the site. We’ll plan passen- 
ger itineraries and arrange and handle ticketing. 
We'll give special attention to group travel. And if 
you have other problems, please ask. 


American Airlines serves all these major cities 


AMERICAN AIRLINES 
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with 707 Jet Flagships or Jet-Powered Electras 
Boston, Chicago, Dallas, Detroit, Los Angeles, New 
York, Philadelphia, Washington, St. Louis, San 
Francisco. We serve many popular resort areas, too. 
For further details, just write to: Mr. Frank 
Svoboda, Manager of Convention Sales, American 
Airlines, Inc., 100 Park Ave., New York 17, N. Y. 


Or contact your local American Airlines office. 
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anced visual aids 146 
d rooms with wide screen 
seurs menu served in proud 
Wiggins Tavern 


Copper Kettle 


1 Chevrolet plants. And a recre nd Lantern Inn Cocktail Lounge. And our expert 
ating, fishing, swimming! Easy taff helps run your entire program without a hitch 


highwa The Schine Inn’‘< 


For further details, write The Schine Inn, Massena, New York... 


or call direct: ROckwell 9-2441. 
eo me 


nae SCHINE HOTELS .. . the Finest Under The Sun 


AMBASSADOR HOTEL and COCOANUT GAOVE, Los Angeles, California 
RONEY PLAZA HOTEL and CABANA SUN CLUB, Miami Beach, Florida 
McALLISTER HOTEL and EL CENTRO DE LAS AMERICAS, Miami, Florida 
HOTEL NORTHAMPTON and WIGGINS TAVERN, Northampton, Mass 
GULF STREAM HOTEL APARTMENTS & VILLAS, Miami Beach, Florida 
GIDEON PUTNAM HOTEL, Saratoga Springs, New York 
SCHINE AIRPORT HOTEL and MOTOR INN, Bradley Airfield, Conn. 
between Springfield, Mass. and Hartford, Conn 
QUEENSBURY HOTEL and MOTOR INN, Giens Falis, New York 
SCHINE INN at Chicopee, Massachusetts, Exit 6 on Mass. Turnpike 
SCHINE INN at Massena, New York 

A DIVISION OF SCHINE ENTERPRISES, Inc. 


For Reservations 
New York, MU 8-0110 
Chicago, AN 3-6222 

Miami Beach, JE 1-6011 

Los Angeles, DU 7-7011 

San Francisco, EX 2-4330 
Boston, HA 6-4396 

en D.C., DE 2-6118 


Executive Offices 
120 24th Street, Miami Beach, Flerida 


New York Office 
375 Park Avenue, New York, New York 
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I]. NEW CONVENTION AUDITORIUM 
VAST EXHIBIT HALL 


Now completed—an unparalleled incentive for you to hold your meetings at the Diplomat 
—a magnificent new meeting hall, encompassing 18,000 square feet .. . providing for your 
conferences unobstructed visual and audio reception for over 2,000 at meeting, 1,500 at 
banquet. PLUS—a spacious new exhibit hall beneath the auditorium, encompassing 13,000 
square feet, easily accessible by ramp, and equipped with electrical, audio, and visual aid 
outlets. All this—added to the already impressive facilities of the 400-acre Diplomat— 
world famous for its food, service, warm hospitality, and 19-hole championship golf course! 


You'll accomplish more, enjoy more...at the 


PIC DIVA 


HOTEL AND COUNTRY CLUB 


SAMUEL FRIEDLAND, (Owner ~ WALTER JACOBS, Executive Operations 

GEORGE E. FOX, Managing Director inviNG TILLIG, Direct of JOHN F AN, Director of Special Sales 
For complete information and color broc write or wire: LEONARD Hi xs, at & ASSOCIATES; Chicago: 505 North Michigan Avenue « MO 
‘ y Teletys 64 N 502 Madison Avenue @ MU &-012 Toletype NY Washington, D.( 114 
Detroit: 1701 Cass Avenue « WO 232-2700 Teletype DE 1480 / Atlanta 
type AT Philade wa EN 6340 Boston EN 6340 Hollywood By 

351 s0nN A. TETLEY , 1NC.: Los Anges 440 Wilshire Boulevard ¢« DU &-115! 

Fairmount Hotel « EX 7 ait Teletype SF 906 
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LETTERS TO THE EDITORS 


difficult task 
To thank vou is a difficult task 


You did a remarkable job with the 


article and photographs of Shell 
Oil Co.'s spring sales meeting. At 
this point, all I can sav is thanks a 
million 


Nina Little 


Jack Morton Productions, Inc 
New York Citv Div 


disappointed 


We have on hand 20 issues of 
the May “Sales Meetings” which 
we bought to distribute to some 
of our clients feeling that it would 
be an interest to them 

But what disappointment! For 
we find that on page 41 of this 
issue vou used a photo and de 
scriptive literature which we sup 
plied you on Pet Milk Co.—but for 
which you have given credit to 
Gardner, Robinson, Stierheim & 
Weis of Pittsburgh 


R. R. Yeager 
Advertising Displ & Exhibits 


In 


& Credit line should have read 
“Designed and built by Advertis 
ing Displays & Exhibits, In 


lobby exhibits 


Your May 20 issue of Sales 
Meetings was thoroughly interest 
ing and informative with 
spec ial emphasis on exhibits 

I would be interested in obtain 
ing some information on displays 
and exhibits available to us here 
in this area. We have a main 
floor lobby 80’ by 35’ and would 
like to schedule some type of 
exhibit or display as often as pos- 


sible. Could you assist us in con 
tacting companies or individuals 
who could supply us with informa 
tion or displays that are available? 


(Miss) Chris Collett 
Great Western Savings & Loan 
Assn. 
Los Angeles, Calif 


to 1,000 presidents 


We have read with interest the 
hard hitting article “Exhibits Now 
Our ‘Hard Sell’ Abroad,” which 
appeared in the Mav 20 issue, and 
wish to extend our congratulations 
for a job well done 

As you mav already know, SAS 
has for some time been promoting 
this lucrative market for American 
goods and in view of the qualit, 
of this article, would wish to send 
reprints to the presidents of the top 
1,000 companies in the U.S. In 
view of the top quality of this 
mailing and the excellent penetra- 
tion and impact which it is ex- 
pected to receive, we wonder if 
vou could supply us with 1,000 
reprints of this article 


George Michel 
Scandinavian Airlines Svstem 


Jamaica, N. Y 


standard contests 


We have found that we have 
calls from our jobbers accounts 
for sales contests with their sales 
men, which would pep up thei 
spark plug sales 

While we have had contests in 
the past, we are looking for some 
thing new in the way of a sales 
contest for jobber salesmen to pre 
sent to their dealers. If we had 
four or five standard contests, we 
know that thev could be put to 
good use 

I just thought that vou could 
give us some good ideas as to 
where and how we could go about 
getting the information on ideas 
for contests, as we believe that 
there are some concerns who spe 
cialize in this form of sales activity 
We are not interested in the so 
called “premium contests” because 
we believe that this has been over- 
done and would not be beneficial 
in our case 

F. E. Southard 
Champion Spark Plug Co 
Toledo, Ohio 


duty 
free 
liquor 
for your 
SrOup 


BONUS FOR YOUR GROUP: 


When you meet out of the coun- 
try—in any foreign country— 
Mexico, Canada, Europe, Ber- 
muda—each man and woman at 
your meeting or on your incen- 
tive trip can save up to 65°, 
on liquor purchases and nof 
have fo carry them home. 


HOW IT WORKS: When you 


travel out of the U.S. you are 
permitted to bring back liquor 
up to a gallon, duty free. This 
new service saves you the trouble 
of lugging it home. You can 
enjoy the saving and have it 
shipped right to your home via 
Railway Express. 


HOW YOU SAVE: A pack of 
five fifths of Scotch, for example, 
is $17, including ‘all charges for 
insurance, customs brokerage and 
shipping. Your people can order 
famous brand-name scotch, bour- 
bon, cognac or other liquors. 


WHAT TO DO: Simply contact 


us. We will supply complete 
facts, handle al! details, assure 
that each of your group gets 
exactly what he orders, and at 
duty free savings. For details, 
write today. No obligation, of 
course. 


Representatives of 

LA BELLE CREOLE 

INTERNATIONAL 
366 Broadway, New York 13, New York 
Please send complete details on how my 
group can have duty-free liquor delivered 
home wpon our return 
NAME 
TITLE 
COMPANY OR ASSN 
ADDRESS 
CITY ZONE STATE 


}t am also interested in this saving for 
my personal trip abroad 


oeeae ee ee eee aaa eee nee eee eee ee 
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Mezabedh 


THE LATEST WORD INSERVICE FOR CONVENTIONS! 


You and your group are assured of the most ef 
ficient attention, gracious service, and the ultimate 
in function facilities when you hold your conven 
tion or sales meeting at The Queen Elizabeth, 
Canada’s newest and finest hotel. Here are 15,000 square 
feet of exhibit space, 23 meeting rooms for up to 3,000 for 
meetings or 2,000 for banquets... and 1,216 spacious guest 
rooms, each with individually controlled electronic heating 
and air conditioning. Yours at The Queen Elizabeth are the 
same impeccable service and superb convention facilities 
1s thousands have enjoyed at The Waldorf Astoria, Palmer 
House and other Hilton Hotels in the United States 
Added welcome conveniences are the direct indoor conne« 


* 
: 


tions to the aarage (free to room guests), the Canadian 
National Railways Station and Montreal Air Terminal. Dek 
gates atte nding conventions here will thoroughly enjoy their 
its to Montreal, where British institutions and French 
traditions are delightfully blended. Plan now for your next 
meeting at Montreal's most modern convention hotel 


SRAVUNANA 
TNE ANTUTRRLANN 
ASTER TE ARRRSEAAN 


TLFLAEEAALLILD AAD | 
TELE EPR LLAL YDS) 


0 | 


auiiaaal 


THE QUEEN HLIZABETH 


MONTREAL, CANADA (af_‘_K. Hotel) 
iM. Mumford, General Manager 


a? 
M TORIUM 
AuDITORIV LITA AUDI 
munenclPr dibits 12,600 #4 ne joe — Exhibits 12,667 *4 
Seats 6,062 — 


Added Attractions That Will Build Added Attendance 


a ge 
. 
San Antonio has everything needed to blended a modern dynamic city of over an ni onio 


make your convention, sales meeting or half a million Everywhere are interest- 
trade show a huge success 


; ing things to see and do WHERE LIFE 1S DIFFERENT 
Last year 197 meetings were held a added attractions that will sis 
Ht} 


Seats 11,540 
eats 
o. 472,491 89 


338,000 54 


fr COLISEUM 


hib 
ena-Concourse Ex 
ed Areas 


Seats 1,85 A 


Other Cover 


here with an attendance exceeding build added attendance for 
94,250. Many of these groups have ; any meeting. The famed 
selected San Antonio consistently Alamo; Mission San Jose, a 
year-after-year National historic site and 
HOTELS are unexcelled and can pro- three other ancient missions—the charm 
vide 2400 air conditioned rooms. Some of of restored La Villita and the Spanish 
the finest motels in the nation located ©COV¢tnors’ Palace—air might displayed at 
here off. r hundreds ot additional rooms. Pr gg — pr ec a 
he Ps : ir Force ases veautiful parks anc 
ENTERTAINMENT that is distinc- plazas — interesting old onl. and un 
usual museums. 
at on of San Antonio's Side trips can be planned to nearby 
utdoor theatres dude ranches, or to old Mexico. 
of San An- Trained personnel will work with you to 
tonio’s rich historical make your meeting an outstanding success 
heritage is pleasantly regardless of its size. Get the facts today 


MUNICIPAL INFORMATION BUREAU, CONVENTIONS DEPARTMENT 


153G Nevarro St. © San Antonic, Texas 


tively different can be staged indoors or 
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American Airlines is ready to help in many differ- 
ent ways—whether you’re planning a large meet- 
ing or small, in a major city or resort area. 

We'll help you select the site. We’ll plan passen- 
ger itineraries and arrange and handle ticketing. 
We'll give special attention to group travel. And if 
you have other problems, please ask. 


American Airlines serves all these major cities 


Need help in planning your company meeting? 


with 707 Jet Flagships or Jet-Powered Electras— 
Boston, Chicago, Dallas, Detroit, Los Angeles, New 
York, Philadelphia, Washington, St. Louis, San 
Francisco. We serve many popular resort areas, too. 

For further details, just write to: Mr. Frank 
Svoboda, Manager of Convention Sales, American 
Airlines, Inc., 100 Park Ave., New York 17, N. Y. 


Or contact your local American Airlines office. 


AMERICAN AIRLINES > zz: 
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Here at St. Lawrence Seaway, engineering marvel 
of the 20th Century, are convention facilities as 
new as tomorrow the new SCHINE INN at 
Massena. Plan your next meeting against the. fasci- 
nating St. Lawrence background of huge power 
dams, giant Eisenhower and ‘Snell Locks, major 
Alcoa, Reynolds and Chevrolet plants. And a recre- 
ation paradise of boating, fishing, swimming! Easy 
to reach by air, rail or highway, The Schine Inn’s 


OPEN FOR BUSINESS ... AND PLEASURE: JULY Ist 


e Oe > 70 
wer @ as ste vy $ » * & + cuEN 
ne 


pat rica atladl 


RATOGA 
INGS 


air conditioned meeting rooms comfortably seat 
250 for banquets . . . 337 for conventions. Other 


facilities include advanced visual aids ... 146 
luxurious, air conditioned rooms with wide screen 
TV... a connoisseur’s menu served in proud 


Schine tradition at Wiggins Tavern, Copper Kettle 
and Lantern Inn Cocktail Lounge. And our expert 
staff helps run your entire program without a hitch. 


For further details, write The Schine Inn, Massena, New York... 


THE AMBASSADOR HOTEL and COCOANUT GROVE, Los Angeles, California 
THE RONEY PLAZA HOTEL and CABANA SUN CLUB, Miami Beach, Florida 
THE McALLISTER HOTEL and EL CENTRO DE LAS AMERICAS, Miami, Florida 
THE HOTEL NORTHAMPTON and WIGGINS TAVERN, Northampton, Mass. 
THE GULF STREAM HOTEL APARTMENTS & VILLAS, Miami Beach, Florida 
THE GIDEON PUTNAM HOTEL, Saratoga Springs, New York 

THE SCHINE AIRPORT HOTEL and MOTOR INN, Bradley Airfield, Conn. 


between Springfield, Mass. and Hartford, Conn. 


THE QUEENSBURY HOTEL and MOTOR INN, Glens Falis, New York 
THE SCHINE INN at Chicopee, Massachusetts, Exit 6 on Mass. Turnpike 


THE SCHINE INN at Massena, New York 


A DIVISION OF SCHINE ENTERPRISES, Inc. 


or call direct: ROckwell 9-2441. 


SCHINE HOTELS 


. « the Finest Under The Sun 


© ne Reservations 
New York, MU 8-0110 
Chicago, AN 3-6222 
Miami Beach, JE 1-6011 
Los Angeles, DU 7-7011 
San Francisco, EX 2-4330 
Boston, HA 6-4396 
Washington, D.C., DE 2-6118 


Executive Offices 
120 24th Street, Miami Beach, Florida 


New York Office 
375 Park Avenue, New York, New York 
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A NEW CONVENTION AUDITORIUM 
T EXHIBIT HAL 


Now completed—an unparalleled incentive for you to hold your meetings at the Diplomat 
—a magnificent new meeting hall, encompassing 18,000 square feet . . . providing for your 
conferences unobstructed visual and audio reception for over 2,000 at meeting, 1,500 at 
banquet. PLUS—a spacious new exhibit hall beneath the auditorium, encompassing 13,000 
square feet, easily accessible by ramp, and equipped with electrical, audio, and visual aid 
outlets. All this—added to the already impressive facilities of the 400-acre Diplomat— 
world famous for its food, service, warm hospitality, and 19-hole championship golf course! 


You’ll accomplish more, enjoy more...at the 


DB) ¢€ iY 


HOTEL AND COUNTRY CLUB OLLYWOOD-BY THE SEA FLORIDA 


SAMUEL FRIEDLAND, Ownership F AL /WALTER JACOBS, Executive Operations 
GEORGE E. FOX, Managing Director ’ IRVING TILLIS, Director of Sales JOHN F. MONAHAN, Director of Special Sales 
ver complete information and color brochure, write or wire: LEONARD HICKS, JR. & J XCIATES; Chicago: 505 North Michigan Avenue e MO 
Tg 1264 New York City: 532 Madison Avenue e MU §-0123 eletype NY 1-425 / Washington, D.C.: 1145 
y 7s Detroit: 1701 Cass Avenue WO 2-2700 . . . Teletype DE 1480 / Atlanta: 
etype AT Philadejphia: EN 6340 / Boston: EN 6340 / Hollywood -By- 
s Teletype: Hollywood 351. JOHN A. TETLEY a INC.: Los Angeles 3440 Wilshire Boulevard »« DU 8-1151... 

LA 1-210 San Francisco: Suite 12- Fairmount Hotel e EX 17-2717 . « « Teletype SF 996. 
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EFFECTIVE USE 
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ApvisoRY committee 


Dear Meeting Planner: 
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e men wh 
It's the date that marks the 


10 THE MAN 
WHO PLANS MEETINGS 


CENTRAL 6.0693 


Janning Exposition 


0 plan the nation's 


nanineTor Ly 
ps pon 7 conventions, sales meetings and 3 
xecur SacRETARY opening of the jnternational Convention Planning Exposition. 
puveica® weprct 
amo SEHABILITATION * . 
-gciine sew This exposition and forum will be unique- it will provide you with ideas 
Secure Scaaers and practical help to make your sessions come alive. 
MATIONAL agsociaTion or 
secon 
aonmeron: & © In the beautiful new $6-million Las Vegos Convention Center, this new kind 
Jay Sasenon, COON Ns of exposition brings together the top quthorities on how to plan meetings that 
‘comriman TAL can compan sat : +7 + 
maw vou, MY" t results. The ¢ sition hall will present the latest equipment, services 
and facilities to help make your meetings more productive 
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INTERNATIONAL 5 ASN CONTROL 
CONVENTION By pnemtun Novis 


AIR LINES, BUSES 


PLANNING & RAILROADS 


BADGES & TROPHIES 


EXPOSITION ne FURNITURE. 


CAR RENTAL AGENCIES 


CLOSED CIRCUIT 
TELEVISION 


NOV. 29, 30 and CONVENTION BUREAUS— 


DEC. 1, 1960 CITY & STATE 

CONVENTION 

, LAS VEGAS HALLS-ARENAS 
CONVENTION CENTER CONVENTION REPORTING 

LAS VEGAS, NEVADA CONVENTION 


TRADE PAPER PUBLISHERS 
CREDIT CARD SUPPLIERS 
DIRECT MAIL SPECIALISTS 


EXHIBIT BUILDERS 
& DECORATORS 


convention planners are 


your customers 
FLORISTS 


AN EXCITING NEW CONCEPT IN THE / FLAGS & BANNERS 
PROMOTION OF CONVENTIONS... FOREIGN CONVENTION 


& TOURIST BUREAUS 


WHOLLY UNPRECEDENTED ... gent og 
BUT LONG OVER-DUE! a HOTELS, MOTELS & 


HOTEL REPRESENTATIVES 
INSURANCE COMPANIES 


EXPOSITION FOR MEETING PLANNERS 


Now you can meet them . .. the nation’s meeting planners . . . at. an exposi- i 
tion just for them. Meet the men who plan our nation’s 80,000 sales meetings, 
24,000 conventions, 3,000 trade shows. 


MUSIC & 
ENTERTAINMENT AGENCIES 


PHOTOGRAPHERS 


PUBLIC RELATIONS 
& PRINTING 


SALES INCENTIVE PLANNERS 
SIGHT-SEEING 


sells to or serves the needs of meeting and exhibit planners. Nation’s leading 8 


authorities have contributed to the details and plans. Here’s what they say: | 


“This type of exposition is sorely ‘| am most happy that such a venture “A trade show of this kind that com- & STEAMSHIPS 

needed op me go a long way to in- has been started, and | feel it will be pletely wenn — Re ape 

crease the effectiveness of trade shows, extremely worthwhile for the industry.’’ activities would be well worth while and © 

a very important advancement media.’’ John G. Sparkman, would fulfill a need in the exhibition SPEAKERS BUREAUS 
Robert J. Mayer, Creative Services Manager field."” 
Executive Manager Monsanto Chemical Company Frederick Quellmaiz, TRAVEL BUREAUS & AGENCIES 
Industrial Management Society Executive Manager 


Professional Photographers of 
America, Inc. 


VISUAL AIDS FOR MEETINGS 
International Convention Planning Convention is a 
“working show,” designed for suppliers who want to 
meet the men who make decisions. Everyone who attends 
this event participates actively. In short, International 
Convention Planning Convention “means business.” 


INTERNATIONAL CONVENTION PLANNING EXPOSITION 
8 So. Dearborn St., Chicago 3, Ill. 


[] | am interested in attending the International Convention Plan- 
er ~— oe ’ ing E ition i , Nov. 29, 30 and Dec. 1, 1960. 
Applications for exhibit space are limited to organiza- ae es ee ee re ogrpanea 

tions that serve or supply meeting and exhibit planners. [] Please rush me full particulars on exhibiting at the Exposition. 


Exhibit booths are laid out in 10’x10’ and 10’x15’ units. 
Name a Lae 


®eeseee28eeeee @ Company ns ch agile 
Address eae aia a 


Management of the INTERNATIONAL CONVENTION PLANNING 
EXPOSITION has staged 32 successful shows 


> ees eee 


INTRODUCING AMERICA’S LARGEST 
HOTEL EXHIBITION FACILITIES 


Here are over 41,550 square 
feet of unobstructed air condi- 
tioned floor space...an oversize 
elevated stage, 60’ by 60’, for 
display of vehicles, heavy equip- 
ment and product shows... at 
the famous Concord Hotel, 
where you get more work done 
while you have more fun! 


Here, too, your convention or 
meeting can also benefit from 
the Concord’s “‘drive-in’’ exhibi- 
tion space—exceeding 79,500 
square feet on one level, with 
unlimited floor load. 


All exhibit areas, exhibition 
halls and staging facilities are 
yours at no extra charge when 
your meeting is at the Concord 
Hotel. There are over 25 air- 
conditioned private meeting and 
exhibit rooms accommodating 
10 to 3,000 persons... dining 
room facilities for 2800 persons 

. over 1000 twin bedrooms. 


Additional advantages of this 
American Plan hotel include: 


« Golf on two courses 

« Health clubs for men and 
women 

Three orchestras 

All star entertainment 

Four private dining rooms... 
conventioneers dine together, 
to discuss and fraternize 

90 minutes from New York City 
Nearby airport 

Indoor and outdoor pools 
Year-round ice skating 
All-weather sun bathing 

1000 bedrooms 

75 executive suites 

Modern shops 

Open all year round 

Every facility to keep your 
men (and their wives) on the 
spot, available for meetings 


Yes, the Concord has the facili- 
ties and the manpower to help 
make your convention the 
greatest ever. We’ve had hun- 
dreds of the biggest and best— 
and they come back year after 


SALES MEETINGS 


THE ULTIMATE IN COMFORT. Deluxe air- 
conditioned master suites, each with TV and 
two bathrooms, add pleasure and relaxa- 
tion to your convention. 


year. Here are just a few of our 
recent clients: ‘ 


Air National Guard o Gulf Oil « 
Allstate Insurance « Motorola TV 
« American Road Builders Assn. « 
DeJur-Amsco Corp. « Philco TV 
¢« Metropolitan Life Insurance Co. 
¢ National Lead Co. « Ford « 
Mutual of Omaha « Westinghouse 
Electric Corp. « National Theatre 
Owners Assn. e N.Y.S. Kiwanis 
« N.Y.S. Wholesale Liquor Assn. 


For more information and new, 
illustrated Convention Booklet, 
call, wire or write, Dept. $ 


CONCORD 


HOTEL KIAMESHA LAKE, N. Y. 


RAY PARKER, General Manager 
Jay Cohan, Director of Sales 


New York City Convention Office, 
41 East 42nd St. * YUkon 6-5910 
or Call Monticello 1840 
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Hilton Hotels International took 
over operation of the Virgin Isle 
Hotel, St. Thomas, this month. 
Hilton contracted a 20-year lease 
with option to renew. Now to be 
known as the Virgin Isle Hilton, 
hotel first opened in 1950. More 
recently, 80 rooms were added to 
the original 120 to bring the total 
to 200. 


SEATTLE 


Travelers arriving at air, rail and 
steamship terminals find courtes\ 
car transportation to the five Doric 
downtown ;.vtels awaits thern. 
Fleet of bronze and white station 
wagons take passengers from ar- 
rival point to any of the hotels on 
a 24-hour schedule. This free trans- 
portation is arranged when reser- 
vations are made. 


«wow « 


NORTH AURORA, ILL. 


. a4) : nat ae 
Hilton Inns, Inc. (division of 


Hilton Hotels Corp.) has awarded 
a contract for construction of its 
300-room Aurora Hilton Inn to 
Summer Sollitt Co., Chicago. Con- 
struction is scheduled to be com- 
pleted by Spring, 1961. In all, 
there will be eight buildings: a 
two-story main building of 72,000- 
sq. ft. and seven, two-story guest 
buildings. 


CHICAGO 


cali United 


for “SAFE-GUARD” Moving Service 


Whether you're planning to exhibit in a single city ... or sched- 
uling a cross-country tour ... you'll like the personalized care 


New O’/Hare Inn is one conven- 
tion center where air passengers 
can arrive and hold a _ business 
meeting with a minimum of ground 
travel. Motel offers a convention 


and trade show hall (capacity United’s “SAFE-GUARD” moving service provides. 
1.200) and closed-circuit TV to | Door-to-door delivery on one bill of lading is handled for } 
Nincip a 1 you by United’s display moving specialists. And United’s 
allow guests in every room to see : : : gg Boe xpi . 
Ke \ new custom-designed Sanitized* vans afford full protection— 
and hear speakers in the conven- t 


: : “ptt without costly crating—plus greater loading flexibility and 
tion hall. Several associations have 


4 convenience. 
already been booked. \ When the occasion calls for putting your show “on the road” 
% call the reliable United Agent. He’s listed under “MOVERS” 
City’s lake front exposition has in the Yellow Pages. 


been officially named McCormick 
Place in tribute to Col. Robert R. 
McCormick, late editor and pub- 
lisher of the Chicago Tribune. Mc- 
Cormick spearheaded the drive to 
build the two-level modern facili- 
ties at 23rd Street, before he died. 


*REG. U.S. PAT. OFF. 


United 


Van Lines 


SYDNEY, AUSTRALIA 


First 220-room section of the 
Chevron Hilton Sydney will open 


FULT - 33, T1960 


LARGEST 
CONVENTION RESORT 
IN THE WORLD... 


INCOMPARABLE MEETING FACILITIES FOR UP TO 10,000 PEOPLE! 
Private conference rooms for 10 to 100 « Convention hall accommodating 6,000 


SUPERB BANQUET FACILITIES 
for groups up to 4,000 « Private dining rooms, formal dining rooms, casual coffee shop for fine food at popular prices 


UNSURPASSED FACILITIES FOR FUN AND RELAXATION 
14 acres of oceanfront luxury « 5 cocktail lounges « exclusive shops « La Ronde Supper Club + Yacht Basin 


Direct Dial Room Telephone System 


1,000 Rooms, 300 Cabanas -« GOLF at exclusive country club ¢ 1,000 feet oceanfront beach 
Spacious hospitality suites « Ample undercover parking . 
180,000 sq. ft. exhibition and meeting areas ¢ 2 Swimming pools, putting green, tennis 


For information write or wire 


NEW YORK OFFICE: Circle 5-7800 + Teletype: WY 1-528 © CHICAGO OFFICE: Andover 3-4181 Teletype: CG-829 
WILLIAM BUCKLEY, Director of Sales 


pay ontainebleau tag 


CABANA, YACHT AND COUNTRY CLUB 


1.000 FEET OF OCEAN BEACH — MIAM! BEACH, FLORIDA 
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FACILITIES ROUNDUP 


continued 


September 16, 1960. Plans call for 
a total of 1,058-room hotel. When 
completed early in 1962, it will be 
the tallest hotel (35 stories) in Aus- 
tralia. 


PUERTO RICO 


Puerto Rico Industrial Develop- 
ment Co. will build 150-room hotel 
for about $2 million. Plans include 
a banquet hall and eventual expan- 
sion to 300 rooms. Hilton Hotels 
International will operate the new 
Mayaquez Hilton under a 20-year 
lease agreement. Hotel is sched- 
uled to open during 1961-1962 
tourist season. 


HIGHLAND PARK, ILL. 


Hotel Moraine On-the-Lake has 
undergone a $200,000 renovation 
program. Refurbishing was com- 
pleted in June. Remodeling in- 
cludes main building, lodge build- 
ing, function and meeting rooms, 
plus lobby. Separate lodge will 
have accommodations for 75 peo- 
ple with enlarged panel meeting 
and workshop rooms. Set up for 
training school programs, new 


lodge will have its own convention 
staff. 


NEW YORK CITY 


Spade ceremonies recently began 
construction of Americana of New 
York, first hotel to be built here 
since 1931. Owners, Lowes Thea- 
tres, Inc., announced its new hotel 
at 51st and Lexington Avenue will 
have 800 rooms. Four mezzanine 
rooms, two at lobby level (600 
total capacity) will be available 
for meetings and conventions. The 
$25-million, 21-story structure is 
scheduled to open October 1, 1961. 


NEW YORK CITY 


Port of New York Authority an- 
nounced plans to build a 200-room, 
$3-million addition to its Interna- 
tional Hotel at New York Interna- 
tional Airport. Expansion of the 
already existing 320 rooms in- 
cludes new meeting and banquet 
rooms. With the addition, 2,000 
to 3,000 guests will be able to be 
handled for special functions. 


ATHENS, GREECE 


Part way along is construction 
on Mount Pavneb hotel and cot- 
tage colony resort being built by 
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Whatever PARTICULAR PEOPLE move 


they call the man from 


BURNHAM VAN 


Going up. Or coming down. The man from 
Burnham Van is equipped to move office 
machines in and out of seemingly difficult lo- 
cations. A professional, he is trained and ex- 
perienced in the correct and careful handling 
of items unusual in value, delicate in construc- 
tion and large in size. Jt’s your privilege. Be 
particular. Call the man from Burnham Van. 
In the West, call the man from Ford Van. 


Customer-designed service to all states 
® 


a 


‘. 


St 


© 1960 BURNHAM VAN SERVICE, INC. 


Find the man 
from Burnham Van in 
the Yellow Pages 


BURNHAM VAN SERVICE 
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BURNHAM VAN SERVICE, INC., COLUMBUS, GA. 


A French 
Chateau for 
5 your next 


convention... 


The stately Chateau Frontenac towers over scenic Québec and the mighty St. Lawrence. 


The Chateau Frontenac in historic old Quebec 


Refreshing atmosphere and scenic splendor—aren’t these the clues to a 
successful convention? You'll find all of this and more in an old-world 
setting—at Québec’s Chateau Frontenac. This luxury hotel offers you 
not only traditional old-world hospitality, but every modern convention 


facility. Here is just a sampling: 


723 luxurious rooms. Meeting rooms of all sizes. Private 
banquet halls. Portable public address system. Sound pro- 
jectors with trained operators. Individual exhibition rooms. 
= abs = : Cocktail lounges, ballrooms, terrace cafe. Year-round sports. 


—, hes 


Thoughtfully planned meeting rooms of all sizes help ‘ ; eS = : , 

Bae ECL? I And Canadian Pacific’s smooth, efficient service leaves you more time 
you accomplish much more in.a shorter time. . . +4 
to explore the excitement and romance of this famous French fortress 


city. To ride, perhaps, in a horse-drawn caléche; to visit historic land- 
marks and shrines; to shop; or golf on picture-book courses. 


In French we call it a succés fou. In any language: an unforgettable 
convention! For information and reservations, write to: Convention Traf- 


fic Department, Canadian Pacific Railway Company, Windsor Station 
| , pan) > 


Canadian Gracific 
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Montreal. 


Historic 
provides you with a storehouse of memories. 


Québec, world-famous French fortress city, 
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FACILITIES ROUNDUP 


continued 


the Greek National Tourist Office 
outside the city. The 220-bed, 
five-story hotel will include a con- 
vention hall to accommodate 1,500 
people for meetings. 


HOUSTON 


Presently under construction, 
Sheraton-Lincoln Hotel will have a 
ballroom to accommodate 500 and 
adjoining function rooms for 400 
additional people. Structure will 
stand 26-stories high. 


SAN FRANCISCO 


Fairmont Hotel’s 29-story tower 
annex will make available by early 
1962, 252 more rooms, which will 
be linked to its existing portion by 
a new ground-floor lobby. Tower- 
base structure will house a 16,000- 
sq. ft. convention-exhibit hall, plus 
two additional Tower banquet 
halls. Fairmont currently has 20 
public rooms in service. 


CLEVELAND 


Construction of banquet and 
convention facilities at Sheraton- 
Cleveland Hotel begins this month. 
A 25,000-sq. ft. ballroom will seat 
2,500 people, and can be sub- 
divided into 750 or 1,500 capacity 


rooms. Also scheduled is an addi- 
tional 10,000-sq. ft. of exhibit 
space. Work is expected to be 


completed by September. 


DALLAS 


New exhibition hall is to be built 
by 1961 with a plan to cater to 
the construction industry. To be 
called Fleetwood Square, work is 
to start in several months. Plans 
include an auditorium with stage, 
banquet and exhibit hall facilities. 


FORT WORTH 


Half - million - dollar expansion 
program has been recently com- 
pleted at Fort Worth’s Western Hill 
Hotel. Program included construc- 
tion of 50 new guest rooms, to 
raise total to 250. Convention hall 
was built to seat 500 people. Hall 
can be divided into two rooms with 
separate capacities of 175 and 150 
for banquets and meetings. Kitchen 
was also expanded to meet the new 
food service requirements. 
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MOST MAJOR EXHIBITORS 


know the extra "'sell"’ and savings by 
showing in AMERICA's heart-land . 


Pak 17) RTI Titian 
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exhibitors and conventioneers know that the 
savings in travel by using Chicago's great 
Amphitheatre . . 
adequate hotel facilities . . 


. plus the convenience of 
. make budgets 
stretch farther and produce more dramatic 
sales results! 


There is No Reason Why... 


Your Very Next Convention 
or Sales Meeting Should Not Be 
in The Internationally Famous 


International 
Amphitheatre 


Chicago . . . 


Thy like t 


Chicago Automobile Show 


National Boat Show 


. is the 
natural spot for your next meeting. The Inter- 
national Amphitheatre has the facilities to 
accommodate meetings, conventions and exhi- 


the convention city . 


nternational Dairy 
Show and Rode 


nal Metal E bitions of any size. 


585,000 Sq. Ft. Exhibit Space 

Air Conditioned Arena Seats 13,500 

New Public Address System 

Parking for 7,500 Cars 

Individual Halls 4,000 to 180,000 Sq. Ft. 
15 Minutes from the Loop 


s Handling Exposifion 
ynal Machine Tool 
Builders’ Show 


Road ‘Builders’ Show 


Direct Your Inquiries To 


and other leading 


M. E. Thayer, General Manager 
xpositions 

Many Smaller Rooms 
Available . . . 
Adjoining Nationally 
Famous Restaurants 


Adjoining the Amphitheatre . . . 


Stock Yard Inn 


A charming atmosphere housing some of the world's 
most famous fete facilities for sales 
meetings, banquets and oe dinners for groups of 
25 to 800. It will pay you to write for literature, 
plats and banquet menus. 
Direct Inquiries to 
Mr. Robert Foss, General Manager 


nternationally famous 


SIRLOIN ROOM 


where the steak is born” 


Private dining rooms and 
meeting rooms 

Four Seasons and Harvest 
banquet rooms 

Postillion Room for 
private meetings 

Saddle and Sirloin 

Club facilities 


nternational Admphitheatre 


42nd and Halsted ¢ 


Chicago 9, Illinois 
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in Convention 
Circles < 


Z new ballrooms 
open Washington's largest convention hotel 
to groups of all sizes 


With the opening of two magnificent new ballrooms, the 
Sheraton-Park can comfortably accommodate groups of all 
sizes, from 40 in one of our meeting rooms to 3000 in 
Sheraton Hall, Washington’s largest ballroom. 

These latest additions to the hotel with the widest range of 
convention facilities in the nation’s capital seat 450 each for 
banquets, 600 for meetings. They conveniently open to one 
room for larger groups of 875 to 1200. 

And for the added comfort of your group, the Sheraton- 
Park now has four new floors of garage parking. 


Your members will find it’s sheer pleasure doing business 
in the resort atmosphere of the Sheraton-Park. The hotel’s 
facilities include an outdoor swimming pool, four tennis 
courts, 1200 outside rooms, all with air-conditioning, radio 
and TV, three fine restaurants for excellent dining at reason- 
able prices, two delightful cocktail lounges for meeting and 
entertaining associates. 

The important business functions in Washington are held 
at the Sheraton-Park. For complete information, contact 
Lewis M. Sherer, Jr., Sales Manager. 


SHERATON-PARK HOTEL 


2650 Connecticut Avenue, N.W., Washington, D.C. * George D. Johnson, Gen. Mgr. * Phone: COlumbia 5-2000 «+ Teletype No. WA-75 
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—>” Now! Get more done, have more fun and enjoy greater prestige- 
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| = ‘OVERSEAS 


in the Convention Capital of the Caribbean 


PUERTO RICO 


...and Trans Caribbean's “Group-Air” Service gets 
your group there in just a few hours from New York 
... Offers a new high in luxury...a new high in savings! 


Perfect setting for business and pleasure! 
Centuries-old churches, buildings, fortifications contrast dramati- 
cally with finest luxury hotels (Caribe Hilton, Condado Beach, 
Dorado Beach, Intercontinental, La Concha, La Rada), distin- 
guished restaurants, theatres, night spots, golf courses, beaches. 
Fishing is fabulous, there are sports of all sorts, and always 
breath-taking is the island’s tropic beauty, its aura of romance, 
and consistently temperate climate. Everything you need for a 
successful sales meeting or convention is here. Working hours are 
more rewarding —for everyone is more relaxed, alert... and you 
enjoy the fresh perspective, greater prestige of meeting overseas. 
NOTE: And there’s the added advantage of being less than 1 hour 


from the U.S. Virgin Islands — for fabulous Free Port Shop- 
ping and exciting side trips. 


Trans Caribbean’s ‘‘Group-Air’’ Flight Plan 


is a specialized group service to provide maximum convenience 
and economy! 


# You enjoy the safety, comfort and efficiency of scheduled air 
travel on Super DC-6B radar-equipped planes, including hors 
d’oeuvres, meals and beverage service. 


= We make all hotel, sightseeing and other arrangements for you, 
help you plan your meetings and run them smoothly from start to 
finish — spare you the wear and tear of hundreds of burdensome 
details and offer you substantial savings. 


Your travel agent will be pleased to arrange any Trans Caribbean 
“Group-Air’ Flight, at no additional cost. Consult him or 


TRANS CARIBBEAN AIRWAYS 


“Group-Air” Department 
375 PARK AVENUE, NEW YORK 22,N.Y. © MURRAY HILL 8-44090 
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via Hager-Beaver 
international 


service! 


No delays at dockside with Railway Express! Our Eager Beavers 
can arrange ship transport to or from most anywhere in the world 
on One Through Bill of Lading! 


And that’s not all. With Railway Express, you enjoy specially 
reduced surface rates in the U. S. between gateways and other 
domestic points. 


Across the ocean, by sea or air, Railway Express gives importers 


and exporters service no other organization can match. Next time 
you ship, phone Railway Express—and see! 
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RAIL - AIR- SEA 
HIGHWAY 
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MEETING, SHOW NEWS 


Heavyweight fight was added attraction to get appliance 
dealers to a meeting. Philco Corp. staged a one-hour closed- 
circuit telecast on June 20 which preceded the Floyd Patterson 
and Ingemar Johansson title bout. Half hour after the news- 
line showing, dealers saw the fight, also via closed-circuit TV. 
Special show, “Many World’s of Philco,” was a well-staged, 
well-paced product and promotion presentation. (But it couldn't 
compete for excitement with fifth round knockout by Patterson.) 
Phileo show was not seen by closed-circuit TV theater patrons 
who paid to see the fight. Separate locations were used. Ar- 
rangements and telecasting were handled by TelePrompTer 
Corp. 


Business Equipment Exposition moves to New York City 
April 17-21. First time in New York, show will be third in a 
continuing series of national expositions sponsored by Office 
Equipment Manufacturers Institute. Show in the Coliseum 


will follow by six months the first western presentation in Los 
Angeles, Nov. 1-4. 


Early demand for space indicates biennial International 
Heating & Air-Conditioning Exposition, Feb. 13-16, Chicago, 
will surpass record-breaking show of 1957, according to show 
management. Show, the 15th, is slated for International Amphi- 
theatre. 


Cobo Hall and Convention Arena will be in the red during 
its first year, The Detroit Times predicts. The $5.4-million ex- 
position site will operate at a deficit of $177,919 starting July 1 
until next year, according to the newspaper. Operating expenses 
and maintenance are 
expected: $885,900. 


estimated at over $1 million; revenue 


U.S. will exhibit behind iron curtain again. Office of Inter- 
national Trade Fairs, Department of Commerce, reports plans 
to be in 19th International Fair at Plovdiv, Bulgaria. Plovdiv 
is city of 200,000 population and iis not far from border of 
Greece. It is second largest city in Bulgaria. 
Sept. 18-Oct. 2. Our exhibit will be 


Fair dates are 


“Medicine U.S.A.” 


Nautical theme is planned for 1960 national convention of 
Locker and Freezer Provisioners, Sept. 18-21, Sherman Hotel, 
Chicago. All-expense-paid vacation trip for two to Mexico City 
and Acapulco is to be awarded in a drawing at closing session 
of the convention. 


Twentieth annual meeting of Building Material Exhibitors 
Assn. was held recently in Chicago to consider new exhibit and 
display techniques for the building materials industry. Group 
heard from Hayward S. Cleveland, managing director, Shopping 
Expositions, Inc., Hicksville, N.Y. He outlined 1960-61 plans 
to exhibit products in vans at promine nt shopping centers across 
country. BMEA sponsors annual Caravan of Exhibits — three 
vans of exhibits that visit retail lumber dealer shows. 


Long Beach, Calif., received an okay from a state commission 
to use tidelands oil money to finance a convention and exhibit 
hall annex to its Municipal Auditorium. Voters had okayed the 
$6-million project three different times. 
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SuccessfulZ 
wast it? 


Conventions are always a 
“success — at the Hotel 
COMMODORE. No wonder! 
You get so much more — at the 
COMMODORE: more spacious, comfortable 
rooms to accommodate 10 to 3,500... 
a special “executive floor’ with suites 
and hospitality rooms designed to meet 
your specific convention needs ...5 su- 
perb dining rooms serving exceptional 
food at a range of prices... and a staff 
that “knows how”! If you’re planning an 
important meeting, for a few or a multi- 
tude — head right next door to Grand 
Central — to the COMMODORE! 


For full information: Phone 
Charles Ohrel, Director of Sales, 
Murray Hill 6-6000. 


LEEOONT OTOL PEEL MOA TODS 
, 


HOTEL CommoporeE 


42ND STREET AT LEXINGTON AVE., N. Y. 17, N. Y. 
MURRAY HILL 6-6000 A ZECKENDORF HOTEL 
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Soaring 21 stories over Courthouse Square, the 900-room Denver 
Hilton has just opened new facilities in this lively and expanding 
city. Organizations which have had to bypass Denver in the past 
because it lacked rooms and function space, can now convene in 
this mile-high city with assurance of outstanding gatherings. 
For the first time in the Rocky Mountain area, the Denver Hilton 
offers a ballroom for as many as 2,000 people, with additional 
exhibit space up to 25,000 square feet—and air-conditioned 
throughout. It can also accommodate groups of up to 300 and 400 
persons as a complete and separate convention unit—a feature 


=, ‘ 


be broken: THE PORTLAND HILTON (Oregon), offering the newest 
convention facilities in the Pacific Northwest. THE SAN FRANCISCO 
HILTON, housing one of the finest ballrooms in the world, seating 
up to 3000 for meetings and 2,500 for banquets. Look to the 
HILTON INNS—Atlanta, New Orleans, El Paso and San Francisco— 
conference facilities in a resort atmosphere. 

Look to ail the Hilton Hotels for ideal accommodations for con- 
ventions and other functions. As your needs demand greater serv- 
ices, Hilton keeps pace and remains just a bit ahead. So, whatever 
your needs, check Hilton first! 


enabling the Denver Hilton to hold two conventions at one time, 
in distinctly different areas. 

As modern as tomorrow in concept and design, the Denver Hilton 
embodies the famed traditions of Hilton hospitality and service 
around the world. 

And look to these other Hilton Hotels, where ground will soon 


Conrad N. Hilton, President 


MILTON HOTELS IN THE UNITED STATES /NEW YORK: The Waldorf-Astoria * The Statler Hilton * The Savoy Hilton * PITTSBURGH: The 
Pittsburgh Hilton * WASHINGTON, D. C.: The Statler Hilton * BOSTON: The Statler Hilton * BUFFALO: The Statler Hilton * HARTFORD: The Statler 
Hilton * CHICAGO: The Conrad Hilton * The Palmer House * DETROIT: The Statler Hilton * CINCINNATI: The Netherland Hilton * The Terrace Hilton 
* CLEVELAND: The Statler Hilton * COLUMBUS: The Deshler Hilton * DAYTON: The Dayton Biltmore * ST. LOUIS: The Statler Hilton * LOS ANGELES: 
The Statler Hilton * The Beverly Hilton (Beverly Hills) * DENVER: The Denver Hilton * HOUSTON: The Shamrock Hilton * DALLAS: The Statler Hilton 
* FORT WORTH: Hilton Hote! + EL PASO: Hilton Hotel * ALBUQUERQUE: Hilton Hotel * CHIHUAHUA, Mexico: The Palacio Hilton > HILTON INNS / 
ATLANTA, Georgia * NEW ORLEANS, Louisiana + EL PASO, Texas * SAN FRANCISCO, California > HILTON HOTELS INTERNATIONAL / BERLIN, 
GERMANY: The Berlin Hilton + CAIRO, EGYPT, U.A.R.: The Nile Hilton « ISTANBUL, Turkey: The Istanbul Hilton * MADRID, Spain: The Castellana 
Hilton * MEXICO CITY, Mexico: The Continental Hilton * ACAPULCO, Mexico: Las Brisas Hilton * MONTREAL, Canada: The Queen Elizabeth 
(a C. N. R. Hotel) * PANAMA, R. P.; El Panama Hilton * SAN JUAN, Puerto Rico: The Caribe Hilton * ST. THOMAS, Virgin Islands: The Virgin Isle Hilton. 
For the complete convention story contact any of these fine hotels or Richard L. Collison, Assistant Vice President and General Sales Manager, 
Hilton Hotels Corporation, The Palmer House, Chicago, Wiinois—RAndolph 6-7500. 
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Moscow will be site of a world’s fair in 1967, International 
Bureau of World Fairs announced in Paris. Austrian Govern- 
ment withdrew Vienna as a candidate and Montreal, Canada, 
was ruled out. 


First National Automobile Show ever held in Detroit is slated 
for Cobo Hall, Oct. 15-23. Previous manufacturer-sponsored 
shows (since 1900) have been held in New York City. All 1961 
U.S. passenger car models and many trucks will be on display. 
Show will feature an original musical review on a specially 
constructed stage four times daily. A special exhibit called 
“Auto Wonderland,” in which allied automotive industries will 
participate, is to be on another floor of the building. National 
Automobile Show dinner, Oct. 17, will have President Eisen- 
hower as honored guest and speaker. It will be a black-tie, 
stag affair, and will be attended by more than 2,500 automotive 
industry executives and leaders in business and government. 


India is using an exhibition on wheels to give information 
to rural areas. Sponsored by Union Ministry of Information 
and Broadcasting, 70-foot long railway coach with exhibits 
completed an eight-months tour and visited 92 stations. Over 
200 movie shows were presented. A second tour is now sched- 
uled. 


First Fleet Maintenance Exposition, originally scheduled for 
October, is now slated for Dec. 5-8 in New York Coliseum. New 
dates avoid conflict with other motor industry events. Exhibit 
space is to be allotted latter part of this month. 


Giantview Television Network, closed-circuit television and 
videotape producer, announces a change in corporate name to 
General Television Network. Purpose of the change is to give 
separate identities to company’s closed-circuit operations and 
its equipment manufacturing division, says Stanley R. Akers, 
president. Equipment will retain Giantview name. 


Air-Conditioning and Refrigeration Institute’s first exposition 
on the West Coast is planned for Feb. 12-15, 1962. It will be 
staged at the Great Western Exhibit Center, Los Angeles. 


Los Angeles, Detroit and Dallas have been selected by The 
Material Handling Institute for its 1962 program of regional 
trade shows. Show dates were announced as: March 6-8, 1962, 
Pan-Pacific Auditorium, Los Angeles; June 19-21, 1962, Cobo 
Hall, Detroit; Nov. 6-8, 1962, State Fair Park, Dallas. 


International Convention Planning Exposition plans a com- 
pletely new floor layout. Revolutionary floor plan is in keeping 
with aim of the event to offer the newest ideas in meeting and 
exhibit technique, reports Monroe R. Passis, director. All exhibit 
space at show in Las Vegas, Nov. 29-Dec. 1, will be island areas. 
However, instead of square or oblong spaces, each exhibit area 
will be circular. “This new floor plan is a challenge to the 
ingenuity of exhibit designers to take best advantage of exhibit 
approach from every direction,” says Passis. European conven- 
tion specialists will be in attendance, says Passis, to swap ideas 
on convention planning and staging. 
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Yardley of London Ine. is one of 
many leading corporations which 
held their sales meetings or 


conferences in 


For the many advantages—in 
transportation, accommodations, 
sports facilities, dining and 
entertainment — that Bermuda 
offers for successful sales meet- 
ings, small conventions and 
directors’ sessions, write for your 
FREE copy of the 24-page book- 
let, “BERMUDA, Headquarters 
for Memorable Meetings and 


Conferences.” 


The Bermuda Trade Development Board 
Dept. SM-7, 620 Fifth Ave., New York 20, N. Y. 


Please send the convention booklet to: 


Nome 


Street 


City State 
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“Canada 1s 
conventionland! 


ONLY HOURS AWAY- VIA TCA 


Conventions are fun when you hold them in Montreal, Canada’s 
unique Paris de TAmérique. There you'll discover superb con- 
vention facilities that comfortably accommodate more than 
5,000 delegates. And only 40 miles away via a six-lane super- 
highway are the rustic lodges of the Lauwrentians — perfect for 
smaller meetings or weekend fun. Nearby there’s Quebec City, 
with its historical old-world charm. This year convene in 
Canada. Offering all the excitement of a “foreign” land... 
only a few hours away by TCA. 


~ 
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TRANS-CANADA AIR LINES 


For planning assistance, see your travel agent, or contact TCA 
in Boston, New York, Tampa/St. Petersburg, Miami, Cleveland, 
Detroit/Windsor, Chicago, Seattle/Tacoma, San Francisco, Los 
Angeles or Washington, D.C. 
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DORIC BELLINGHAM, Bellinghars, Wn. 
Meetings to 1700; catering to 10C0. 


in the west 


depend on 
DORIC 


for successful 

DORIC LEAMINGTON, Oakland af a 2 EN TRADE SHOWS, 
a Us WN MEETINGS, 

: : CONVENTIONS 


DORIC NEW WASHINGTON, Seattle 
Meetings to 500; banquets to 350 


DORIC MAR MONTE, 
Santa Barbara 
Meetings to 400, 
banquets to 350. 


From Vancouver, B.C., Canada, to San Diego, California, you'll 
find outstanding Doric facilities — with expert planning help and 
dependable follow-through to make your meeting run like clock- 
work. Large or small, your meeting is of utmost importance to a 
Doric hotel. More and more organizations, throughout the West, 
have discovered that when it comes to planning a trade show, 
convention or meeting, you can leave the details to Doric. Depend 
on Doric! Their quiet efficiency, friendly hospitality, and excep- 
tional service assure you of success. Write for Free “Convention 
and Meeting Planner’ which describes services and facilities 
available at all Doric properties. 


THE DORIC COMPANY 


University Bldg. Seattle, Wash. MA 3-5400 


DORIC OCOTILLO LODGE, Palm Springs 
Outstanding for incentive program 
winners; the desert’s most lavish luxury resort! 


DORIC SURF RIDER INN, Santa Monica 
Meetings to 300; banquets to 175. 
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THIS MAN can show 
your salesmen 


how to sell more! 


This is Alfred, leading man in a 
unique series of six colorful, new, 
sound filmstrips on salesmanship, 
entitled ‘‘Two Hundred On Alfred.”’ 
Sales managers and training directors 
who have seen ‘‘Alfred” say: ‘‘... it’s 
the best film series on salesmanship 
we've ever seen!’ 


Now, “Alfred” is available to you... 
to spark your sales training program... 
to put new life into your sales 

meetings .. . to refresh experienced 
salesmen . . . and to indoctrinate 

: new salesmen. 


More information? Send this coupon 
today for ‘more details. 


q . 

Malt. Close and Patenaude 

4 1617 Pennsylvania Blvd., Phila. 3, Pa. LO 8-4224 

t 

; ‘*Two Hundred On Alfred” sounds interesting. Please send more information. 
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GROSSINGER'S 


Only 2 hours from New York, in the 


beautiful Catskill Mountains, you'll find | 


a blending of natural beauty and 
man-made ingenuity . . . 1000 acres of 
fabulous resort estate, providing 
America’s most versatile setting for 
every type of Convention, Sales Meeting, 
Training Seminar and Incentive-Plan 
Holiday. In this pleasant country 
atmosphere you'll enjoy every modern 
facility for the smooth functioning 

of your convention; all the advantages 
of a captive audience, plus an 
unequalled array of Sports, Social and 
Entertainment features. 


The magnificent Indoor Pool 
and Health Club is the largest 
in the resort world! 


There’s the Championship 18-Hole 
Golf Course; Tennis on all-weather 
courts; Private Riding Academy and 
Bridle Trails; Grossinger Lake for 
Swimming, Boating, Fishing; Hunting 
in season; Outdoor Artificial Skating 
Rink open 7 months of the year; 

Skiing and Tobogganing in Winter; 
always Top-drawer Entertainment and 
Dancing nightly to 2 fine Orchestras. 


The gracious Dining Room 
seats 1400 guests, to enjoy 
Grossinger’s famed cuisine 


There are 25 Meeting Rooms, to seat 
from 10 to 1600 people . . . complete 
with latest ALTEC P. A, equipment, 
Movie and Slide Projectors and Large 
Screens, Tape Recording Facilities, etc. 
Convention Hall seating 1600 has 

40’ x 20’ x 4’ Permanent Stage. 


Conveniently reached from all directions 
over 6-lane super highways... and 
by private plane to 

JENNIE GROSSINGER AIRPORT. 


A total of 25,000 square feet 
of Exhibit Space .. . 12,500 on 
this one floor! 


FOR COMPLETE DETAILS AND COLOR BROCHURE, 
WRITE OR CALL 


RICHARD B. BRAINE 
DIRECTOR OF SALES 
GROSSINGER’S OFFICE, 221 WEST 57TH ST. 
NEW YORK 19, N. Y. Phone Circle 7-4965 


> 
PCOBIAMNG LCD ALL SPORTS at ALL SEASONS 


GROSSINGER, N. Y. 


ON GROSSINGER LAKE 
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HAS EVERYTHING 


ee . 


ALL THE YEAR ‘ROUND! 
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Planning 
a 


Paerfie Coast 


meeting ¢ 


Here’s 
im portant 


travel 
news— 


WESTERN AIRLINES 


announces 


BOEING (07 SETS 


between 
Los Angeles San Francisco 


} 
| 
Portland Seattle 


| 


New JET/ Champagne Flights » New JET /Coach 


__| FASTEST, FINEST SERVICE ALONG THE PACIFIC COAST _ 


For information without obligation, write Betty West, Convention Bureau 
Manager, Western Airlines, 6060 Avion Drive, Los Angeles 45, California 


1960 
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AMERICA'S INFORMAL 
BUSINESS CAPITAL 


You will find at The Greenbrier the perfect setting for 
your conference, whether it be for ten or a thousand 
people. The new, air-conditioned West Wing has an 
auditorium with a 42-foot stage, new sound and pro- 
jection machines, splendid banquet arrangements, a 
theatre with a CinemaScope screen. Ready soon will 
be our new 17,000 square foot exhibit hall. For after- 
session enjoyment The Greenbrier’s recreational facili- 
ties are unsurpassed. And our staff of experts not only 
helps in planning your program, but they also handle 
the details to carry it through successfully. 

Special Winter Rates available on request. Include a 
spacious, luxurious room and The Greenbrier’s tradition- 
ally fine meals, green fees (our courses are playable much 
of the winter), swimming in mosaic tile indoor pool, mem- 


etal NTN a 


bership in the Old White Club and gratuities to service i 
personnel. EFFECTIVE DEC. 1, 1960—FEB. 28, 1961. 4 
FOR INFORMATION write Charles L. Norvell, Dir. of Sales. } 


Also reservation offices: New York, 17 E. 45th St., MU 2-4300 

Boston, 73 Tremont St., LA 3-4497 +» Chicago, 77 W. Wash- 

ington St., RA 6-0624 + Washington, D. C., Investment Bldg. 

RE 7-2642 + Glen W. Fawcett: San Francisco, 1029 Russ Build- ie 

ing, YU 2-6905 + Seattle, 726 sere 


Joseph Vance Building, MU 
THE 
2-1981 * Dallas, 211 N. Ervay, ; 2 
RI 1-6814 + Los Angeles, 510 Wag, 
West Sixth Street, MA 6-7581. 


WHITE SULPHUR SPRINGS + WEST VIRGINIA 


JET to your convention on Delta! 


CONVAIR 880’s—the world’s fastest Jetliners join Delta’s Jet Fleet of magnificent 
DC-8’s. 880’s now serve New York, Houston, New Orleans, Atlanta, Dallas; 
August 1 Chicago and Memphis. 


Se gnarl tt 


DOUGLAS DC-8 Jetliners offer choice of Deluxe or thrifty Supercoach. Now serve 
New York, Miami, Chicago, Detroit, Atlanta, Dallas/Ft. Worth, Tampa. 


See your Travel Agent or nearest Delta Office 


=) — ee 


AIR Link S&S 
The air line with the BIG JETS 


2 a REAR AS 
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Powered by General Electric 
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} easy steps to 
a convention in Hawaii 


1 Choose one of Sheraton’s five world-famous luxury hotels on the beach at Waikiki 
for your headquarters 
“pest 


uest rooms. 


ooms 50 guest rooms 


¢ — MOANA — 250 & 
THE SURFRIDER — 1 


) st , 
AL WAWANIAN 500 guest! THE PRINCESS KAIULANI | 


ROY 
THE RY ROYAL and DIAMOND HEAD WING } 510 guest rooms 


a Contact Sheraton’s veteran staff of 
convention experts to help you plan 
every detail — an experienced staff led by 
Robert Chandler, Sales Director 

for Sheraton in Hawaii, with 
headquarters at the Royal Hawaiian. 


3 Enjoy Sheraton’s new 
air-conditioned Meeting House — 
custom-designed for conventions, 

with facilities that can be enlarged 

to seat 1000 or divided to accommodate 
5 smaller groups in complete, 
sound-proof privacy. 


es at 


WANT TO KNOW MORE? Write Mr. Chandler or Sheraton Hotels, National Convention Headquarters, 
Sheraton-Park Hotel, Washington, D. C. 


BY JET: just 5 hours from the West Coast .. . 10 hours from the East Coast. BY SHIP: 414 pleasant days. 


- SHERATON HOTELS IN HAWAII 


On the Beach at Waikiki 
JULY. 05, 1960 31 
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Tool Kit to Kill Gripes 


Some meeting planners avoid group discus- 
sion at all costs. Others approach group par- 
ticipation with misgiving. Big fear is that any 
session that permits or encourages comments 
from the floor will degenerate into a gripe 
session. This fear threatens even stout hearts. 


To sidetrack complaints at meetings, many 
executives have devised fancy footwork (which 
seldom works). It cuts off the complainer suc- 
cessfully, but it never satisfies him. And worse, 
it never satisfies the group. It has a reverse 
effect. 


When you sidetrack a gripe rather than handle 
it, you often strengthen the conviction of the 
group that the complaint is just. In addition, 
you often entrench a gripe in a mind that pre- 
viously had harbored none. 


What are the deadly statements that tem- 
porarily silence gripers by dodging issues? 
There are six popular ones. Most of us use them 
at one time or another, although we shouldn't. 
It is important, however, that we recognize 
them for what they are: dodges to avoid real 
issues. Here are the statements: 


“This is just a small part of a complex prob- 
lem that has to be studied carefully.” This signs 
finis to any complaint. It acknowledges a prob- 
lem and lets it hang fire until you beat a hasty 
retreat from the meeting. Want to frustrate your 
group, use this statement next time a gripe 
comes forward. 


“Suppose you head the committee to look 
into it.” This is a genuine gripe killer. You toss 
the complaint right back to the man who voiced 
it. By the time he realizes what you have done 
to him, you can be gone. Of course, you silence 
the gripe, but you have the whole group alerted 
to it. You may be starting a giant blaze that 


could have been put out when it was simply 
a slight smolder in one man’s mind. 


“You have to crawl before you can walk.” 
Nothing new about this statement, but it kills 
off more new ideas at meetings than Rover has 
fleas. This is an ideal status quo maintainer. 
It assures everyone that suggestions are not 
welcomed. 


“We don’t have the answer to that one yet.” 
This is disarming. Use it and it makes you out 
to be an honest guy —for awhile. But soon, 
your group catches on that you don’t want to 
give an answer — don’t want to have to consider 
the subject. It’s a perfect out at any session. 
Admit you don’t know and nobody can expect 


anything further. 


“We're consulting an expert on that right 
now.” Forget it, fellows. It’s in the lap of the 
gods. Don’t bother about it anymore. This 
statement will sweep any gripe, complaint, sug- 
gestion or comment right under the rug. It’s a 
safe thing to say. Nobody can accuse you of 
being unsympathetic. Of course, it doesn’t sup- 
ply anybody with any information, either. 


“The board (or president, or treasurer, or chief 
engineer) hasn’t accepted the idea yet.” With 
this statement you blame somebody — anybody 
will do. More remote the man you blame, the 
better. This gets the complainer off your back. 
You dredge up somebody else for him to hate. 


There you have six deadly statements to end 
gripes at any group discussion. There are a few 
others that work, but you can handle almost 
any complaint with this tool kit. 


Stop progress? Sure it will. But it gets you 
off the hook while the meeting is in progress. 
(After all, you can’t let those guys in the audi- 
ence forget who's boss.) 
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DEMOCRATIC Convention floor plans are blue printed by 
Hubert J. Schlafly, vice-president TelePrompTer Corp, N.Y.C. 


Secret 
Plans 
Behind 
Political 


Conclaves 


Neither party knew what was 
planned in opposite camp, but 
ideas and techniques are sim- 
ilar. Conventions to have 
most complicated electrics set- 


up ever used at any meeting. 


WHEN vou are privy to the planning 
secrets of the Democratic and Repub 
lican conventions, one thing strikes 
you: Both sides are planning pretty 
much the same thing! 

In the hush-hush secrecy of both 
camps, you discover, while neither 
side knows for sure what the other is 
doing, problems are identical and 
solutions follow similar paths. For 


instance, both Democratic and Re- 
publican conventions will use closed- 
circuit TV to show faces of speakers 
on giant-size screens. 

Method to be used to televise 
speakers is to place cameras in the 


“a REPUBLICAN floor plans are checked by Nathan L. Halpern, 
' president, and Marshall Jamison, executive producer, T.N.T. 
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Democrats will have one 
camera in the rostrum while Repub- 
licans are talking in terms of two 
rostrum-mounted cameras. 
Communications and floor plans 
are being handled by professional 
closed-circuit TV organizations. Tele- 
PrompTer charged with 
Democratic arrangements while Thea- 
tre Network Television, Inc., is plan- 
ning Republican convention layout 
and communications. 
Democratic National 
is using Los Angeles Memorial Sports 
Arena and Republican National Con- 
will hold forth in Interna- 
tional Amphitheatre in Chicago 


rostrum. 


Corp is 


Convention 


vention 


Layouts in January 


Democrats started their plans earlier 
their convention is first, July 11 open- 
ing) and had operations laid out long 
before plans for the Republican con- 
vention had been jelled. Republicans 
don’t meet until July 25. First layouts 
for the Democratic convention 
on the drawing boards in January 


were 


Two big aims of these conventions 
are that delegates see a better “show” 
that 
have better coverage of events and 


and home television audiences 


personalities. Among big problems 
for convention planners are installa- 
tion of media facilities that will not 
with delegate vision and 
participation, and seating of delegates 
so that they will not obstruct opera- 
(television, 
still photographers, report- 


interfere 


tions of media people 


new sreel 


ers 


Rostrum Is Main Concern 


Focal point of both conventions 
will be the Never 
have so elaborate a setup for rostrums 
addition to 
cameras in the 


rostrum before 
been contemplated. In 
television rostrums, 


electronic prompters and_ elevators 
will be installed 

Neither planning group knew what 
the other had in mind, but the Demo- 
crats will use a prompting device (and 
Republicans were thinking along the 
makes use of a T\ 
with scripts crawling ver- 
tically up them 


same lines) that 
monitor 
Monitors in rostrum 
will reflect scripts from the base of 
the rostrum up to a flat glass at about 
waist level 

TV camera will shoot through the 
one-way glass. Thus speakers will 
read their speeches from the glass but 
will not see the TV camera aimed at 
them. Scripts will appear as white 
print on black background (definitely 
planned by Democrats and probably 


used by Republicans). Black back- 


ground will be easier on speakers’ 


eves who will be flooded by overhead 
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spots which will present enough of a 
blinding element. 

Democratic rostrum will have a 
white plastic top. This will help to 
reflect light under speakers’ chins to 
best light speakers’ faces for televi- 
sion. (Last Democratic convention 
used a glass-top rostrum to reflect 
light but this had one bad bug in it. 
One energetic speaker put his fist 
through the glass.) 


Elevator in Rostrum 


An elevator will be part of the 
rostrum. Democrats used one last 
time and have developed some tech- 
nique in its use. Way they plan to 
work it is this: As a speaker mounts 
the rostrum p.atform, the elevator 
will raise him to high position. As he 
acknowledges applause and welcome, 
he will be lowered slowly to the right 
height for TV pickup. 

TelePrompTer technicians have 
worked out the best way to find the 
right height for a speaker. Behind the 
rostrum there will be a draped cur- 
tain. On the curtain will be a small 
spot, unseen by the audience. As the 
elevator is lowered, technicians will 
watch for the spot on the curtain. As 
the speaker's head comes down so 
that the spot is right above it, eleva- 
tor will be stopped. 

Last time at Democratic conven- 
tion, TelePrompTer technicians asked 
each speaker in advance about his 
height so elevator position could be 
pre-set. Problem, however, was that 
some speakers exaggerated their 
height. In the case of women, they 
underestimated (didn’t include addi- 
tional height of spiked heels). So 
rather than rely on heights given by 
speakers, the spot system has been 
devised. 

Republicans did not use an eleva- 
tor last time, but Theatre Network 
Television has such a plan this time. 


Seats Face Short Side 


TelePrompTer carefully charted 
Memorial Sports Arena to select best 
lines of sight for delegates and TV 
installations. Result: seats will face 
the short side of the hall rather than 
the conventional way. According to 
Hubert J. Schlafly, TelePrompTer 
vice-president and brainstruster for 
convention layout, no delegate should 
be more than a 30-degree angle from 
the rostrum. He poured over dozens 
of blueprints of floor layouts to de- 
vise the one with best lines of sight. 

Camera stands for network televi- 
sion, newsreel cameras and still pho- 
tographers are being erected so there 
will be no interference with delegate 
vision in Los Angeles. TV cameras 
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will be able to cover every spot in 
the hall to pick up each delegate who 
may rise to speak from his seat. 

At both conventions, networks’ TV 
cameras will be pooled. A single TV 
director will monitor the cameras and 
pick the shots available to networks. 
Pool was necessary to prevent the hall 
from being inundated by TV equip- 
ment. 

Networks will be able to pick up 
pictures from closed-circuit cameras 
in rostrums. Both TelePrompTer and 
TNT will operate pari-mutuel boards 
to show vote totals. These are for 
delegates and will probably be picked 
up by networks that may or may not 
have their own this time. 

Republicans will have larger closed- 
circuit screens at their convention. 
TNT plans to use 20 ft. by 30 ft. 
screens while TelePrompTer’s instal- 
lation will use 10 ft. by 16 ft. rear- 
projection screens hung from ceiling 
beams. 


Remote Pickups 


Some remote pickups are in the 
works for the Republican convention. 
These may include telecast from the 
White House. One remote planned 
will be a re-enactment of an Abraham 
Lincoln speech from [Illinois with 
Ramon Massey in the role of Lincoln. 
Republicans also plan to use visual 
aids with major speeches. 

Marshall Jamison, executive pro- 
ducer for TNT and former network 
TV producer, will devote much of 
his pre-convention time to coach Re- 
publicans on good TV technique. Aim 
will be to make most of politicians’ 
best features (speaking and visual) 
and to forestall any manerisms that 
may detract from good presentation. 

Showmanship is a big considera- 
tion for these conventions.  Tele- 
PrompTer has planned to set up the 
hall so that the view of the home TV 
audience will be tidy, professional 
and free of distraction. For instance, 
the orchestra will be in the balcony 
behind the speaker’s platform. How- 
ever, a traveler curtain will cover the 
orchestra while it is not playing. This 
will prevent TV cameras from picking 
up musicians behind the speaker 
(“We don’t want the audience to see a 
musician picking his nose or taking 
his instrument apart while a speaker 
is on the platform.”) 

Compare plans for these conven- 
tions with any you have ever staged 


or attended, and vours are duck soup | 


stacked up to these. Seating alone is 
a vast headache. 
and publication wants best positior 
on the floor. Each TV network vies 
for best floor spots. Not only is ther« 
(continued on page 144) 
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Stockholders 
Ought to Have 
Something Better 


. . and so American Optical Co. tossed aside the 
ordinary, dull, cut-and-dried stockholder meeting 
and created a 2,000-product exhibit. Employes and 


key people in community were invited to the event. 


STOCKHOLDERS gather 
for annual meeting. 


ANNUAL stockholders’ meetings are Mass., AO planned to use it for the company’s outstanding developments 
inclined to be, if not dull, pretty cut- benefit of an estimated 10,000 people over the previous year. Never had 
and-dried affairs. Attendance repre- over and above the normal turnout of an attempt been made to bring to- 
sents only a fraction of the actual 50 or 60 stockholders. gether the products of nine separate 
number of shareholders. Company's Advertising Depart- plants and subsidiaries. Instead of 
Annual meetings of 127-vear-old ment, under whose aegis numerous using a small conference room as in 
American Optical Company were no trade conventions are staged every the past, the meeting was moved into 
exception until management decided year, was given the responsibility of the company auditorium, customarily 
to do something different in 1960. staging a comprehensive exhibition of used for noontime employe movies, 
Without breaking the tradition of AO’s more than 2,000 products. For- amateur theatrical events, hobby 
holding the annual meeting at com- merly, stockholders’ meetings had fea- shows, and the like. 
pany headquarters in Southbridge, tured small displays of some of the To ensure as large an audience for 


FIBER OPTICS BUNDLE is device used to see around corners. VISITORS try optics at sunglass exhibit. 
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the display as possible, a three-day 
open house for AO’s 4,000 South- 
bridge employes was announced, with 
hours from p.m. (lunch 
, and from 6 p.m. to 9 p.m. each 
evening. Invitations were sent to 
members of the local business, civic 
and religious community by the man- 
ager of Industrial Relations. 

Placement directors of leading New 
England ‘colleges and_ universities 
were invited to attend, as well as 
employment agency directors and 
personnel directors of other manu- 
facturing companies in the area. All 
vendors calling on Purchasing De- 
partment during the three-day period 
were given the opportunity to visit 
the display. 


noon to 1 
hour 


Invitations also were sent to all 
local high school science classes in the 
area, since heavy emphasis was on the 
company’s research and development 
program 


Good Publicity 


Publicity stories, with photographs 
of unusual products, were sent to the 
three local papers and radio stations 
for release during the week before 
the open house. Pickup was good, 
and each day there were stories on 
the forthcoming event to stimulate 
high interest 

Within the Southbridge plant, post- 
ers were put up on all 80 bulletin 
boards to invite AO people to bring 
their families to the product display. 
In every pay envelope distributed the 
week before was a printed insert 
stating 


“You and your family are cordially in- 
vited to attend an AO Product Display, 
featuring many of the products you have 
helped to make.” 


Layouts of the display area were 
made, allotting so much space to each 
of the company’s divisions and sub- 
sidiaries. Theme of the exhibit was 
taken from the cover of the 1959 
Annual Report, which stated: 


“Products to Extend and Protect the 
Physical Senses of Man.” 


Products Illustrate Theme 


Each division head was given the 
task to supply products that would 
illustrate the theme. (Products ranged 
from surgical microscopes to flying 
helmets for outer space.) Certain 
items, such as the test equipment for 
the Atlas missile guidance system, 
when not available for display, were 
photographed and life-size blowups 
made for the exhibit. 

In the case of the Sidewinder mis- 
sile, for which AO manufactures com- 
ponents, a color film to show the 
weapon in action was obtained from 
the Government and shown through a 
rear projector. By the same method, 
it was possible to demonstrate the 
company’s guided missile trackers fol- 
lowing an Atlas takeoff. 

In recent years, AO has developed 
and manufactured in its own plant a 
complete line of fitting room, exam- 
ining room, and reception room fur- 
niture for professional offices. For the 
exhibit, one entire wall was divided 
into separate rooms, complete with 


INDIVIDUAL SETS of doctors’ offices are set up to exhibit A. O. furniture. 
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drapes, vinyl tile floors, and pictures 
on the walls. Decorator colors were 
carefully selected to show various 
furniture finishes to best advantage. 
Result was a lifelike tableau of at- 
tractive professional offices. 

Safety products display achieved 
a striking effect through the use of 
full sized mannequins, dressed from 
head to foot in respirators, hoods, 
and aluminized or flameproof cloth- 
ing. Opaque projectors made by the 
firm served a double purpose by being 
used to project slides of other prod- 
ucts on wall areas. All slides used 
were animated by a new process be- 
ing marketed by the company. 

A large portion of the display area 
was devoted to research and develop- 
ment projects. from the company’s 
own laboratories. Shown for the first 
time was the helmet being developed, 
under a Government contract, for use 
in outer space. Research display of 
fiber optics, superfine glass strands 
which carry light and images around 
corners, was the biggest attention 
getter of the entire exhibit. By a 
fortunate coincidence, the “Wall 
Street Journal” had, the day previous, 
carried a front-page feature article on 
this product, and the work American 
Optical was doing with it. For most 
visitors, this was the first opportunity 
to see a remarkable optical develop- 
ment that was currently in the head- 
lines. 


Educational Plus 


The exhibit was extremely useful 
from an educational viewpoint as far 
as company communications went. 
Many of the several thousand AO 
employes, who attended with their 
families, discovered that the firm was 
not only in the business of making 
eyeglass frames and lenses (principal 
products of the Southbridge plant), 
but microtomes and blade sharpeners, 
artificial eyes, coffee tables, magnetic 
ink microscopes, steel-stapled leather 
gloves, microfilm readers, guided mis- 
sile trackers and dental equipment. 

The business community was given 
a vivid impression of the scope of the 
company’s operations. Vendors sud- 
denly realized the vast range of AO’s 
needs for supplies and materials. Col- 
lege placement directors saw many 
prospects for employment of their 
graduates, as did the agency heads 
who attended. 

Steady stream of visitors to the dis- 
play over the three-day period indi- 
cates interest in such an exhibition. 
Company feels that it gained much 
from the effort, both in goodwill gen- 
erated and increased understanding 
of its operations by a wide audience. 
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So They 


Wont 


Talk, Eh? 


When a group of people unknown to each other sit down at a 


conference, tendency is for them not to talk about themselves. 


Even salesmen take time to open up. Here’s a way to get them to 


talk right away (under control) and to learn about each other. 


By A. D. “SCOTTY” CAMERON 
Director, Recruiting and Training, Airkem, Inc. 


THERE’S AN OLD MYTH: “Maroon 
a salesman between Murmansk and 
Montevideo and he'll land on his feet 
—talking.” 

This may be so on a _person-to- 
person basis. But, throw 20 or so 
strangers together in a meeting room 
and salesmen or not, you will find the 
atmosphere chilled away below the 
point that permits free flow of ideas. 
Checking out the basic reason for 
this with groups in every section of 
the country, we have come to the 
following conclusions: 


1. Salesmen are basically individ- 
ual communicators—at their best they 
influence the individual rather than 
the group. 


2. Faced with a group of unknown 


quality—or one that may represent a 
collection of expert sharpshooters— 
JULY 
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their natural tendency is to hold back. 
They try to get the “feel” of the 
group before committing themselves. 

3. Regardless of their personal 
confidence, most men have a degree 
of reluctance to talk about themselves 
for fear it will sound like bragging. 

Now I'll grant you that many a 
group has one or more “volatile 
Victors” that are never fazed by these 
factors. Ordinarily you might think 
such fountainheads of knowledge 
would help greatly to relieve the con- 
dition. Actually, these lads who are 
consistently hypnotized by the sound 
of their own voice only complicate 
the situation further. With little or 
no effort they can make themselves 
so obnoxious the rest of the group 
will clam up tighter than ever rather 
than run the risk of being branded 
with the same mark. 


Fortunately there’s a very simple 
remedy for this situation. All it re- 
quires is establishing a framework 
within which the group can work. 
Here is the “how” and “why” of a 
step-by-step sequence that has proved 
effective for us in conducting meet- 
ings of this type over the years. 

As soon as the men come into the 
room, ask each one to take a few 
minutes to fill out a brief fact sheet 
that you have prepared. Give it any 
title you choose, just so its compli- 
mentary and builds the stature of the 
individuals. We call ours “Famous 
Men of Airkem”. You can vary yours 
to fit your needs. Here are the ques- 
tions we asked on a single mimeo- 
graphed sheet: 


Salesman’s name 
Company or 
sented 


distributorship repre- 
Number of company’s sales 

ings attended to date 
His major claim to fame 
His greatest ambition 


mect- 


Obviously, the true value of this 
questionnaire is in the last two clas- 
sifications. It’s essential therefore 
that the group leader stress the point 
that these accomplishments or ambi- 
tions are left entirely up to the indi- 
vidual’s discretion. A man can have 
many accomplishments outside his 
field of business of which he is justly 
proud—just as he’s entitled to have 
great ambitions in other areas. Main 
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thing is to get the group into the 
spirit to reveal some facts about 
themselves that will make them more 
vital and interesting as individuals to 
one another 


Now Fun Begins 


been com- 
Have each 
man pass his questionnaire to the man 
on his right. At a conference table 
this is a Seated class room 
style, it’s a little more involved but 
worked in an fashion 


Once the forms have 


pleted the fun begins 


cinch 


serpentine 


across one row and back the next it 
can be worked out in an orderly 
fashion 

About this time vou're going to 


start running into a lot of questions 
from the group on what this is all 
ibout, so a short explanation along 
the following lines is in order: 

“Some of you are wondering about 
this paper passing routine. Actually, 
there is a good—if somewhat sneaky 
method to our madness. 

“While it probably doesn’t apply 
to this group, we do find salesmen 
who don't like to talk. Some are a 
bit backward about talking to a group 
while hesitate to talk about 
If you happen to fall in 
category you can forget vou 
problem because we've taken care of 


others 
themselves 
either 


things on both scores 
“According to our little scheme, 
you now have the questionnaire filled 
out by the man on your left. It’s onl 
natural that when vou give us this 
information shown on the sheet, we'll 
ail be looking at the lad you're talk 


ing about—no one will be looking at 


you. And if you don’t like the idea 
of talking about yourself, you can 
forget that, too, because you won't 


be. The man on vour right will tell 
us all about back 
enjoy it with the rest of us. 

“Now things rolling, 
suppose I lead off by introducing this 
distinguished looking chap seated at 
mv left P 


vou so sit and 


just to get 


Important Factor 


While it might seem like a minor 
point, here’s an important factor to 
bear in mind. If papers are passed to 
the right—start your introductions 
counter clockwise around the table 
If the fact sheets are passed to the 
left—then introductions should be 
made in a clockwise rotation. This 
insures that the group will hear next 
from the individual who has just been 
introduced by the previous speaker. 
Having just learned some interesting 
facts about this individual who up 
until a few moments ago was a com- 
plete stranger to them, they're now 
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interested in hearing what he has to 
say. And incidentally, it also pro- 
vides a speaker with a ready made 
opportunity to pick "P any remarks 
made during the introduction. It’s the 
ideal opportunity for spontaneous re- 
partee and a wonderful opportunity 
for a man to demonstrate his ability 
to think on his feet. 

Actually, the success of this tech- 
nique hangs in the balance at this 
point. For the most part, the group 
will take its cue from the meeting 
leader's sample introduction. If he 
merely reads off the data supplied by 
the man being introduced — you're 
likely to be in for a deadly dull ses- 
sion. But if the leader takes those 
selfsame facts—applies his own crea- 
tivity and weaves them into an inter- 
esting account that has some life and 
sparkle to it, the entire table will fall 
into line. And being a competitive 
breed by nature, you'll find each man 
trying to outdo those whose efforts 
have preceded him. 

Of course, you'll find some better 
than others at this sort of thing. It’s 
a good idea, therefore, to have the 
meeting leader add a few remarks 
of his own before calling on the fol- 
lowing speaker in line. In this way 
without appearing to do so he can 
build up the weaker efforts while 
merely echoing a point made during 
a topflight effort. In this way both 
control and momentum can be main- 
tained. 


\ 


Benefits Gained 


So much for the mechanics of the 
method. Here then are the benefits 
to be gained from this technique as 
we see it: 


1. It overcomes the natural reluc- 
tance that many people have of talk- 
ing about themselves. 


2. It helps eliminate one of the 
major fears that many people who 
are not overly confident of their pub- 
lic speaking ability may face in 
speaking to a group of strangers. 


3. It gives every man a chance to 
display his own creative abilities 
while working within a standard 
framework. 


4. It reveals a number of hidden 
facets about each participant that 
makes him more interesting to the 
group as an individual while opening 
up areas of common interest within 
the group that might not otherwise 
come to light. 


5. It gets the meeting off to a run- 
ning start by establishing a relaxed, 
informal atmosphere designed to 
bring out full cooperation and par- 
ticipation of all those in attendance. 


And that’s about all you can ask 
from any one meeting technique. + 
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END PIECE is thronged by crowds as British Exhibition de- features unicorn and lions draped with decorative cloth in 


signer James Gardner watches favorable reaction. Exhibit modernistic background. Cost is estimated near $30,000. 


Jolly Good Show 


British Exhibition in New York Coliseum is top draw. British 
industry invests $10 million with show designed to up $1 billion 


annual trade by 10%. Use good taste, expert showmanship. 


'HE BRITISH know how to exhibit New York Coliseum was a handsome 10-26, were unique. It was the largest 
Even with tight budgets and careful and effective display. single-nation show in the United 
cost-watching, British Exhibition in Many things about this show, June States and largest commercial show 


ENT JULY 15, 1960 
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BEST EXHIBIT in British show, Tube Investments, Ltd. Anthony Biddle accepts 
trophy awarded to company. Exhibit was created by City Display Organiza- 
tion, England; installed by a local firm, The Displayers, Inc., New York City. 


ever staged by the British abroad. It 


was sponsored by business interests 


rather than government. (Her Maj- 
estys Government bought exhibit 
space just as any other exhibitor at 


about $5 a sq. ft 
Prefab Exhibits 


Almost all exhibits were prefabri- 
cated in Great Britain and erected in 
the Coliseum by exhibit 


agree- 


American 

have working 
British exhibit 
companies. As is the 
British exhibits 
New York one-time use—to 
be dismantled and discarded after the 
show 


builders who 


ments with building 
with 


these for the show in 


custom 


were tor 


$1.50 


Was a 


rip through the show (at 
for adults, 75c for children) 
pleasant experience. There was some- 
thing for everyone. British show plan- 
ners thought of just about everything 

from traffic flow to balance of con- 
sumer and industrial attractions. 
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Entrance to the exhibition was lim- 
ited to two doors which led into a 
darkened lobby. On one wall, 57 ft. 
wide, was a suge screen. Across the 
screen marched Her Majesty’s Irish 
Guards band. As it moved across the 
screen it played a new march by Mal- 
colm Arnold (composer of music for 
“The Bridge Over the River Kwai’). 
Band marched across the screen and 
stereophonic speakers switched on so 
that sound matched the position of 
bandsmen on the screen. As brass sec- 
tion moved across the center of the 
you heard the brass section 
from center speakers. Stacked in seven 
cabinets, 56 speakers were used. 

Marching band tended to move the 
crowd through this lobby area. Few 
probably realized the complicated pro- 
cedures involved to present a lifesize 
band on the screen. Behind-the-scenes 
story of problems to get the right 
effect are worth mention. 

The Irish Guards photo- 
graphed in marching formation as 


screen, 


were 
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they played a few months ago. There 
was some wrangle, however, to get 
them to march in threes in order to 
properly fill the screen. Normally they 
march in fours, and to get them to 
break tradition, film directors had to 
do some fast talking. But that wasn’t 
the end of problems, only the begin- 
ning. 

The band did not play the march 
written especially for the exhibition 
when it was being filmed. It played 
another march with a slightly slower 
beat. Thus, when sound was recorded 
and matched with motion picture, it 
was out of “sync.” 


Sound on Four Tracks 


Sound was recorded on a four-track 
tape. Show Engineers, New York City, 
U.S. company appointed to handle 
this “marching project” at the Coli- 
seum, had to scour the country for a 
four-channel soundtrack head since 
the type required has not been in com- 
mon use in this country for many 
years. 

Because of last-minute rush to com- 
plete installation of exhibits in just 
eight days, the marching band “fea- 
ture” was given last place on the time- 
table. Show Engineers had to install 
the projectors, screen and have every- 
thing ready in something short of 24 
hours. (Original plan indicated that 
about four days would be needed for 
setup. ) 

Here are some of the problems 
Show Engineers had to solve to get 
the band marching across the lobby 
screen: New lenses for 35mm projec- 
tors (two were used) had to be de- 
vised because only 27 ft. were avail- 
able between projectors and screen to 
throw the image across the 57 ft. 
expanse. (Rear projection was used. ) 

To complicate matters, on another 
wall a small screen and speaker had 
to be synchronized to the music and 
marching band on the big screen. 
This, too, was rear projection. As the 
band marched across the big screen, 
individual members of the band were 
shown playing on the small screen. As 
trombone music came from the speak- 
er, a trombone player from the band 
was shown blowing away on the small 
screen. Between clips of bandsmen on 
the small screen, facts about British- 
American trade were shown. 

All projectors were synchronized to 
the master tape. All projectors were 
locked in “syne” with special motors. 
Film had to be speeded up slightly 
to get the band in time with the mu- 
sic. Projectionists had to be on the 
alert constantly to get band in time 
with -music and small screen in 
“syne” with the large one. Film ran 
27 minutes and then had to be re- 
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BRITISH motor vehicies make up show’s largest industrial exhibit. This was 
first time so many Engish-made cars and trucks were ever exhibited in America. 


wound during five-minute break with 
sound and color slide. 

As visitors to the exhibition were 
guided through the entrance lobby by 
the marching band and around to the 
left, they came upon huge revolving 
drums. On them were further facts 


SCALE MODEL of Red 
Lion Inn for British Ex- 
hibition is viewed be- 
fore hand by show’s 
chief designer, James 
Gardner, together with 
Inn’s sponsors. Gard- 
ner reviewed all ex- 
hibit plans in England 
to see that each ex- 
hibit kept within gen- 
eral design of show. 
JULY 


15, 1960 


about British trade. On the drums 


were color transparencies. British Gov- 
ernment exhibit planners were not 
sure whether anyone would stop long 
enough to read the message on the 
revolving drums. Planners were pleas- 
antly surprised to note that most peo- 


ple were willing to watch the spm- 
ning drums to see what was on them. 
Since there was no visual competition 
with the drums at this point and be- 
cause visitors had just about entered, 
it was natural that they should stop 
and try to see what the drums said. 

Next section to be seen was the 
science demonstration. A live com- 
mentator in white laboratory coat sat 
on a raised platform behind a desk. 
This was in a darkened alcove. As he 
explained British advances in science, 
models of equipment rose from below, 
and a screen in the rear was filled with 
color slides. 


Science Section Dramatic 


British “firsts” were dramatically 
mentioned in this science section 
sponsored by the government. Jodrell 
Bank, huge radio telescope that tracks 
orbiting space vehicles, was shown in 
miniature against a filmed background 
of the telescope. The miniature rose 
from the bottom of the stage with a 
small spotlight on it. The narrator 
spoke about it briefly and then went 
on to another “first,” the Hovercraft. 

Hovercraft, Britain’s flying saucer 
designed to carry 300 passengers and 
30 tons of freight, rose in miniature 
(propellers whirring) from the stage 
while the screen offered a background 
of the English Channel. Hovercraft 
rises on a cushion of air, floats over 
the water, the narrator explained. 

Narrators each worked for a full 


The Hotel that Hospitality Britt 


Te JOHN MARSHALL ) 


Convenient to business and entertainment 
and complete with its own exclusive brand 
of hospitality, The John Marshall offers 
conventioneers many advantages: 

500 private rooms and baths, 1000 capacity ( 
Virginia Room, 500 capacity Roof Garden, ; 
rates from only $6.00. Include “Hospitality” 
in your next convention plans . . . contact 
The John Marshall. 


For reservations and information contact: Christian Munt — Director of Sales 


Richmond Hotels, Inc., Richmond, Va. 


5TH AND FRANKLIN STS. 


CELEBRATES ANOTHER RECORD BREAKING YEAR! i 


THE REASONS ARE CLEAR 
a — ‘ —_ ie , 35,000 SQUARE FEET 
THE DEAUVILLE, conceived as a magnificent convention-hotel, enginee in advance 
design, architecture and decor, offers the perfect setting for smoothly functioning con- ‘ OF EXHIBIT SPACE 
ventions, regardless of size. This ultra-modern 600 room convention luxury hotel, 
occupying two blocks on the Atlantic Ocean in -the Heart of Miami Beach, is an 
IRRESISTIBLE invitation to business, pleasure and relaxation for delegates and 
their families. 
The DEAUVILLE CONVENTION HALL, over 21,000 s _ feet of unobstructed 
floor space, comfortably seating 3,500 people theatre-sty accommodating 2,500 
people banquet-style. Sound-proofed sliding walls can be pestiened into two or three 
more areas for smaller groups. : 
AIR CONDITIONED! SOUND CONDITIONED! LIGHT CONDITIONED! 


“Projectioneered” for conventions, SUPER-abundant for the most demanding oie 
display purposes. Heavy exhibits are handled by powerful elevators that can 7 = t 
lift a truck HYDRAULICALLY from the loading ramp to the auditorium's stage. 
12 ULTRAMODERN COMMITTEE MEETING ROOMS FOR 50 OR MORE. 

20 SPECIAL ROOMS FOR SMALLER GROUPS. 

NUMEROUS Press Rooms‘and Work Shops, complete with telephones, typewriters 
for press releases. Projection Room with complete visual aid facilities. 
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Write, wire or phone 
PLANNED FOR PLEASURE DICK ELTERMAN 


swimming pools, and 550 feet of private ocean beach— aad Dj 

— Colony, putting greens and sun decks. . . for —. Director of Sales 
in the sun! a 
magnificent night clubs, featuring great name bands 


ICES TING RINK... one 
the many DEAUVILLE pleasure exclusives! 
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ON THE OCEAN AT 67th STREET ee MIAMI BEACH, FLORIDA 
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hour and then had a half hour off. 
Five were used. Because of their 
heavy accents, they had to be slowed 
down in their commentary so that 
Americans could fully understand 
what they said. While one commenta- 
tor sat up in view of the audience 
and read his lines, another sat below 
him and out of sight to press control 
buttons. Controls flashed slides on and 
off, put on spotlights, raised and low- 
ered models. 

Entire scientific exhibit was dra- 
matic, informative and in excellent 
taste. Complete sequence took about 
10 or 12 minutes, then the narrator 
started over immediately. No matter 
at what point a visitor arrived, he 
could become interested in the scien- 
tific advance then being discussed and 
could stay until the demonstration re- 
turned to the point at which he came 
upon it. 


Government Spends $300,000 


For its part in the exhibition, Brit- 
ish Government spent about $300,000. 
Cecil Cooke, director of exhibitions, 
Central Office of Information, is the 
government's exhibit director. From 
his temporary exhibit office, tucked 
away in a corner of the Coliseum, he 
watched American visitor reaction to 
his displays. He was pleased with the 
attention given to his exhibit and 
noted the high quality of visitor. 

British Government has done more 
with exhibits domestically and abroad 
than we have, Cooke points out. Gov- 
ernment became especially interested 
in exhibits as an informational me- 
dium immediately after World War 
II, he explains. Need was to show 
British public why occupation forces 
were necessary in Germany (against 
the clamor to bring “our boys” back 
home). So successful was this exhibit 
to explain the situtaion in Germany 
that the government now has an ex- 
tensive exhibit department—headed by 
Cooke—and annually stages exhibi- 
tions around the globe to promote 
British products and scientific devel- 
opments. 


Non-Profit Management 


British Exhibition in New York City 
was produced by British Overseas 
Fairs, Ltd., a subsidiary of Federation 
of British Industries. FBI and Dollar 
Export Council were show sponsors. 
The recent show, as are all British 
Overseas Fairs exhibitions, are run on 
i non-profit basis with no government 
subsidy. Most shows pay their own 
way. If a deficit occurs, this is made 
up by BFI members—Britain’s indus- 
trial giants. 

British Overseas Fairs was estab- 
JULY 
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what's new 
in 
exhibits? 
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\ ALL STREET GOES to the Midwest . . . . supplement- 
ing its famous Grand Central Terminal Investment Informa- 
tion Center, Merrill, Lynch, P. F. and S. are now serving the 
public with a stock information island at the St. Louis Air- 
port, complete with Translux tape and various electronic 
devices. 


| ee BUILDERS are frequently called upon to fulfill 
strange requests—like building a fifteen-foot glass jewel case 
to house the suddenly discovered ‘‘oldest Volkswagen in the 
U.S.” Completed in four days, it was used solely in an adver- 
tising photo for a full page in “Life.” 


Tiiiiciaaaiih MEETINGS with product displays are 
gaining in popularity as a new use for existing trade show 
properties. Among recent examples are those of Singer and 
Pfizer, where they made a big hit with the ‘‘real owners” of 
the companies. 


a BRITISH EXHIBITION, occupying every inch of 
space on the four floors of New York’s Coliseum, turned out 
to be the most spectacular Trade Show ever seen in these 
parts. With full use of “cubage” and heights up to 20 feet, the 
Engish designers were given plenty of scope to demonstrate 
their flair for form and color and variety. One result is plenty 
of talk about relaxation of rules in some of our domestic 
shows. 


a COULDN’T BE DONE, but they did it! Beset by bad 
working weather and many other obstacles, New York’s 
answer to Disneyland opened on schedule to turn-away crowds. 
Freedomland has now become one of the big city’s major 
attractions, its “antique” buildings looking as though they 
had always been there. 


We are proud to have contributed to the success 
of these projects—and many more—during the 
busy spring season. Why not try us on your next 
project, whether large or small? 


IVEL CONSTRUCTION CORPORATION 


Designers and Builders of Quality Displays 
53rd St. & First Ave., Brooklyn 32, New York, HYacinth 2-3730 
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lished by FBI to create “show win- 
dows of English industry abroad.” Its 
show here was a “window” of which 
the British can be proud. Sir Norman 
Kipping British Overseas 


Fairs, says, “In American eves we may 


h iirman 


indeed be a rather strange people, but 
whatever our characteristics may be, 
we are certainly not good at proclaim- 
Ing? our industrial prowess Che Amer- 


icans are past masters at it 


It is therefore, a stimulating chal- 


lenge to attempt to beat them at 
their own game and sound a trumpet 


fanfare in the very heart of New 
York.” 


Sir Norman’s words are modest in- 


deed, stacked up against the exhibi- . 


tion’s effect. Few American shows 
could match its showmanship and 
management know-how. 

Show manager was Denny Lamb. 
His deputy organizer was Kenneth 
Webb. Says Webb, “In an exhibit you 


either exhibit or pitch. Never ‘the 


twain shall meet.” British Exhibition 
forbid any pitchman approach by any 
of its 300 exhibitors. Good exhibit 


the “seat” 
of your next 
convention... 


Bringing them in from out of town? Solve your transportation problems by 
putting yourself in the hands of Capital Airlines’ Delegate Service. 

Not only will Capital whisk your delegates to their destination on a 
jet-prop Viscount. In addition, a Capital travel expert will help you with 
ground transportation, hotel accommodations, even entertainment. 


How about the cost? Often less than 
train transportation, and you save up to 
80% in time! If you convene in almost 
any major city of the East, Midwest or 


South, call Capital...do it now! 


AIRLINES 
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techniques were used to sell quality 
and performance. 


Big Problem: Labor Costs 


American labor costs were biggest 
problem for the show managers who 
confess that our electricians get a bet- 
ter hourly rate than they (show man- 
agers) do and about 11 times the rate 
of English electricians. 

Part of the exhibition (second floor, 
London Arcade) used what the Brit- 
ish call a “shell scheme.” Under this 
plan, island booths are created with 
headers, panels, platforms and floor 
covering. An exhibitor buys space in 
this stand and may put whatever dis- 
play material he wants in it. Shell 
scheme offers a uniform design, pro- 
duced by a competent designer, to 
give tone and quality effect to the 
show. (The British are appalled by 
our draped background booths along 
straight aisles.) Their exhibits are all 
islands. 

Webb indicates that show design- 
ers (who had to okay exhibitors’ plans 
to make sure they fit show standards) 
designed with high labor costs in 
mind. Great use was made of long 
strips of red and white fabric, least 


CINCINNATI'S sarcest 
CONVENTION {, -« 


HOTEL 1000 
957% SLEEPING 


ROOMS 


24 Meeting Rooms ranging in 
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expensive decorative material, and 
decorative lighting fixtures (red plas- 
tic tubes). 

From the government scientific ex- 
hibit, visitors at the show moved into 
the rotunda surrounded by exhibits of 
Lloyds of London, Port of London 
Authority, Royal Mint, post office, 
British Broadcasting Corp., Shipbuild- 
ing Conference and British Travel and 
Holidays Assn. In the rotunda itself 
were exhibits of scientific “firsts.” 

Lloyds reproduced its original cof- 
fee house. Royal Mint turned out 
commemorative medallions ($1) and 
also sold a crown piece ($1). British 
Post Office sold stamps and displayed 
historic stamps. Between stamp and 
coin sales, $4,000 to $5,000 in sales 
were recorded each day. 


Exhibit Security 


Security was thoughtfully planned. 
However, it is interesting to note that 
guards and plain-clothes men were 
stationed at fourth floor food exhibits 
with no sign of security near the mint 
and post office exhibits. (Pilfering 
from the mint is considered less likely 
than from a stack of biscuits. ) 

While British exhibitors did not use 
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next get-together 


in New Orleans! 


(Need we say more?) 


The JUNG 


NEW ORLEANS, LA 


1100 guest rooms, 10 handsome 
meeting rooms. Tulane Room 
seats 1550 for meetings, 1000 
for banquets. Charcoal Room. 
Contact Sales Dept. 


Chicago, MO 4-5100; New York, 
MU 8-0123; Washington, EX 3-6481 
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two-story booths, common in British 
shows (high costs militated against 
them here) many exhibits had a two- 
story appearance. As at home, British 
exhibitors favored platforms (raised 
about three inches off the floor) rather 
than ground-level floors. Wiring is run 
under the platform to eliminate over- 
head cables and to set exhibits apart. 

There was some concern that the 
platform might deter entrance by 
American visitors unfamiliar with it, 
but in most instances the platforms 
were not barriers. However, Imperial 


used a 
alternate tiles 
lighted from below which seemed to 
dare you to enter upon it. 


Chemical Industries, Inc. 


checkered floor with 


Traffic Routed 


Trafic from the first floor was 
routed out of the hall to the base of 
escalators in the Coliseum lobby. Ar- 
riving at the top of the escalators, visi- 
tors were treated to an eye-catching 
view of the London Arcade with its 
shell-scheme shops of fine products. 
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DALLAS, TEXAS 
3004 Commerce St. 
Riverside |-1514 


Imagination... 


the important 
ingredient! 


Looking for a fresh, new approach to a coming 
event. Then look to Freeman. 


Freeman’s large creative staff combines soaring 
imagination with practical, down-to-earth know- 
how. Avoiding the stereotyped, they concentrate 
on developing soundly planned new approaches 
that lift ordinary events far above the ordinary. 


@ Conventions 
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FREEMAN OF DALLAS 


(FREEMAN DECORATING COMPANY) 
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IN THE HEART OF 
DOWNTOWN MINNEAPOLIS 


700 air-conditioned guest rooms and suites . . . ball- 
room banquet facilities for 1,780 guests . . . conference 
facilities for 3,255 . . . 24,138 square feet of exhibition 
space 750 car connecting garage . . . most outstand- 
ing convention facilities in Gener Midwest. 


TOM FITZGERALD, Sales Manager 
Teletype—MP 423 h 


For information, write direct or call 


MINNEAPOLIS, FEderal 3-2181 « NEW YORK, MUrray Hill 8-0123 MINNEAPOLIS 
WASHINGTON, D.C., EXecutive 3-6481 ¢ ATLANTA, JAckson 4-3486 
DETROIT, WOodwerd 2-2700 « CHICAGO, MOhawk 4-5100 On Seventh St. between Nicollet and Hennepin Ave. 


OM. Niwot 


Planning your Fall Convention in Miami? 


NATIONAEZ~ | 


DC-8B’s will jet you there in 
Cabin-Class Luxury at low Jet-Coach fares 


and NATIONAL offers these important convention planning helps 


—-—— --- re 


1. Charter Facilities 2. Convention & Group Service t 
Please send me full information about your | 
National Airlines operates a fleet of the National’s complete “Delegate Service” 1 Group Charter plan and Delegate Service. 
world’s most modern aircraft. Through and effective incentive program, stimu- sisal 
National’s Charter and Group Depart- lates a “‘full house’... generates infec- | | 
ment, arrangements can be made to tious enthusiasm...crowns your efforts | — | 
move a group of 10 to 5,000 people, with a rousing cheer for a job well done. | Title | 
depending on your requirements. And, For information, mail coupon today to: ADDRESS 
at an average cost that fits your budget. Passenger Seles Menoger, RATIONAL AIRLINES, INC. | | 
P.0. Box NAL, Airport Mail Facility « Miami 59, Florida SE ee Pe er 


48 SALES MEETINGS/Part I| SALES MANAGEMENT 


res 


Cec eet 


45 eae EEO 


PRA 2: 


Saab Paes Sh 


Seale tae ae 


Here was a collection of home fur- 
ishings selected by the British Coun- 
il of Industrial Design as the out- 
tanding contributions of British 
craftsmanship and design. On this 
loor was everything from silver to 
voolens, effectively displayed. 

At the far end of the second floor 
tood the “end feature,” created by 
the show’s chief designer, James Gard- 
ner. White lions and unicorns were 
draped in an interesting and artful 
arrangement of red, white and blue 
from the Union Jack. Geometric pat- 
ten behind mythological manikins 
gave the entire wall a modern and 
majestic quality. It drew traffic which 
was then directed up carpeted stairs 
on either side. (Carpeting from Brit- 
ain was donated to the show. ) 


Expensive Stairs 


This end feature and stairways (in- 
stalled for this show and to be re- 
moved) cost $90,000. Stairways alone 
represented an outlay of $60,000. 

Heavy industry, precision engineer- 
ing and electronics were displayed on 
the third floor along with a motor 
show. Exhibit of motor cars and trucks 
was the largest display of British vehi- 
cles in America. Cars from the under- 
$2,000 range up to the $28,000 Rolls- 
Royce were shown. (In another sec- 
tion of the show Rolls-Royce displayed 
its jet engines. ) 

Big attraction at the show, as an- 
ticipated, was the reproduction of five 
British pubs where English spirits 
were dispensed at regular bar prices. 
Beer was available cool (not chilled) 
as well as warm for Americans who 
wanted to drink it as it is drunk in 
England. 

Scotch Whisky Assn. didn’t display 
its products but it did exhibit a huge 
pot-still. This copper still, according 
to one report, had to be permanently 
made inoperative in order to be 
brought into the country (to come 
within our tax laws with regard to 
stills). 


No Duty on Exhibits 


On the subject of taxes, all exhibit 
material and products brought into 
this country for the exhibition were 
shipped in under a blanket customs 
bond. Coliseum is a bonded ware- 
house for such an exhibition and no 
duties need be paid until something 
is sold. Exhibitors have an opportu- 
nity to keep materials in this country 
for a full year (under temporary 
be md) and then have the option to sell 
them and pay duty, return or destroy 
them. 

To handle duty problems and check 
imported material, 10 U.S. Customs 
JULY 
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Dimension! 


Exhibitions add vital di- 


mension to your selling... 
The dimension of “dia- 


logue” not present in 


advertising ... The dimen- 


sion of demonstration, not 
present in most sales calls 
... The dimension of econ- 
omy, many excellent in- 
terviews in fewer hours 
which only the exhibit can 
provide ... the dimension 
of “association” to a spe- 
cific market! 

The Exposition Management Association is 
an earnest group of both trade and public 
show managers bound together with the 
objective of improving exposition stand- 
ards, techniques and results for the exhibit- 
ing customer. The method: better shows for 
the audience. You can expect good results 


from an EMA exposition manager’s show. 


EXPOSITION MANAGEMENT ASSOCIATION 


30 Members holding 
72 shows throughout 
the USA and Canada. 
72 West 45th Street, 
New York 36, N. Y. 


officers were based at the Coliseum. 
British exhibitors were pleased with 
the service and consideration given 
them by these customs men. 

British grocery items and publica- 
tions were for sale on the fourth floor. 
Aside from the mint and post office on 
the first floor, nothing was for sale 
other than on the fourth floor. (Of 
course, everything was for sale, but 
for delivery after the show. ) 

During early part of the show, con- 
sumer product exhibitors were ex- 
tremely happy with sales and in- 
quiries from American buyers. Indus- 
trial exhibitors had some reservations. 
On the whole, most everyone was 
pleased with the show’s reception by 
the American public. 


Strictly Business 


This exhibition was a strictly busi- 
ness venture for the British. While the 
British are our biggest European cus- 
tomer for our products, they are our 
biggest European supplier. They want 
more trade and are using the show 
as the medium to stimulate it. 

Phey expect to increase sales to 
U.S. by 10% next year, and have rea- 


Ayerven 
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son to believe the show will help them 
do it. The British have had remarkable 
success in other countries to cite. With 
an exhibit and follow up promotion in 
Finland, for instance, British sales 
were increased 18%. So you can see 
why this exhibit is important — why, 
for instance, Prince Philip, Duke of 
Edinburgh, made a hurried trip to 
New York City to officially open the 
exhibition. 


Long Hours 


The 16-day exhibition had long 
hours—10 a.m. until 10 p.m. From 10 
a.m. until 1 p.m. the show was set 
aside for trade visitors only. Total 
costs for the show were in the neigh- 
borhood of $10 million. Advertising 
and promotion costs were about 
$300,000. (Admission fees should 
have more than covered this expense 
since 400,000 people were expected 
to attend.) Trade buyers paid only 
$1 to get in during trade hours. 

You can appreciate the big objec- 
tive for this show when you consider 
that it was created to increase $1 bil- 
lion in trade by 10%. No official at the 
show indicated anything but certainty 


"BATON ROUGE 


200 rooms of quiet luxury at 
Louisiana’s largest, finest motor inn 


HE ° 


: 
Bellemont 


MOTOR HOTEL 
7370 Airline Highway 


Unmatched Southern convention 
locale. Completely air-conditioned 
meeting facilities serving from 
20 to 900 guests. Full banquet 
service featuring three different 
types of cuisine in four magnifi- 
cent restaurants. New swimming 
pool. Ail rooms with TV, air-con- 
ditioning. Makes any meeting a 
resounding success. 
PHONE: ELGIN 5-3311 


HOTEL 


Chieftain 


Council Bluffs 
7 attractive air-conditioned func- 
tion rooms for from 10 to 400 — 
full banquet service. 
PHONE: 7701 


Lafayett 
Clinton 
6 ideal air-conditioned function 
rooms serving from. 10 to 375 


persons — banquet facilities. 
PHONE:CHappel 2-616 


Marshalltown 
3 handsome air-conc  ‘oned func- 
tion rooms with banquet facilities 


for from 10 to 200 persons. 
ey “4 PHONE: 6641 


CLOSED-CIRCUIT TV FACILITIES: 
Adds flexibility, entertainment and additional 
ari interest to your meetings in these hotels — 


PFISTER, Milwaukee; CORONADO, St. Louwis; 
ROME, Omoho. 


“Plans for next show? Why Harry’s in there 
now discussing the next show budget.” 
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CONVENTION HOSTS ACROSS THE NATION! 


wMILWAUKEE 


the ideal the great name 
convention in hotels . 


location— ~ a metline 
“just a " 

step 
to everything!” 


as history . 
modern 
as tomorrow! 


Pfister 


Near Lake Michigan; 
on E. Wisconsin Ave. 


Coronado 


3701 Lindell Bivd. at Spring 


Governor Clinton 


7th Ave. at 31st St. 


A tower of hospitality with 


1,200 guest rooms, centrally 
located opposite Pennsylvania 
Station. Seven beautiful air- 
conditioned function rooms 
serve from 10 to 500, with full 
banquet service. Will make your 
meeting or convention an event 
to remember. 
PHONE: PEnnsylvania 6-3400 
TELETYPE: NY 1-3202 


Ww NEBRASKA 


HOTEL 


Lincoln 


Lincoin 
2 ballrooms and 12 air-conditioned 
function rooms serve from 10 to 
500, with full banquet facilities. 
PHONE: 2-6601 


R HOTEL 
Omaha 
9 attractive air-conditioned func- 
tion rooms with banquet facili- 
ties for 10 to 400. Free parking. 
PHONE: ATlantic 9354 


HOTEL 


Lincoln 


_ Scottsbluff 
Ideal meeting and banquet facili- 
ties for from 10 to 400 persons in 
the city’s leading hotel. 
Free parking. 
PHONE: 91 


Internationally-renowned meet- 
ing place, with four beautiful 
air-conditioned function rooms 
for from 10 to 600 persons. Full 
banquet service. Guests enjoy 
the Midwest’s favorite dining 
and drinking facilities. Conven- 
ient to everything in St. Louis. 


PHONE: J Efferson 3-7700 
TELETYPE: SL-287 


XCELSIOR SPRINGS 


Business is pleasure 


at this world-famous Resort... 


< <i 


N Q 
HOTEL 
only 28 miles from Kansas City 


Perfect convention spot of the 
Middle West, located in the roll- 
ing green Missouri hills. 5 beau- 
tiful air-conditioned function 
rooms accommodate up to 600 
guests. Full banquet service. 
All sports, new swimming pool, 
mineral waters, baths. 
PHONE: MEdford 17-2181 


This famous hostelry near the 
shores of Lake Michigan offers 
meeting accommodations for 
from 10 to 2,000 persons, in 17 
versatile function rooms... all 
air-conditioned, with full ban- 
quet service. Central location— 
convenient to everything in the 
“Home of the Braves.” 
PHONE: BRoadway 1-6380 
TELETYPE: MI-206 


HOTEL 


Commander 


Cambridge 
8 function rooms for from 20 to 
200—full banquet service. 
PHONE: Kirkland 7-4800 
TELETYPE: WO-187 


HOTEL 


Beaconsfield 


Brookline 
Ideal meeting and banquet facili- 
ties for from 10 to 250 persons. 
PHONE: ASpinwall 7-6800 
TELETYPE: WO-187 


HOTEL 


Bancroft 


Worcester 
A wide choice of function rooms 
with full banquet facilities for 
from 10 to 800 persons. 


PHONE: SWift 9-4141 
ELETYPE:WO-187 


TIES: 

ve FOR INFORMATION ABOUT ANY OF 28 FIELDS HOTELS, : FIELDS CONVENTION HOTELS IN THESE CITIES: now Sort, Brooklyn, St. fects 

oteis — PHONE LOngacre 3-4444 OR TELETYPE NY 1-3202 . iwau ee, lami, rookiine, ass., ambri ge ass orcester, ass 
, , © Excelsior Springs, Mo., Pasadena, Cal ingham, Ala., Baton Rouge, La., 

+ Levis; EXECUTIVE OFFICES: HOTEL GOVERNOR CLINTON, N.Y. 1 Cumberland, Md., Omaha, Neb. Columbus, Neb., Lincoln, Neb., Scottsbluff, ‘Neb., 

Victor J. Giles, Director of Sales : Clinton, lowa, Council Bluffs, lowa, Marshalitown, lowa. 
ae 
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Wives doubt it—but a good deal of business (other than 
the monkey-type!) is accomplished during those two or 
three day sabbaticals called “conventions”. Leastwise 
at the Sheraton-Cadillac. It’s surprising, after a hearty 
breakfast at the Town Room, you're in fit appetite to 
enjoy most all the speakers (they even sound better 
from the Sheraton rostrum!). Specially in one of the 
hotel’s comfortable, pleasantly decorated meeting halls. 
\dmittedly, there is usually time for a snifter at the Cafe 
Caprice (the most stringent female couldn’t begrudge 
that!). Better not mention the elegant meals at the 
Motor Bar, though. Might just as well compare them 
with mother’s home cooking (wives take offense!). You 
can—and should—take in a play, or walk through Grand 
Circus Park (everything’s close-by!). And count on 
sleeping late at least once . . . the beds are that comfort- 
able (and the rooms are air-conditioned! ). When you get 
home, admit you had a good time. Just don’t : 
be overly enthusiastic (your wife might not 
let you come back!). Respectfully, the 
Sheraton-Cadillac, Detroit’s largest hotel! 


PORTLAND, OREGON’S NEW $8,000,000 


MEMORIAL COLISEUM 


OPENING NOVEMBER, 1960 


e@ 5 minutes from city center 


@ 8 air conditioned meeting rooms 


seating from 120 to 1,200 


AVAILABLE DATES, CONTACT 


@ Air conditioned arena seats 12,000. 
Banquet facilities for 2,000 

@ Exhibit space 130,000 square feet 
15 ft. ceiling, 18 ft. doorway 

@ Parking for 2,500 cars 


DON JEWELL, ManacGerR 


Memorial Coliseum Portiand 17, Ore. 


that the goal would be reached. 

According to assistant show man- 
ager Webb, this sh~w had more strin- 
gent rules than American shows. If 
any booth were found unmanned, 
“we'd shut it up,” he says. 


Two Years to Plan 


Most remarkable thing about the 
show was that it could be set up in 
just eight days. It took about two 
years to plan. Denny Lamb, show 
manager, buzzed back and forth be- 
tween New York and London so often 
during planning stages that he felt 
he was a commuter (with 20 Atlantic 
crossings in 1959). 

“When I was on the jet heading 
for the States to do some of the spade 
work for the British Exhibition,” says 
Lamb, “I remarked to a colleague: 
‘Well, thank heaven, we've finally got 
one without any language barrier. 
These were famous last words, if ever 
any were spoken.” 

As evidence that exhibitors mean 
business, some stands at the show cost 
between $50,000 and $60,000. Value 
of products on display was estimated 
at about $200 million, 

If foreign businessmen have a repu- 
tation for being secretive, there was 
no evidence of it at this show. Every- 
one, from government officials down 
to the last man at the booth, stood 
ready to tell you everything. Nobody 
hesitated a moment to give dollar (or 
pound) figures on costs of every- 
thing. 

“Look at it this way,” says one offi- 
cial. “This is a business proposition 
pure and simple. You want to sell us 
more goods and we have to sell more 
to afford it. We'd prefer doing busi- 
ness with you. If we couldn't, we'd 
have to turn to the East. We shall all 
survive on the bases of business. We 
have to sell more of our products to 
keep things going at home and that’s 
why we're here.” 

It took nearly 100 years to achieve, 
but the British finally are selling as 
much goods to Americans as we buy 
from them. You'll be able to judge 


> 


this show’s success by what happens | 


to import-export figures next year. Say 
the British, we are each other’s best 


potential market. (Per capita British 


spending on American products is 


about $20, as compared to only $6 | 


spent on English imports by each 
American. ) 


Just One Contest 
In all the exhibition there was just 


one contest. A bicycle manufacturer 
had a bicycle suspended in air with 


its rear wheel and pedals “magically” | 
rotating (without visible source of | 
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U.S. Firms Involved 


Although exhibits for New 

York British Exhibition were de- 
signed and prefabricated in Eng- 
land, American firms took over 
installation for English counter- 
parts. American firms appointed 
in association with British design 
houses or under separate con- 
tract were: 
Bryan-Elliot Co., Long Island City 
(for Lelaney Ltd.); Design-Built 
Studios, Long Island City (for 
Clement Bros. (Displays) Ltd.); 
The Displayers Inc., New York 
City (for City Display Organiza- 
tion.); Industrial Displays Inc., 
New York City; Ivel Construction 
Corp., Broklyn (for Beck & Pollit- 
zer Overseas Ltd. & Peran Over- 
seas Ltd.); Manhattan Exposition 
Construction Corp., New York 
City (for Cook’s Display Products 
Ltd.); Messmore & Damon, New 
York City (for Frank W. Clifford 
Ltd.); Show Services Exhibits Inc., 
New York City; Structural Display 
Company Inc., New York City (for 
G. & W. Waller Ltd.); United 
Exposition Decorating Co., Inc., 
New York City. 


power). Visitors were asked to guess 
the number of miles the bicycle would 
have traveled at its wheel speed from 
the time the show opened. A bicycle 
was to be awarded each day to the 
closest guess. 


Good Techniques 


Many good exhibit techniques were 
used at this show. Such a simple thing 
as including a scale model of the 
Statue. of Liberty in the scale model 
of an English port gave Americans 
some idea of the installation’s size by 
comparison with a landmark with 
which we are familiar. 

To dramatize export by ships, pack- 
ing cases were stacked on top of each 
other. On each was mounted a color 
transparency to show loading opera- 
tions. Thus, an ordinary stack of 
crates was made dramatic and effec- 
tive in telling a shipping story. 

There seemed to be something for 
everybody at the show. From the 
section on Princess Margaret’s wed- 
ding and another on Sir Winston 
Churchill to osciloscopes and_heart- 
lung machines. 

Only thing that puzzled British of- 
ficials was that they weren't getting 
the man-on-the-street at the show. 
“It’s the better class that: has~been 
coming,” one said. “Of course, we are 
very happy, but we would like the 
man-on-the-street, too.” @ 
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WE LOOK FORWARD TO SERVING YOU WHEN 
YOU FLY EASTERN TO YOUR CONVENTION 


No “businessman’s luncheon” for you when you travel on Eastern. 
You enjoy the finest in first-class service and you arrive relaxed and 
refreshed for your sales meeting or convention. 

Eastern offers service between 128 cities within the United States, 
Bermuda, Puerto Rico, Mexico and Canada. Eastern will also be happy 
to plan for you and your associates a post-convention sidetrip to any 
adjacent vacationland. 

For complete details, write Convention Manager, Eastern Air Lines, 
10 Rockefeller Plaza, New York 20, N.Y., or call your local Eastern Air 
Lines office. 


Serving 95% of 
the Nation’s 
Convention Cities 


EASTERN 
AIR LINES 


Eleven sumptuous 
Banquet rooms plus 
THE LAFAYETTE 


GRAND BALLROOM 
“Largest in the West"’ 
13,500 sq. ft. of 
exhibit space ac- 
commodates 2,000 
persons for a meet- 
ing, 1,500 persons 
for a banquet. 


Hotel and Lanais 
LONG BEACH, CALIFORNIA 


Where Vacation, Convention and hotel 
facilities are unlimited 


Telephone HEmlock 5-5681 


PROPS are demon- 
strated by DFPA field 
man, Dan Taylor, to 
be used by Dar Boblet 
(right) in his talk on 
component promotion. 


Secret of 
Big Impact at 


Low Cost: 


Participation 


By STANLEY A. TAYLOR 


Field Promotion Director, Douglas Fir Plywood Assn. 


ONLY partly serious in 
his presentation, Earl 
Pennington demon- 
strates “Finishing Tech- 
niques” to DFPA mem- 
bers in skull session. 


BUCKET full of “blood” 
is presented author 
Stan Taylor by DFPA 
members to prevent 
its being extracted 
painfully during year. 


Douglas Fir Plywood Assn. 


spends just $704.51 for pro- 
gram but builds enough into it 
to help salesmen move billions 
of sq. ft. of DFPA lumber. 


OUR PROBLEM isn’t unique — how 
to bring a nationwide force together 
annually for training, stimulation and 
cohesiveness — at a cost that can be 
afforded. As a non-profit association, 
rather than in direct sales, our “af- 
fording level” is possibly lower than 
a direct sales organization. 

Secret of success with economy is 
in participation by as many of our 
own people as possible. They are 
selected for the value of their con- 
tributions and there is a minimum of 
haranguing by the boss. 

With participation from over one- 
third of the 60-man force on the Jan. 
5-9 program, and with everyone given 
that opportunity at least once in pre- 
vious years, the men felt it was truly 
a meeting of their own making. Pro- 
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COMPANY _ 
__ ADDRESS _ 


Cy _ 


CiVE WiNGs To 
YOUR CoNVENTION 


FOR THE ATTENDANCE 
OF YOUR LIFE! sx xx x& 


You name the time and place of your 
convention—and let Northwest Orient 
Airlines help make it a big success. 
Northwest will mail promotion litera- 
ture directly to your convention pros- 
pects, for a starter. Then, special flights, 
special menus will provide the important 
“‘extras”’ that build convention spirit! 
Regionalized, pre-arranged ticketing, 
pre-arranged ground transportation, 


—— — 


leave more time for business, more time 
for pleasure. And pre-and-post conven- 
tion tour planning, helpful hotel and 
sightseeing information can make yours 
the most pleasant convention ever! 


YeS, WED 


COAST TO COAST e FLORIDA @ HAWAII e CANADA 
ALASKA e THE ORIENT 


Want more facts 

on building your convention 
attendance? Mail the 
coupon today! 


‘Sanaa 


CONVENTION BUREAU, 
NORTHWEST ORIENT AIRLINES, 
1885 UNIVERSITY AVE., 

Str. Pau 1, MINN. 


ZONE _STATE 


Like MoRE DETAIIS ON 
BUIlDING OUR CONVENT:ON ATENDACE 


| . 
2° 


/ 4s 
5 / hr 


A 
‘Rn TEMPER ATUR, 
74° 


. WAT 
' ER TEMPER AaTUe, 


Winter Scene at Waikiki 


World's Finest Convention Spot 


A Great Sales Incentive Package 


5000 Modern Hotel Rooms 
Ample Auditorium Facilities 


wal 


Write for information to HAWAII! VISITORS BUREAU 


205! Kalakavo Ave., Honolulu; 212 Stockton St., San Francisco; Wrigley Bidg., Chicago; 409 5th Ave., N.Y.C 


In Lincoln ... PERSHING AUDITORIUM 
Convention Magnet of the Midwest 


attracting groups of all sizes annually to 
the ‘‘Convention City” of the great plains 
@ Complete convention facilities 
@ Seats 7,000 @ Banquet facilities 
@ 45,000 sq. ft. of space on two floors 
@ Downtown location near hotels 
and stores @ Large stage 
@ Completely air conditioned 
LINCOLN~—at the crossroads of America, 
hub of culture, sports, shopping, recreation- 
served by every type of transportation 
For complete details, write: Convention Manager 


Lincoln Chamber of Commerce LINCOLN, NEBRASKA 


56 


Se 


PLEAS: NESS* 


*Combining PLEASure with busiNESS! 


Combine convention business with gay resort 
life . . . put enthusiasm into each delegate, 
each group meeting. 

From the delegate’s viewpoint—the Daytona 
Beach Resort Area offers recreation . . . sports 
-». attractions ... entertainment and a pleasing 
change of pace that naturally builds enthusiasm. 

From your point of view—excellent audi- 
torium space (2700 seats) . . . impressive exhibit 
areas .. . over 20,000 rooms. . . friendly at- 

to work in. . . gentle priees and 
strong convention committee assistance. 


This 2-wa’ int of view adds up to— 
PLEASNESS combining PLEASure with 
busiNESS . . . your pre-convention guarantee 
of success. 

ORMOND BEACH « HOLLY HILL « S&S. DAYTONA « PORT ORANGS 


DAYTONA 
BEACH 


RESORT AREA 


Write 
CONVENTION COMMITTEE 
CHAMBER OF COMMERCE 
DAYTONA BEACH, FLORIDA 


d) 


DREAMING? 


If you're dreaming of the 
ideal convention spot, we can 


make your dreams come true. 


CHALFONTE =< HADDON HALL 
on the Boardwalk, Atlantic City, N.J. 


Owned & operated by Leeds & Lippincott Co. for 70 years 
New year-round swimming pool 


Write for illustrated folder 
EXECUTIVES 


R. W. LEEDS « JOSEPH I. McDONELL 
J. H. LIPPINCOTT, JR. ¢ E. D, PARRISH 


ELLSWORTH SOOY « DORIS SEARS « I, L. HAVERLY 


LAWRENCE B. RAUGH e JAMES E. KNAUFF 
J. EDWARD LIPPINCOTT e REVEL W. ELTON 
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SALESMAN drew cartoons for meeting program. 


duction cost, exclusive only of meals 
and housing, came to a total cost of 
$704.51 for a phenomenal success. 
With our program a multi-faceted 
and hard-hitting program was set for 
the year; the men were trained to 
higher performance in a palatable 
way; new men were assimilated to 
feel truly a part of the force and the 
meeting broke up with morale never 
higher. 

We've had stimulating and suc- 
cessful meetings in the past, but a 
forward-looking organization neces- 
sarily strives to out do itself each 
time. Our fizld men look forward to 
their annual get-together more each 
year, expecting to be pleasantly sur- 
prised. This puts a real burden on 
management to come up with fresh 
approaches. However, thought is an 
inexpensive commodity, so meeting 
the challenge by greater expenditures 
isn’t necessary. 


Travel and Housing Costs 


At the risk of misleading anyone 
on costs, I must acknowledge that 60 
healthy men eat heartily and sleep 
well, all for a price. This acticle 
would be more impressive for its 
omission, but for budget purposes, it 
should be stated that air travel 
amounted to $8,588, housing and 
meals to $6,407, for a total additional 
expense of $15,081. 

Douglas Fir Plywood Assn. repre- 
sents 133 member manufacturers of 
Douglas fir and Western softwood 
plywood. This industry is one of 
phenomenal growth in relation to 
other building materials. DFPA is 
largely credited by the industry for 
annually pyramiding sales records 
(7.7 billion square feet of plywood in 
1959). That figure represents a stag- 
gering pile of 4’ x 8’ plywood panels 
1,420 miles high. 

Of the promotional departments of 
DFPA whose responsibility it is to 
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promote use of a higher tower of ply- | 


wood each year, Field Promotion De- 
partment is in the front lines. Num- 
bers of field men have grown with 
the growth of production. They num- 
bered 60 men at the start of 1960, 
with a growth to 73 men before the 
month of January was over. In June 
of 1960, the force numbered 81 men. 
The 1960 expansion and replacement 
program involved hiring 23 men, 
painstakingly selected from 1,200 ap- 
plicants, which is another story in it- 
self. The force is made vp principally 
of mature (average age 33) college 
graduates in civil and agricultural en- 
gineering, architecture and forest 
products with professional experience 
principally tied to construction, our 
major market. Previous sales experi- 


ence is not required, nor is it particu- 


larly sought in applicants. 

Probably pertinent, yet obvious, to 
add at this point is that for long- 
range success, an organization of this 
kind must operate on an absolutely 
ethical basis, without fear nor favor, 
if today’s gains are to be tomorrow's 
automatically repeating successes. 

From our Tacoma, Wash., head- 
quarters, chain of authority divides 
between 11 regional managers. One 
of them handles agricultural promo- 
tion nationally. Remaining 10 man- 
age the 10 regions into which we 
have divided the United States, using 
Rand-McNally major trading areas. 

Each regional manager has con- 
siderable authority. He has the pri- 
mary responsibility to direct the pro- 
motion by the men under his charge, 
to adapt national programs to suit 
his region and above all, to aid de- 
velopment of his men. We've never 
yet been able to hire a field man who 
could do the job the way we want it 
done without considerable develop- 
ment; consequently, our initial re- 
sponsibility is to develop the new 
man to be effective quickly. 


GRAND BALLROOM ... 
meeting capacity 1000 

lift from 
street for automobiles or 


air conditioned 


heavy equipment 


COLONIAL BALLROOM... 


meeting capacity 500 


IN ADDITION . 
Dining and Meeting Rooms 


22 private 


accommodating 20 to 
200 guests. 


FIVE DISTINCTIVE ... 
PUBLIC DINING ROOMS 


Elevators , . 
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and MUEHLEBACH TOWERS 


12th STREET AT BALTIMORE AND WYANDOTTE 
KANSAS CITY 5, MISSOURI 


Barney L. Allis, President 
M. F. Landon, Sales Manager 
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field 


Each 
manager for his territory, to exploit 
the softwood plywood potential in 


man is in effect sales 


that 
ship 


territory by creative salesman- 
As trade association representa- 
tives, the men have no comments on 
prices of material but must promote 
it to volume specifiers — architects, 
builders, industrial users and fabrica- 
tors — on the merits of the material. 
This force has a reputation for be- 
ing a dedicated and effective group. 
To maintain that reputation, when 
contact of the entire group with head- 
quarters is limited to once a year, our 


annual field meeting faces a real 
challenge. 


Plan Immediately 


Plans for our next annual meeting 
actually start at the conclusion of the 
current one. While it’s fresh in his 
mind, suggestions are solicited from 
each man to make the next one better. 
By mid-year, suggestions of suitable 
locations have been screened and ne- 
gotiations started to book the site. 
Geographically, possibilities require 
good air transportation connections, 
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training session 
sales meetings 
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When you want to get things done 


the Thayer's the place! 


Many of the nation’s leading organizations find The Thayer’s 
the place for meetings with a purpose. The scenic West Point 
setting on the Hudson and freedom from big-city distractions 
(though only 45 miles from NYC) provide a background for 
accomplishment in a relaxed atmosphere. 240 rooms, meeting 
and banquet rooms for 10 to 300 with excetlent facilities for 
divided-group training sessions. Audio-visual aids. Wonderful 
food, cocktail lounge. Free Parking. Sports nearby. Join the 
Thayer “regulars” — satisfied groups who return time after 


time - 


-and see why The Thayer’s the place for meetings with 


a purpose. Phone Manager Jack Schafer, HI-6-4731 (area 


code 914). 
Thayer 


General Electric, 


"regulars" aide Esso Standard, General Foods, 
U. 


Rubber, Allstate Insurance, New 


York Telephone, New York State Bankers Assn., A. T. & T., 


Gulf Oil, 


Lederle Laboratories, 
Insurance among many other 


1.B.M., and Nationwide 
prominent organizations. 
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and a reasonably central location to 
arrive at close to the lowest cost, 
computing air fare to each possible 
site. With the majority of our men 
located in the eastern half of the 
United States, an area bounded by 
Chicago, Detroit, Dallas and Atlanta 
is most economical. We're a self-help 
organization; as soon as dates and 
location are firm, each man makes his 
own air reservations for the trip. 


> Twenty-two retail lumber dealer 
conventions, which require manning 
during the first quarter, force a date 
between Jan. 2-10 in order to have 
all men together at once. Southern 
boys will brave northern blasts but 
not unprotestingly; cold weather boys 
want to go as far south as purse 
strings will permit, which isn’t far 
enough to be balmy at that time of 
year. 

Another need is for a different city 
each year with interesting features 
business-wise and personal interest- 
wise to be attractive to the group as 
a whole. A tour combining plywood 
developments and personal points of 
interest usually takes one day of a 
five-day meeting. Washington, D.C., 
in 1959 provided lasting memories of 
the Senate in session. 


™~ 
that rivals the best in the world. 


NOW— ONLY ONE HOUR 
FROM NEW YORK CITY 
and most anywhere in New 
Jersey (not much more from 
 Philadelphia!). One of Amer- 
;  ica’s most magnificent re- 
sort hotels offers perfect 
setting for 
ETINGS - CO 

ND SO 


For an ex- 
ecutive session 
of 6, or full-scale 
convention of 600, 
you'll find the type of set- 
up and service you require, 
and a staff with years of know- 
how. Pool, Restaurants, Dancing, 
Entertainment. All sports facili- 
ties. Fireproof. 400 outside rooms. 
OPEN ALL YEAR. 


y.¥.WOrth 2-4018 
elsewhere, call Asbury Park: 
PROSPECT 5-5000. 
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Facilities to suit our peculiar atti- 
tude must be present. Since this is 
a work session, night life temptations 
aren't desired too close at hand, nor 
do we like to be lost in a large, ex- 
pensive hotel where the size of our 
group pales into insignificance. Need 
for an adequate meeting soon nar- 
rows the choice. 

This year, our choice was Dearborn 
Inn, Dearborn, Mich. The setting 
suited all criteria, and interesting and 
educational tours were readily at 
hand. 


September Assignments 


Speakers on programs must have 
ample time to prepare something of 
value. Assignments are made in Sep- 
tember to those who will speak, based 
on a triple motive. 

It’s a required initiation for all men 
with approximately a year’s service 
to make a 30-minute presentation be- 
fore more experienced men. The au- 
dience is friendly but the speakers 
know they’re being closely examined 
under the pressure of speaking. This 
reveals talent and 
absence of it. It’s a harsh introduction 
for new men—but the best way to be- 


come known in a short time. 
Assignments are invariably apart 
from a man’s past background or ex- 
perience. This has proven to make 
truly original presentations, rather 
than a re-hash of past experiences, 
tenuously related to plywood. We 
have a strong need for knowledge of 
potential plywood markets on which 
we're inadequately informed. Rather 
than have a number of men duplicate 
exploration, with attendant waste, 
topics are all in areas in which we 
need more information. So each ex- 
plores the potential market, learns its 


practical facts of life, perfects a pro- 
motional approach and proves it by 
results before getting up to present 
what becomes a sound program ele- 
ment for the coming year if success- 
fully done. Suggestions come from 
the field principally, adjusted by the 
director to avoid overlap and to in- 
sure coverage of the best possibilities. 

Third motive is to teach promotion 
and professional public speaking by 
the men’s self demonstration, in pref- 
erence to endless haranguing by the 
boss. Speaking techniques that are 


dead, wandering and unenthusiastic 


imagination, or 


Where business 1s 
a pleasure / 


Heart of downtown Miami, 
spectacular views of Park and 
Bay . . . central to business, 
recreation. World-famed “Top 
O’ the Columbus” restaurant, 
Bahama Room, 2 fine bars. 
Three entire floors of public 
rooms. Ideal for meetings and 
small conventions . . . one en- 
tire floor designed for them. 
Address inquiries to Robert A. 
Smith, Convention Director. 


THE 


MIAMI’S FINEST 
Biscayne Blvd. at First Street 
Miami, Florida 
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EXHIBITION HALL 


and AUDITORIUM 
Covering nearly 5 acres ¢ Largest in the South » Completely air conditioned 


The new Miami Beach Exhibition Hall has an over-all floor area 
of 200,000 square feet and seats upto 15,000 people at one time 


¢ Centrally located * Close to the world’s finest hotels, apart- 
ments, restaurants, shopping centers and recreation areas ¢ 
Parking for 3,500 Cars « Expositions ¢ Conventions « Trade 
Shows ¢ Sales Meetings ¢ Ice Shows « Announcement Showings 
¢ Automobile Shows « Sports Events 
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For further information, 
write or wire 


CLAUDE D. RITTER 

Auditorium and 

Exhibition Hall Manager 
or 


THOMAS F. SMITH 
Director Convention Bureau 


1700 WASHINGTON AVENUE 
MIAMI BEACH 39, FLORIDA 
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UNANIMOUS APPROVAL 


. . convention committee in session . . . a job to be 


done (and don’t forget the FUN) . . . Facilities? (more 
than ample) . . . Lots to see and do (families too) . . . 
sun, sea, sports and history . .. Group rates? (great!) 
. .« DECISION . . . NORFOLK, VIRGINIA (of course!) 


The Convention Bureau 


NORFOLK CHAMBER OF COMMERCE 


269 BOUSH STREET NORFOLK 10, VIRGINIA 


MAdison 2-2312 


or conversely, over-dramatic and of- 
fensive, are painfully obvious. Simi- 
larly, good and poor use of visual aids 
and entirely self-designed props is 
self-evident. Every good technique 
has been picked up and used by the 
men in their own trade meetings, and 
we suspect some have quietly dropped 
some bad habits they've witnessed in 
others. 

Speakers all have had some pre- 
vious experience before trade audi- 
ences after witnessing more experi- 
enced men in action and also have 


had benefit of their regional mana- 
gers constructive criticism of their 
earlier presentations. They're on their 
own, however, before our force, other 
than regional manager counsel on the 
subject direction and presentation 
mechanics. We're interested in seeing 
the man himself in action, not a par- 
rotting of the regional manager. 
Demonstration of how good pro- 
motion is done is perhaps the greatest 
gain. Proven techniques to get re- 
sults we're paid to achieve is in- 
valuable to each man who strives to 


improve himself in the friendly but 
none-the-less keen competition among 
individuals and regions. No heckling 
is allowed or ever occurs to the audi- 
ence. Questions are freely asked at 
the conclusion, and the gist of the 
material is put in writing with neces- 
sary illustrations after the event for 
all men to use. This avoids the writ- 
ten paper, read or memorized to the 
detriment of the presentation. 

Any program of all-meat subjects, 
running from 9 a.m. and on into the 
night, would fast put even our en- 
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thusiastic bunch into a doze. Neces- 
ary variety was provided every hour 
3 so by a mixture of humor, ranging 
rom the delivery of leg-pulling syn- 
thetic telegrams to psuedo-serious 
presentations of mock plywood sub- 
jects and other events later described. 


Lighter Program 


Monotony-breakers were put on by 
experienced men on a voluntary basis 
and billed on the program as seem- 
ingly serious. Men of one region 
staged a skit with the regional man- 
ager made up as a dead ringer for 
Charlie Weaver of TV fame. In the 
course of his Weaverisms, this group 
managed to pull the leg of everyone 
in the audience. 

In the past, we've found that a 
theme is valuable. Even though it 
runs as a very thin thread at times, 
it serves to tie program elements to- 
gether. While our force is made up 
of wholly mature men, the thought 
that men are merely grown-up boys 
proves true enough in our case. We 
keep the theme secret and build up 
interest through teasers. Theme 
chosen was Perceptive Plywood Pro- 
motioneering — PPP — arrived at by 
this devious reasoning: 


PERCEPTIVE—defined as “insight or 
intuitive judgment that implies unusual 
discernment of fact or truth.” 

PLYWOOD —that we have to know bet- 
ter tomorrow than we did yesterday, in 
these competitive times. 
PROMOTIONEERING-—a coined three- 
part word: PRO for the professional 
attributes needed for the job; MOTION, 
which is two-thirds of the word pro- 
motion; and EERING, a scientifically 
flavored ending descriptive of the higher 
technical competence required for the 
direction plywood promotion had _ to 
take in developing more complex struc- 
tural markets. 


PPP’s started to drop into the end- 
ing of memoranda to the field several 
months before the event. Response 
was indicative of the truth that men 
enjoy being teased. Our men made 
attempts to guess the meaning of the 
three letters (interpretations 
times bordering on the vulgar). 


some- 


Tickler Mailings 


On establishment of interest, series 
of tickler mailings to each man were 
devised. First was a cartoon by one 
of our field men, a very talented car- 
toonist, who tried to explain the con- 
nection of PPP with our annual field 
meeting but only added to the mys- 
tery (since he didn’t know the secret 
either). Another mailing involved a 
multilithed photograph of a very at- 
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perfectly suited for 
your convention 
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MEETING ROOMS = 

Max. Capacity 
OPERA HOUSE 500 
HOLIDAY HUT 250 
DUCHIN ROOM 100 


Numerous smaller rooms 20 to 50 
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$18 $16 Oe ee two in 
$21 $19 per person, single room 


(European Plan rates on request) 
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CAPACITY : 

Sleeping accommodations for 500 persons « 
. 
. 
. 
* 


Owned and operated by 
UNION PACIFIC RAILROAD 


Planning a spring or fall conven- 
tion? One of the many reasons you 
will want to consider Sun Valley is 
that here you can't lose any dele- 
gates. No big-city problems such as 
having members housed at other far- 


away hotels...delays of waiting for 
taxicabs, or traffic jams. 


Along with excellent meeting facil- 
ities and room accommodations at 
Sun Valley Lodge and Challenger Inn 
there's a wide and wonderful variety 
of fun for all—including outdoor ice 
skating, golf, riding, swimming, fish- 
ing and skeet-trap shooting. 


for reservations 


. or additional information on rates, 
seasons and activities, let us send you 
our color convention booklet. Address 
Mr. Winston McCrea, Mgr., Sun Valley, 
Idaho or Union Pacific Railroad, Room 
2711, Omaha 2, Nebraska. 
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¥ B00 ROOMS FROM $7 to $13 


ks LAS VEGAS, NEVADA 
Los Angeles DU 8-1151 
San Francisco DO 2-2022 Detroit WO 2-2700 Miami PL 4-1667 
Chicago MO 4-5100 Washington, D.C. EX 3-6481 New York MU 8-0123 


You'll get more done...then have more fun at 
LAS VEGAS' COMPLETE CONVENTION HOTEL 


* 13 Meeting Areas & Private Conference Rooms * 2 Giant Stages 
for Showmanship Demonstrations * Exhibitors Gallery 
* Meeting and Banquet Facilities for Groups from 10 to 1,200 
* Superb Cuisine * Fun Round the Clock 


: On Stage! 
1295 DELUXE ROOMS & SUITES: LE LIDO DE PARIS 
Revue 


Meet write Sucoosd at thee Stariludt! 


Or contact 


Director of Sales 
Las Vegas DU 4-6350 


Nationally represented by The John A. Tetley Co. and Leonard Hicks, Jr. @ Assoc. 


@ @ @ @ OCEANFRONT AT LINCOLN ROAD, MIAMI BEACH 
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HOTEL 


a j ‘de 
For full details, write, wire or call: 
ARNOLD KEITHLIN, Sales Manager 


JEfferson 8-0811 


HORACE BURNSTEIN, General Monager 


eeeA HOTEL CRHATHDeee 


ESPECIALLY 
FOR CONVENTIONS 


The Most Sccecstal 


Meetings are Held at 
Magnificent 


MON'TAU K 
MANOR 


MONTAUK POINT © NEW YORK 


.and here are but a few of 
the reasons that will demon- 
strate why you will want to hold 
your next meeting here: 


BUSINESS-WISE: In addition 
to modern exhibit and meeting 
facilities in the hotel itself, the 
Montauk Manor Theatre pro- 
vides a functional convention 
Auditorium seating up to 1,000 
people ....an adjacent display 
area of equal size... plus 
private executive meeting and 
sales rooms. 


PLEASURE-WISE: A vast ar- 
ray of happy diversions, all self- 
contained in Montauk Manor’s 
5,000 acres: 18-hole champion- 
ship golf course, Surf and Ca- 
bana Club with 150 foot pool, 
clay tennis courts, world’s finest 
fishing, skeets and many others. 
ALL UNDER NEW MANAGEMENT 


Larry Borsten, Manager 


For complete details and special 
American Plan rates contact R. D. 
Waterman, Convention Manager at 
MUrray Hill 2-5197. 


HEADQUARTERS FOR: 
SALES MEETINGS 
OVELTIES 
Hats — Wigs — Fans — 
Canes — Parasols — Make-up 
— Balloons — Hawaiian 

items — Novelties, Etc. 
Write for Wholesale Catalogue 
#SM 60 “Please State Your 


Business.” 


GORDON NOVELTY CO., INC. 
933 Broadway New York 10, N. Y. 
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tractive girl wearing a tight sweater 
with the word “Plyboy” across the 
back. Girls in our field headquarters 
were enlisted in a contest to find the 
girl with the sexiest handwriting who 
teasingly autographed the photo- 
graph with some comments in rela- 
tion to the Dearborn meeting. An- 
other tickler was simply to mail an 
unlabeled can of garden peas to each 
man, adorned only by the mailing 
wrapper. 


Badge with Ears 


We needed badges for ready iden- 
tification. A large letter “P” — of 
plywood, naturally — served as the 
name lettering medium. (Leg of the 
“P” went into the suit breast pocket.) 
In sawing them, small ears were in- 
cluded at the top fore part of the latter, 
symbolizing Plywood Promotionears, 
for ourselves and only wonderment 
to other guests of the inn. 

We also pressed the Dearborn Inn 
and the Canadian night club, which 
was to be the scene of our final blow- 
out, for tickler mailings. Result was 
primarily their descriptive literature. 
(It is surprisingly difficult, with any 
of the entertainment spots or hostel- 
ries with whom we've worked, to get 
them to apply any imagination in de- 
vising tickler mailings. They seem to 
be universally pretty “square.”) 

Once program details were com- 
pleted, the program was multilithed, 
using some 25 cartoons provided by 
our own field man cartoonist. To 
maintain suspense until the last min- 
ute, the program wasn’t distributed 
until the meeting got under way. 

In casting about for a way to 
launch a program with a bang, it 
came to my attention that I had 
“achieved” a secret nickname among 
the force, converting my legal name 
from Stanley A. Taylor to Stanley 
A-Bomb. This was a gift from heaven, 
not only to twit the author of the 
nickname but to provide an excuse to 
make the introduction of the theme a 
real bomb-blast. 


Plenty of P’s 


P’s are flexible words — the diction- 
ary has plenty of them — and a person 
not too particular can employ other 
words starting with “f” if he spells 
them “ph.” Thus every program item 
could be worked, not too tortuouslvy, 
into three letter words all starting 
with “p”; viz: Phledgling Promotional 
Presentations, Plyboy’s Private Party, 
Phuture Panel Products (for brain- 
storm session), Potent Photographer's 
Premier (for slide contest), not to 
mention Passionate Plywood Procla- 
mations (for 1960 program). 
JULY 
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The Wheaton organization offers fast 
efficient service to all 50 states. 


the SAFEST distance between 2 points 


COAST TO COAST LONG DISTANCE MOVING 


OVER 525 
AGENTS IN ALL 
PRINCIPAL CITIES 


In the West, call 


On the 
MISSISSIPPI 


4.0)" Wy 
For a well-rounded meet- 
ing, plan it on the Missis- 
sippi Gulf Coast. Over 
5000 modern beachfront 
rooms — meeting rooms 
for 20 to 2500 — banquet 


facilities for 1100 — exhi- 
bition space — marvelous 


(a- 


food — fishing — swim- 
ming — golf — night clubs 
— easy to reach by car, 


train or plane. 
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Howard Ganek — 
Seller of Service 


Howard Ganek is Southern Sales 

Manager of the Hollywood Beach 

Hotel, and has an “up from the 

ranks” knowledge of his product. 
With a confidence born of first-hand 
experience, he sells with great pride 
the superior service and facilities that 
characterize the Hollywood Beach Hotel. 


» Age 
cS 


-~ 


Howard is a member of the Hollywood 
Beach sales team, which is backed up by a 
service team of 400 experts in catering to 

group meetings. When you think of this 
exceptional service team combined with the 
hotel's outstanding facilities, the Hollywood 

Beach’s competitive edge becomes quite evident. 


uray 
Pp er 


brick and mortar facts — 
american/modified american/european plans * 
completely air-conditioned * 500 guest rooms 
and suites * 40,000 sq. ft. of meeting space 
on one floor « free exhibit space * free golf 
and tennis * Olympic pool and 1000 foot 
private beach ° professional entertainment and 
ladies’ programs « sensible rates. 


HOTEL/GOLF CLUB e HOLLYWOOD/FLORIDA 


New York: MU 8-6647 * Phila.: LO 7-0475 
Wash., D.C.: ME 8-5092 + Chicago: SU 7-1563 
Hollywood, Fla.: WA 2-4551 


MEET WITH DISTINCTION—WITHOUT DISTRACTION 


for your comfort... . for your letaure. .. . 


® easy accessibility 4 golf courses 

* 12 conference rooms—!2-350 persons tennis—riding 

* superb food from our own farms private swimming pool 

* modern facilities—old world service pro hockey—ice shows—theatre parties 


HERSHEY, PENNSYLVANIA 


“Open Year ‘Round™ 


Reservations 


Robert P. Cournoyer 
Write: Room $ 


Managing Direcror 
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With such perhaps corny devices, 
by means of a tape-recorded build-up, 
I was introduced through a cloud of 
pyrotechnic smoke which cleared be- 
fore the management was aware of it 
— introduced, naturally as Stanley 
A-Bomb! The teasing went on into 
many PPP combinations that the 
theme was not, then seriousness 
reigned while the true message was 
put over. 


Reached Goals 


During this four full days of fast- 
paced program, all of the things for 
which wed gathered were accom- 
plished. 

Exhortations by the boss on pro- 
motional techniques were better re- 
placed by some excellent sales train- 
ing films rented for the occasion. 
Similarly, exhortations for men to 
take more 35mm slides to use in their 
sales meetings were better supplanted 
by a slide contest, with an appro- 
priately engraved trophy, for the man 
who turns in the best slides. 

To point up the true purpose of 
our promotion — to get a tremendous 
quantity of plywood used —a Million 
Footer Club had been formed in the 
past and this was the occasion of 
initiation of new members. To be 
eligible, a man had to promote, solely 
by his own efforts, a million square 
feet or more of DFPA grade-trade- 
marked plywood to a single firm. 
Fourteen carload-at-a-crack . users 
aren't easy to find, and two seven-car 
users won't qualify, but in two years 
there have been 28 qualifiers. 

Executive Vice-President of DFPA, 
W. E. Difford, wanted the combined 
thinking of 60 imaginative men on 
possible new products for the ply- 
wood industry, and to deliver his de- 
sire, a brainstorm session was 
launched, out of which came some 
fantasy but also some extremely mar- 
ketable ideas. 

Our program usually does not em- 
ploy speakers outside of the depart- 
ment, but on this occasion we had 
the pleasure of Difford’s presence 
simply to say “thank you” to this pro- 
ductive force for its past efforts. To 
show cigar-smoking “Diff” that this 
gang was with him all the way, at a 
signal, 60 cigars were whipped out 
and lit in unison. This touched 
deeply the man whose dedicated ef- 
forts were most responsible for the 
7,700,000,000 sq. ft. sales record for 
1959. In honor of his accomplish- 
ment, he was duly initiated into the 
Million Footer Club. 

To add interest to the gathering 
and to escape the confines of the 
meeting room, two afternoons of 
tours were arranged to combine both 
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plywood and personal interest. For- 
mer was served by a tour of Vaga- 
bond Coach Company, a mobile home 
manufacturer and user of DFPA ply- 
wood; Ford Motor Company assem- 
bly line and other production facili- 
ties; and several imaginative uses of 
plywood components in buildings 
observable from chartered buses. 
Quick visits to Greenfield Village, 
Detroit Civic Center, and Henry Ford 
Museum served for the men’s store 
of personal memories. 

Wind-up to the jam-packed four 
days was provided by a dinner and 
floor show at a Windsor, Ont., night 
club, Elmwood Casino. Dinner in a 
private dining room at this club, pre- 
ceded by a cocktail hour, provided 
the genial atmosphere conducive to 
proper presentation of trophies. In 
addition to the slide contest trophy, 
the group voted on the best Phledg- 
ling Promotioneering Presentation, the 
prize of a “phur-lined” unmentionable 
was his to explain to-his bride. 
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| Miracle on 
34th Street 
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In New York City 
the Sheraton-Atlantic 
answers all your 


convention requirements 


Mob Took Over 


While we thought the program al- 
lowed only adequate time for the 
planned program that evening, the 
mob took over for 20 minutes. Since 
gifts of intrinsic value are discour- 
aged, the gifts I received were princi- 
pally buffoonery. They took the forms 
of a girdle to keep me “in shape for 
the tough vear ahead,” a trophy for 
the department’s “61st greatest fisher- 
man” and a water bucket full of 
“blood” donated all at once to avoid 
it being extracted painfully during the 


@ $4,000,000 renovation program completed. 1500 
newly decorated rooms (1000 air-conditioned), all 
with bath, radio and TV. 

@ 15 well-appointed air-conditioned function rooms 
accommodating 15 to 500. Exhibit space available, 
@ Close to everything: Penn Station, Grand Central, 
Airline Terminals, Empire State Building. 


year. 
There was the suggestion that a 
smile was sometimes missing in mv Tour Department organizes outside activities at no charge. 
written spiels so a framed cartoon of ; 
a real smiler. complete with mustache For complete information, contact Steve Sandstrom, Director of Sales 


and Million Footer necktie, was do- 


mated to hang’ font of me while | JH ERATON-ATLANTIC HOTEL 


dictating. Some good points, some (formerly the Sheraton-McAlpin) 

even complimentary, were made for Home of the Famous Gate of Cleve Restaurant 

my benefit, all in good fun yet con- Broadway at 34th Street, New York City + Reservations: PE 6-5700 + Teletype: NY 1-2715 
structive in building the mutual- 
respect relationship that must exist in 
any good organization. 

During the entire program, our own 
professional-caliber photographer, who 
doubles as a first-rate field promotion 
representative during the year, took 
photographs of all worthwhile activi- 
ties, and also shot the group photo- 
graph that each man received. Per- 
haps we aren’t unique in having the 
varied talents that exist among the 
men, but we have concentrated on 
using those talents for the benefit of 
the group, which, as I said at the out- 
set, is the secret of success in a meet- 
ing of this kind. 

Seemingly almost overlooked in 
this discussion is the matter of setting 


HOTEL ¢ MOTEL ) Your Ideal Convention Spot 


Cottages New England's COMPLETE Resort, a perfect setting for 
te the Deneetiak thea business and pleasure. 2000 ft. altitude. 
‘ Me. \, Private conference rooms. Banquet Hall seats 450 
White Mountains persons. Cocktail Lounges. All recreational activities: 
sporty golf course « putting green « 4 tennis courts 
CRAWFORD NOTCH, N. H. * lawn bowling * shuffleboard * Beach Luncheons 
¢ swimming e fishing 


For Convention Folder 


write Robert K. Holiday, Mgr. 


All inclusive rates—no extras. June thru October. 
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that the best-conceived conventions are 
individually planned, specifically tailored for the demanding 


’ F ‘ but discerning group... where a unique attention to detail and 
The South S$ a ae finesse will be most appreciated by each and every delegate... 
~— 


. . 4 ae, Guest accommodati 300 to 350 " 
finest Commercial- AS ee en con 


accommodating 100 to 1000. ..3 separate dining Me. Ernie Pike 


- AO 


areas each equipped with banquet kitchens...P.A. 


Convention Hotel! : e. ° B —4 system ...print shop. ..public relations director... 


: and an experienced convention staff... .completely 
Air Conditioned. . . 
IN DOWNTOWN 


JACKSONVILLE, FLORIDA ; ines ; wk, 


ON THE OCEAN ‘43rd TO 44th STREETS, MIAMI BEACH,FLOR 


AN IDEAL CONFERENCE CENTER 


Offering the ultimate CONFERENCES OF 20-100 PERSONS 


in conveniences and facilities from 


the smaller executive group meetings CONVENIENTLY 


to the largest of convention needs. * LOCATED 
. 
One floor ‘convention cent er’’ / meeting and Only 45 minutes ft 
banquet rooms for from 25 to 1100 / Theater from New York City our nspec ton 


ighting : closed circuit TV / 550 outside 


individual temperature controlled rooms / 
Radio, TV and Hi-Fi in every room / Drive-in EXCELLENT 
registration — elevators to rooms / FREE FACILITIES bg 
GARAGE for 250 cars / PLUS a willing Private function rooms to suit 4 or ta Y 


fully experienced convention staff. your needs. 


Write today for full information, 
rates and availabilities — or Sour & TENNIS @g of 

call Ja | \ ole championship course, P 
oS, OSs 3 fast clay tennis courts, olym- hRUVL e 


Robert B. Neighbors, oic size pool. 
Vice Pres.-Gen. Mgr. 


Weyer. “ects dellwood country club 


new city, new york e new city 4-4626 


Hotel EMERSON HOTEL SIR WALTER HOTEL ROOSEVELT 
BaitimoresMaryiand Raleigh, North Carolina Jacksonville, Florida 


yeh yn a ag Mr. LEE WILLS, MANAGING DIRECTOR 


DELLWOOD CONFERENCE CENTER — NEW CITY, N.Y. 


For complete information call or write 


= 


Glad to GREET you 


@ With complete facilities that assure 
a successful carefree meeting . h 

®@ With hotel or private cottage accom- W ere 
modations, fine food, interesting 
sports facilities, etc. 

®@ With personalized attention to mee ts 
good service and come-back-again 


hospitality When your company’s sales experience 
* 90 miles from Phila. & N. Y. C. joins with the Claridge’s meeting experi- 


For information call our offices in: ence (and excellent facilities) a top notch - 
N. Y¥.—LO 5-1115 « Phila.— Ki 6-1937 sales meeting is assured. That’s why The @ 
or write: EDWARD C. JENKINS Diversey Company, Pfizer Brothers, The 
and Pet Milk Company, and many others re- EMPHIS 
we SKYLI NE IN Cottages turn to the Claridge year after year. May M 


we add your name to our growing list of 
MOUNT POCONO, PENNSYLVANIA sntieiaih dani’ : . S HOME OF THE FAMOUS 
at the Top of the Poconos pages nis BELL TAVERN 


oianitin SCOTT J. STEWART, Managing Director 
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dynamic program for the coming 
ear. While forensics have their place, 
xperience has shown that there is 
lways a steady 10% of a group that 
on’t get the word orally. Conse- 
uently, it has become sensible prac- 
ce to pass out detailed phases of 
programs in writing so that during 
the year there is some semblance of 
niformity. 


Spare-Time Conference 


«“e . »” . . 
Spare time” in a program of this 
kind is used for individual confer- 
ences with any field man who wants 


one, conferences with each regional 
manager on his particular problems, a 
regional managers group meeting and 
conferences by regional groups. Com- 
bination of program items mentioned 
present a ott deodeaiag picture, in- 
deed. However, another secret, not 
previously given, is to have the dedi- 
cated kind of men who are absolutely 
punctual for every program item. 
They don’t wander when something 
is going on. They contribute their ut- 
most and extract the maximum from 
their contact with each other. 

That’s how to hold a _ successful 
meeting for $704.51! 


Really Live 
Demonstration 


GIANT EGG incubator, 
made of molded plastic, 
is part of exhibit spon- 
sored by Union Pacific 
Railroad at California 
Museum of Science and 
Industry, Los Angeles. 
Egg stands 9-ft. high, 
weighs 1,800 pounds. 
Double pane glass per- 
mits visitors to watch 
chicks hatch in properly 
maintained temperature 
and humidity of incu- 
bator contained within 
the egg shell. Plastic 
was chosen for shell be- 
cause material could be 
shaped into three-di- 
mensional forms at a 
cost lower than stand- 
ard cabinet work. Dono- 
van Worland, head of 
Latham - Tyler - Jensen’s 
exhibit department, Chi- 
cago, inspects the egg. 
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PROVIDENCE 


RHODE ISLAND 


At the head of Narragan- 
sett Bay, The Vacation 
Land of Southern New 
England. 
e with COMPLETE 
convention facilities 
* Free Parking 


Y Res 
N 


IN DOWNTOWN PROVIDENCE 


For further information write 

Hon. Walter H. Reynolds, Mayor 
or Convention Bureau 
Providence Chamber of Commerce 


Providence, R. | 
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BRUNSWICK EXECS 
await their turn to 
putt ball as all-time 
golf champion Byron 
Nelson holds the pin. 


By ROBERT A. KELLY 


Mike Souchak 
the cup a scant 
whit 
flash 
bulbs and plaid-tammed executives, 
he quic kly made his shot. as did those 
who followed him to the green: 
Jackie Burke, Byron Nelson, Barbara 
Romack and | “Sister” 


SLOWLY, carefully 
iddressed the ball 
five feet away. Surrounded by 


ring movie cameras, popping 


yLIISE 


Suggs 
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all champions — and, significantly, all 
Brunswick Corp. stockholders. 

For the third time in as many years, 
Brunswick had done the obvious. A 
touch of old-fashioned showmanship 
has again bounced its perennial con- 
clave into a setting where the product 
is king. 

In 1958, shareholders gathered in 
a lavish bowling emporium where 
they heard of the fabulous success of 
the company’s then brand-new auto- 
matic pinsetter. 
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Meet Where Product's in Use 


Next year it may be in a hospital or boat yard, but this year 
shareowners met on a golf course. Why? Brunswick believes 
in showing shareowners products in use by customers. Last 


year owners met in a school; year before at a bowling alley. 


Following year, they went to school 
literally. Brunswick invited its own- 
ers to a suburban Illinois high school 
(along with 70 seniors majoring in 
economics) where company execu- 
tives focused attention on Brunswick's 
growing role as a major contributor 
to advancement and modernization of 
the nation’s classrooms. 

Early this year, shareholders cara- 
vanned to Chicago's swank South 
Shore Country Club where the latest 
annual meeting took place. For 1,200 
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1959 


SHINEY APPLE is 
present questioning 
student of suburban 
illinois high school 
where Brunswick 
held annual meeting. 


of them, it was the year of the golf 
ball. 

Day began with good news. “Earn- 
ings for the first quarter of 1960,” 
said President B. E. Bensinger, “were 
ahead of the same period in 1959 by 
about 32%.” Health and vigor of the 
company was obvious to everyone. 

Following this report, Bensinger 
invited his guests to an adjacent green 
where the company’s stable of golf 
pros were on hand to conduct a golf 
clinic for interested shareholders. 

With the company’s increasing in- 
terest, participation and ownership in 
the sports product field, presence of a 
definite “sports flavor” at the annual 
meeting is considered invaluable. 

Promotional possibilities are ob- 
viously manifold. People, sports and 
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1958 


PRO BOWLER lLa- 
Verne Carter an- 
swers some questions 
of interested share- 
holders before she 
bowls in special ex- 
hibition. She is a 
member of Bruns- 
wick .advisory staff. 
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unbeatable team, 


celebrities are an 
and Brunswick has made most of it. 


Last year, President Bensinger 
dropped into an economics class at 
the suburban high school where the 
1959 meeting was held. He was pep- 
pered with knowledgeable and perti- 
nent questions by enthusiastic young 
students. “Who is the largest stock- 
holder in Brunswick?” asked one of 
them. “I am,” answered Bensinger 
without flinching. Photographers 
caught him at a happy moment, every- 
one in the rooin was either sitting or 
leaning on a Brunswick product. 

In 1958, with bowling champs 


Marion Ladewig and Laverne Carter 
bowling them over, shareholders took 
to the alleys after hearing Bensinger’s 
profit message. After using pin-setters, 


balls, furniture and ball-returns, all 
made by Brunswick, there was little 
doubt that his forecasts for the bowl- 
ing line had gained better under- 
standing. 

Product lines were crossed for pro- 
motional reasons at the latest con- 
clave when golf pro Barbara Romack 
attempted to putt a Brunswick bowl- 
ing ball. Bensinger, of course, smil- 
ingly observed this herculean effort. 
Certainly, it was no coincidence that 
the green-pin happened to carry 
1960's rec: business done by. the 
company 4 nice bold figures suit- 
able for framing. 

While someone flashed the com- 
pany’s income figures on the auto- 
matic Tel-E-Score, a few meetings 
back (no one was about to miss the 
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In New Orleans — 


America’s Most Interesting City 


your convention business 
is a pleasure at the 


AIR-CONDITIONED THE YEAR ‘ROUND 


% 14 comfortable meeting rooms, seating 25 to 2,250 
persons 

% The center of business, civic and social activities 
in New Orleans 

3% Home of the famous Blue Room for dining and 
dancing and floor shows 
Also for your dining convenience The Coffee Shop, 
Fountain Lounge, Coffee House and Plantation 
200m. 


SEYMOUR WEISS 
President and Managing Director 


A. C. BELLANDE 
Manager 


Arizona’s 
Country Club Resort 


GROUP 


Accommodations for 185 guestsina 
secluded club-like atmosphere only 
15 miles to Phoenix. An oasis in 
the Valley of the Sun. Magnificent 
18 hole golf course and other sports. 
3740’ Paved Airstrip. Superb food 
and well-trained service. Variety 
of meeting and conference rooms. 


Season: 
November 1 to May 15 


THEEWIGWAM 


INN, COUNTRY CLUB, BUNGALOWS 
LITCHFIELD PARK — ARIZONA 
Reade Whitwell, Mgr. 


Telephone WEstport 5-3811 


NATIONAL REPRESENTATIVES: 
GLEN W. FAWCETT, Inc. 
Los Angeles ........02- MAdison 6-7581 


San Francisco 

(Toll free from East Bay ENterprise 1-0450) 
MUtual 2-1981 

BD coe cecescevesese Riverside 1-6814 


ROBERT F. WARNER, Inc. 


New York MUrray 2-4300 
Chicago RAndolph 6-6024 
Washington REpublic 717-2642 
Boston LAfayette 3-4497 
Toronto EMpire 3-26693 


135 of the top 500° 


corporations in the nation 


meet at THE MORAINE! 


BUSINESS “s 
ts MEETINGS 
gre t oo mae. a DUCK KEY... a resplendent 


tropical island in theFlorida Keys. 


1 INDIES HOUSE .. . Caribbean 
My . charm and new-world luxury. 


. a friendly, informal resort hotel on Lake To Indies House are invited 
Michigan, only % hour from downtown Chi- esteemed business executives to 


cago ... hosting 275 group meetings a year | USE the elegant facilities for con- : 


. . completely keyed for group functions . . . ferences, directors’ meetings, sales 
excellent facilities for sales training schools clinics and the like. 

s where peak workloads can be combined 100 guest rooms and suites/meeting and ban- 
with pleasure for greatest efficiency . . . no quet rooms/yacht harbor/golf/tennis /charter 
big-city noise or distractions to compete with boats/swimming pools/trap and skeet shooting. 
your program. *As listed by Fortune Write Indies House or contact Premier Hotel 

FROM 30 OR LESS TO 300 OR MORE Representatives, Inc. Executive Office—New 


: York City—48 E. 57th St.—Plaza 5-9747. 
YOu'LL BE WELCOME AT Service Offices—Atlanta/Miami/Los Angeles/ 


San Francisco/Seattle. 
ctel OUINE 


ON-THE-LAKE 
HIGHLAND PARK, ILL. « IDlewood 2-4444 
200 Guest Rooms * 12 Meeting Rooms 
5 Private Dining Rooms 
BETTY GREEN, sales manager 


Florida 


FABULOUS SAGAMORE 
WHERE THE GOVERNOR'S CONFERENCE 
WAS HELD 


GREATEST IN 1960 


NEW FOR 1960 


WONDERFUL! EX CITING! 


HEALTH CLUB 
POOL 
OLYMPIC-SIZE SWIMMING 
eA ROOMS AND HOT al 
SUNLAMPS * REDUC! 


MEETING ROOMS 50 TO 500 
® LARGEST CONVENTION THEATRE IN 
UPSTATE NEW YORK * ALL GUEST 
ROOMS AIR-CONDITIONED * “ONE 
OF THE TEN BEST GOLF COURSES," 
says N.Y. Times * GREAT CUISINE 


MAY - JUNE - JULY - AUG. - SEPT. 
IDEALLY LOCATED IN THE 
MIDDLE OF NEW YORK STATE 


ON BEAUTIFUL LAKE GEORGE 


AGAMORE 


BOLTON LANDING. N.Y. 
way 


N. ¥. Umee—148!1 Broad Wis. 7-3700 
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vumpany’s success story), Bensinger 
explained the workings of the new 
pinsetter to a group of stockholders. 
When he couldn’t get his point across, 
he leapt nimbly to the top of the 
large machine, continuing his de- 
scription from there. Photogs had to 
nove quickly to record this feat. 

When an aggressive young student 
bombarded him with a string of preg- 
nant questions during last year’s meet- 
ing, Bensinger presented her with a 
shiny red apple — after he had an- 
swered the questions. 

Colorful tams worn by Brunswick 
executives on the green last April, 
bore a very special tartan — Mac 
Gregor tartan, of course. Corpora- 
tion's Mac Gregor Sports Products Di- 
vision wouldn’t have had it any other 
W ay. : 

When stockholders left the meeting 
hall this year, each was presented 
with a copy of Brunswick's annual 
report and a box of three “Tourney” 
golf balls. Corporation hasn't for- 
gotten the importance of its own 
shareholders as a captive sort of mar- 


ket. The gift box is another recog- 
nition that there is no such thing as 
a captive consumer, shareholder or 
not. He must be convinced the prod- 
uct is best, and the “Tourney” golf 
ball is one of Brunswick's best argu- 
ments. 

Corporation’s program of holding 
annual meetings in product settings is 
not revolutionary. It is, however, 
highly successful. While more and 
more companies are doing it, the 
technique has generally not as yet 
received the kind of application it so 
richly deserves. Brunswick’s continu- 
ing success should spur its growth. 

For Brunswick itself, shareholders 
could well find themselves in a boat- 
yard or a hospital, when annual meet- 
ing time rolls around again next year. 
With recent acquisitions moving the 
company into the pleasure craft and 
hospital equipment fields, either is a 
prime meetings possibility. 

Success of the technique is proven. 
For many interested observers, the 


trial is over and the search for their 


own kind of golf course just begin- 


ning! @ 


Tool Exhibit on Wheels 


“DISPLAYMOBILE” gives full 


headroom 


to salesman and potential 


customers. Specially designed truck body allows salesmen to show full 
line of tools at the customers door. Regardless of weather, the mobile 


unit gives salesman opportunuity to discuss 


retailers tool market 


problems without interruption of phone calls. Unit belongs to Crescent 


Tool Co., Jamestown, N. Y. 
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Bermudiana 


Bermuda’s 
Newest, Finest 


CONVENTION HOTEL! 


Convenient location right in the 
heart of Hamilton, the new, mag- 
nificent BERMUDIANA...the multi- 
million dollar investment in 
gracious Island living that’s slated 
for 1960's most successful conven- 
tions. Choice dates are now open 
... write today for full information. 


Carroll E Dooley, Mer. Dir. 


Convention Groups to 460. 


* 

% 3 spacious Meeting Rooms, plus 
Committee Rooms, Complete Sound 
and Projection equipment. 


% Swimming Pool, Private Beach Club 
. .. Moongate and Sunken Gardens 


Nightclubs. 
% Completely Air Conditioned, indi- 
vidual control . . . most rooms with 


terrace or balcony. 
% Unlimited hot and cold fresh water. 


ROBERT REID ASSOCIATES, INC. 
Representatives 
610 Fifth Avenue, Rockefeller Center 
New York 20 PL 7-2444 


CHICAGO e HOLLYWOOD e MIAMI 
MONTREAL ¢ TORONTO 


ALLIED INTERVIEWER conducts company’s own survey to de- 
termine how well exhibit stacks up and whether it answers 


RATION - 


How We Measure a Show 


visitor’s questions. Questions were designed to probe for visi- 
tors’ interest and their impression of the Allied exhibit. 


Allied Chemical creates its own research to learn visitor in- 


terest at a show: what they come to see, what they plan to do 


after the show, what they think of companies at the show, and 


how much they remember of exhibits to which they are exposed. 


By STEVEN S. KORSEN 


Manager, Corporate Exhibits, Allied Chemical Corp. 


EXHIBITS 
important facet of international mar- 
keting, enjoyed remarkable 
growth in the U.S., especially during 
the past decade. This rapid expansion 


and trade shows, long an 


have 


has created several significant prob- 
lems 

more than 3,000 exhibi- 
tions and trade shows annually, not 
to mention numerous other activities 
that use displays. 

What technique can be used to de- 
termine which shows offer the most 
for the exhibitor’s dollar? How can an 
exhibitor measure the effectiveness of 
a particular show and, moreover, how 
can the impact of an exhibit be de- 
termined? 

Scientific techniques and_princi- 


Chere are 
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pals seldom have been applied in the 
exhibit field to prove the value of an 


exhibit or trade show. However, ex-’ 


hibitors must be more positive in de- 
veloping sound statistical approaches 
or else be restricted in evaluating the 
relationship between cost and return. 

To date, prevailing pattern gen- 
erally has been to accept information 
released by show management. How- 
ever, usefulness of this data, espe- 
cially the large attendance figures, are 
subject to closer analysis. Task that 
faces exhibitors, while not overwhelm- 
ing, is extremely complex. Steps have 
been taken by exhibitors, through as- 
sociations, to try and determine a 
method of evaluation which will yield 
facts, figures and knowledge—guides 
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to integrate exhibiting and trade show 
activities into over-all market plan- 
ning. 

In an effort to develop a standard- 
ized technique for evaluation, simple 
to administer and relatively inexpen- 
sive, I decided to use a survey ap- 
proach. This technique offers more 
than just a collection of data. Through 
proper questionnaire construction, 
more than just a compilation of fig- 
ures can be ascertained. Personal feel- 
ings can be uncovered—attitudes of 
visitors exposed of which they may 
not be consciously aware while they 
view an exhibit or attend a show, but 
have a tremendous influence over 
their actions. 

Studies were basic building blocks 
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for theorizing an approach to exhibit- 
ing which will permit predictability 
of audience behavior and response. 

Before ‘constructing the studies to 
evaluate Allied Chemical’s participa- 
tion in the 27th Exposition of Chemi- 
cal Industries held at the New York 
Coliseum last December, I pretested 
similar studies at another show, some 
months earlier, to determine audience 
reaction to specific questions. Initial 
studies resulted in the elimination of 
several misleading questions and re- 
phrasing of ambiguous ones. 

Actual studies were based on a 
indom sampling of 250 visitors who 
ittended the Chemical Exposition. 
Studies one and two were personal 
nterviews. Study three was a mail 
juestionnaire. 

Initial study was an attempt to ob- 
tain information on personal attitudes 
ind knowledge of the chemical in- 
lustry and several leading companies 
therein. Visitors were interviewed as 
hey entered the show but before hav- 
ig been exposed to the exhibits. This 
as done in order to try and obtain 
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FOLLOW-UP mail 
survey asks sam- 
ple of known 
visitors to iden- 
tify sponsor of 
exhibits shown 
in the five pho- 
tographs. Test 
reveals how 
much people re- 
member about 
exhibits after 
show. Allied’‘s 
exhibit is num- _ 
ber four photo. [ies 


an unbiased response. Objectively, 
this study was to try and determine 
their initial attitudes towards exhibi- 
tors and their product lines. Knowl- 
edge of all phases of company activity 
was sought, such as visitor opinions 
of reputation, products, technical serv- 
ice and research of various chemical 
firms. 


Second study, conducted during 
the exposition, was an attempt to de- 
termine why visitors attended, their 
interests, impressions and actions. Do 
visitors know what they want before 
coming to a show? Do they adhere 
to their predetermined decisions or 
are they influenced by other factors? 
If so, what factors? 
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Problem: FIT AN AIRPORT 
rae _IN A 20’ EXHIBIT 


! 

! 

| UNUSUAL EXHIBIT 
| REQUIREMENTS, 
| WRITE FOR OUR 

| FREE ILLUSTRATED 
' 


JENTER EXHIBITS, INC. ‘i 


230 EAST EIGHTH ST., MT. VERNON, N. Y. ae eo 


! . . es 

i Reproduction of Control Tower interior for General Precision 
VOU ave ! and the Federal Aviation Agency showing 180° photographic 
panorama of N. Y. International Airport behind tinted glass 
i windows. Scene shifts from day to night with colorful display 
: of landing lights, runway, markers, etc. Replicas of electronic 
| equipment indicate actual conditions, and loudspeakers provide 
BROCHURE. : authentic sound background. Phones supply details and infor- 


ane ee ee es mation. 
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FOR SALES MEETINGS — CONVENTIONS — INCENTIVE TRIPS 


grounds . . . the fabulous new Sapphire Pool—a com- 


THE BELMONT MANOR GOLF AND COUNTRY CLUB, WARWICK, BERMUDA 


New York + Miami + Chicago + Washington + Atlanta + Detroit + Toronto 


Private 18 hole Championship Golf Course right on the 


fortable 80° always . . . dancing and entertainment 
nightly. Beautifully situated on the Great Sound, across 
from Hamilton. Accommodations for up to 225 guests 
with meeting rooms for 450 persons. 


Represented by Leonard Hicks Jr. & Associates 


Came for Ideas 


Two-thirds of the people attended 
the chemical show to obtain new 
ideas and information. Forty-four per 
cent came to see a articular company 
exhibit or product line. There was an 
apparent correlation between exhibits 
found most interesting and those in- 
dicated as most useful. This was indi- 
cated by nearly half the visitors. More 
than half admitted they would defi- 
nitely take action regarding the prod- 
ucts ‘they were initially interested in. 
Nearly one-third of those attending 
stated they would purchase products 
seen at exhibits which interested them 
most. 

Half of respondents who attended 
without a specific purpose claimed 
they would take action regarding 
products or processes seen. Over 98% 
of all respondents registered the 
opinion that the show ranged from 
average to excellent with the empha- 
sis on the latter. 

Post exposition survey was con- 
ducted by mail to see if a correlation 
could be established in consistency of 
attitude. There was a 16% return by 
the cut-off date set for evaluation. 
However, there was an additional 6% 
return after this date. These addi- 
tional returns only substantiated the 
data initially received. 


See What They Wanted 


Nearly 94% of all respondents saw 
products, processes and companies 
they wanted to see, and 81% of these 
will take action regarding products or 
processes seen. Ninety-four per cent 
also felt that it was valuable to have 
basic chemical producers participating 
in a chemical processing exposition. 

In order to determine what design 
factors have a more lasting effect on 
a visitor, the mail questionnaire asked 
respondents to identify photos of five 
exhibits which had all identifying 
marks blanked out. Only two out of 
the five were successfully identified by 
more than 40% of the respondents. 
It is interesting to note that those 
exhibits displaying more than one 
symbol or logo were _ incorrectly 
identified. When asked to name the 
exhibitor in the picture, a number of 
respondents associated the exhibitor 
with the wrong firm. (It strongly indi- 
cates the reduction in attention and 
impact of company name when not 
emphasized.) Any element of design 
which might confuse or mislead visit- 
ors should be avoided. 

As a follow-up to the initial inter- 
view, respondents were also asked for 
their opinion with regard to the prod- 
uct, sales, technical service and re- 
search of several leading chemical 
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firms. Replies were consistent with the 
original statements in the first study. 

While I do not claim this approach 
is the panacea we have been seeking 
and while it has raised many more 
questions regarding show and exhibit 
evaluation, it presents a starting point 
—a frame of reference from which to 
work. 


Emotion Important 


Since emotion plays an important 
part in influencing an individ 1al even 
in a technical purchase, a technique 
to determine influencing factors offers 
the exhibitor an important tool in sell- 
ing the display. Such studies also are 
revealing in audience attitude not 
only towards a display or company 


but to a show itself. If a show is well- 
liked, the atmosphere for selling is 
more favorable. 

This is only the beginning in the 
development of a planning guide for 
exhibitors, a plan based on fact and 
a technique which can be used under 
any normal show conditions. 

At present I am developing sev- 
eral techniques which have evolved 
from my initial studies. Some are more 
simplified procedures while others are 
complex and involved. Each serves 
its purpose but end results are always 
the same—to give my company the 
most dollar value for dollar expended 
in the exhibit field and to more 
closely integrate exhibit activities with 
advertising and sales promotion pro- 
grams. 


Popular Reprints 


While supplies last, you may or- 
der the following reprints from 
Readers’ Service Dept., Sales Meet- 
ings, 1212 Chestnut St., Philadelphia 
7, Pa. Send remittance with your 
order. 


WANT EXHIBIT RESULTS? . . . SCHED- 
ULE ‘EM—Ade R. Floreen 
Charts every facet of exhibit 
plans and operations 25¢ 


when you plan any type of meet- 
— se ae sss 


HOW TO HANDLE “SQUARES” AT 
ROUND-TABLE DISCUSSIONS — Paul 
Roberts 
Nothing encourages constructive 
thinking like a round-table discus- 
sion 15¢ 


OBSESSION WITH NEW TECHNIQUES 
DESTROYS MEETING EFFECTIVENESS 
—Hugh A. Gyllenhaal 


(One of a series) 


MEN 
W/TH 
IMAGINATION: 


~N 


# 


JULY 


HOW TO SELL AT A CONVENTION 
WITHOUT SEEMING TO SELL—Wm. 
Rados 
38 ways to make more than just 
“contacts” at the next convention 
you attend 20c 


TO PICK BEST HOTEL (for you) ASK 
QUESTIONS—David Marshall 
Here is a sample of what to ask 
anw how it helps you to choose 
a convention hotel 15¢ 


HOW TO CLOSE SALES AT A TRADE 
SHOW —William Rados 
16 tips on what it takes to sign 
more orders at your next trade 
show 15¢ 


HOW TO BE A CLEVER CONVEN- 
TIONEER—E. D. Parrish 
Here are 12 “musts” to help you 
get the most out of any conven- 
tion you attend 10c 


EXECUTIVE CUE SHEET FOR PLAN- 
NING A MEETING 
A guide to elements to consider 


15, 1960 


Here’s a problem-solving guide to 
help you plan sound conferences 
15¢ 


WHAT’S WRONG WITH COMMITTEES 
(and what you can do about it)— 
Milton J. Wiksell 15¢ 


ROLE-PLAYING: DO-IT-YOURSELF 

TECHNIQUE-—Richard Beckhard 
‘Ad-Lib’ Script is multi-purpose 
tool for Training Meeting 10c 


YOUR WEAPON TO UNLEASH BRAIN 
POWER—Ian E. McLaughlin 
Use conference method to build 
that concentrate on weaknesses. 
up strengths in your men rather 
Give them opportunity to express 
themselves 15¢ 


WHAT YOU SHOULD KNOW ABOUT 

LABOR AT SHOWS 
Labor conditions are not going to 
be any better inside the hall than 
they are outside. Your show man- 
ager can do more than anyone 
else when you have a problem 
10c 


aif 
DISPLAYERS’ SALESMEN project the 
creative hallmark of their company. Each 
of them has a background in the exhibit 
and graphic arts field. Each is trained to 
answer your exhibit and display 
questions imaginatively. 


‘7 


ISPLAYERS . inc. 


635 West 54th Street, New York, N.Y. 
PLaza 7-6500 


STICK-ON BADGES 


For MEETINGS and 
CONVENTIONS 


Name Badges, stick on any Gar- 
ment. No pins or buttons. 


ONLY 5c Each 


IMPRINTED 


KEN MORRISON 
1000 lots . . . less 6c each 


DATE and PLACE 3 inch Circle, Square or 
Triangle. 10 day service, 
MEETING Send copy. Guaranteed. 


GOES HERE 


FREE SAMPLES — Glad to send them 
Order from Frank D. Jackson, 
JACK-BILT, 906 Central St., Phone V! 2-5068 
Kansas City, Mo. 


75 


NOTED wine and foods columnist, Morrison Wood, frequently lecturers Wine Board Classes. 


Has Meeting —Will Travel 


Wine Board will go anywhere—on land, sea or in the air—to 


stage a training session. Meetings are foundation of promo- 


tion for wine industry. Aim is to dispel myths, education con- 


sumers, and stimulate purveyors to use proper wine service. 


Based on an Interview with JACK STANTON, Wine Advisory Board 


Ik THERE'S a group that puts on 
more meetings, and more kinds of 
meetings, for a greater variety of peo- 
ple on land, at sea, and in the air—than 
the Wine Advisory Board, San Fran 
cisco, officials of that body would be 
Board’s Jack Stanton, wine 
industry’s authority on meetings and 


surprised 


a prime source of meeting ideas and 
techniques, savs 

“We make meetings the foundation 
of the promotion work for the indus 
try we serve.” Why meetings to reach 
sO many different audiences? Here are 


some of the main reasons: 


l. When Board personnel thinks 
in terms of trade contacts, consuming 
public, 1 them 


where they dine, travel, or socialize, 


those who serve 


it regards everyone as a consumer o1 
potential consumer of wine. 


2. In United States there are some 
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JET STEWARDESS shows how she 
learned to pour champagne in plane. 


92,000,000 people who live where 
wine is sold legally. The industry 
wants to reach all of them, directly 
or indirectly, with its message of wine 
pleasures and benefits. 


3. Every individual who acquires 
wine knowledge, whether in the 
course of his duties or as a consumer, 
can influence others. 


4. Considerable education on the 
product is needed because the U.S. 
traditionally has not been a wine- 
drinking nation. 


5. In some areas, due to ignorance, 
notions about “winos,” and so on, 
prejudice must be overcome. Meet- 
ings (including wine tastings) build 
honest familiarity and prestige for the 
product. 


6. Among persons otherwise 
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THE MOST MODERN FUNCTIONAL 


‘HOTEL IN THE SOUTHWEST... 


Designed for 
Conventions 
in Dallas... 


‘Hub of Industry and Finance 
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The new Sheraton-Dallas Hotel is planned and 
staffed to accommodate today’s progressive 
businessman . . . for conventions, multiple-meetings 
and private groups. The Sheraton Plans Group 
promises you an integrated, smooth-running program, 
whatever your needs may be. Facilities vary in 

size from private function rooms for 10 people to 

the grand ballroom which will accommodate 

more than 2000. 


This modern sheath of mosaic beauty also features 
the finest cuisine, prepared by world-famous chefs. 


Discriminating businessmen have given their hearty 
approval to the Sheraton-Dallas . . . located in 
the heart of Southwestern finance and industry. 


Cail a. 


_— 


600 Rooms..... Free parking for registered guests 
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friendly to wine, there may be fear 
of serving it at home or ordering it 
in public because of the aura of 
mystery surrounding nomenclature 
and correct service. 


Don’t Know Product 


What it boils down to at all levels 
is lack of knowledge of the product, 
its use and its advantages (and this 
is a common story to most marketing 


people). People shy away from what 
they do not understand. This is true 
whether it is a matter of consuming 
the product, marketing, recommend- 
ing or selling it. 

Wine industry meetings over the 
years have run the gamut of likely 
contacts: politicians, press, profes- 
sionals, civic groups, businessmen’s 
organizations, trade groups through 
which the industry distributes and 
works; “visiting firemen” and notables, 


On ideon, SY, d. oor a btwa ler 


SWIMMING POOL 


k Shelburne 


BOARDWALK AT MICHIGAN AVENUE 


New unique coffee shop. 


conditioned) 
overlookin 
Shelburne 


Boardwalk. 


Ten magnificent meeti 
ROOM and KERRY 
Banquet capacity 600. 


Write MARCUS FORD, Vice President in Charge of Sales 
Telephone ATLANTIC CITY 4-8131 


Spacious guest rooms (air- 
fresh and salt water baths. 
Boardwalk 
ining Room, Golf on two courses. Ice skating 
rink (winter season). Free TV in all rooms. 

rooms featuring GRAND BALL- 


ALL. Seating capacity 1000. 


e. 4 
>. 


f 


ATLANTIC CITY 


Ship's Deck 
Lounge. Famous 


convention favorite 
at Virginia Beach 
Virginia 


Where the pines meet the sea—a 
convention spot beyond compare for 
complete recreational and convention 
facilities. A complete domain of 
pleasure tailored to every type meet 
ing of groups from 50 to 400—18 
hole golf course. beach club, 3 pools 
tennis, top bands, entertainment 


100% AIR CONDITIONED 
& FIREPROOF 


new choice 
in Fort Lauderdale 
Florida 


Where the palms meet the sea—this 
exclusive secluded hotel will be avail- 
able to groups up to 300 for the 
first time—complete convention facil- 
ities—600 feet of private beach, 2 
pools, 9 hole 3 par golf course, 
entertainment. 


100% AIR CONDITIONED 
OPEN ALL YEAR 
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society folk, and just people. Lately 
Board representatives have “met” wit! 
entire communities or groups of re- 
lated communities by staging fiesta: 
during which wine meetings anc 
tastings are part of the fun. Thesé 
ambitious ventures are a story it 
themselves. 


What's Being Done 


This article spotlights what the in- 
dustry has been doing to ,overcome 
one of its sorest problems: educating 
staffs of institutions that dine, but do 
not yet know how to wine, their clien- 
teles. r 

Places with best potential to mer- 
chandise wine are restaurants and 
dining rooms of hotels in large metro- 
politan areas. . In such cities as San 
Francisco, New York, Chicago, New 
Orleans, sophisticated living is taken 
for granted. The public is ready and 
willing to accept knowledgable wine 
service with meals — often expect or 
demand and not get it. Road blocks 
between vintners and their wares and 
the consumer are, in the main, two: 
(1) restaurant owners, operators or 
managers who are indifferent to the 
opportunity because they are unaware 
of the prestige and profits they may 


ALPINE INN 


and cottages 


where business is a pleasure 
50 miles north of Montreal, 
in the Laurentian Mountains. 


Canada’s finest convention hotel, 
superbly situated in the heart of the 
Laurentian mountains, with every sea- 
sonal recreational activity at hand. 
Just one hour’s drive north from 
Montreal, P.Q., via the new Auto- 
route, easily accessible to bus and 
train connections. 


* Completely air-conditioned ¢ Every service 
and facility for large or small groups « Cardy 
Convention Hall seats 250 © ‘Sun Shower" 
Dining Room seats 350 ¢ Private Meeting 
Rooms, 16 mm Projector, P.A. System « Private 
9 hole golf course « Heated Setmming pool 
¢ For free illustrated booklet and full 
details write to: H. F. Gibson, Mgr., or 
contact our New York representative, William 
P. Wolfe Organization, 500 Fifth Ave., Tel. 
LOngacre 5-I114. Vernon G. Cardy, President. 
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win through good wine service; and, 
(2) waiters and waitresses who are 
icnorant of wines and their service 
and have never been trained to rec- 
ommend them with foods they serve. 

This applies, too, in varying degree 
to dining room stewards and stew- 
ardesses who serve on ocean liners; 
and to airline stewardesses, although, 
with respect to wine service on air- 
planes there are some special con- 
siderations. We shall go into these 
Jater. 

In the early days of its promotional 
work with the hotel and restaurant 
industry the Wine Advisory Board 
aimed first at the owner or manager 
level and made considerable headway. 
But it became plain that, given a 
cooperative attitude by management, 
key persons to increase sale of wine 
with meals were waiters and wait- 
resses. Almost without exception they 
were in need of training. Meetings 
were the obvious means: but how to 
get them to meetings? It would be 
a rare individual among them who 
would be willing to take a wine study 
course on his or her own time. Per- 
haps an equally rare owner who would 
say: “We'll pay you for overtime if 
you do.” 

’ The mountain decided it must go 


The Warwick 


AT ROCKEFELLER CENTER 


WHERE BUSINESS MEETINGS 
FUNCTION SMOOTHLY 


On their toes, with the best facilities ano 
appointments at hand, the Warwick stafl is 
@ repeating satisfaction to those in charge 
of meeting arrangements. 


WHERE CONVENTIONS 
REPEAT FOR GOOD REASONS 


What a convention manager wants, he gets 
Through the experience of years, our stafi 
fits in as a smooth operating part of con 
vention planning and execution. 


ERWIN H. 
SCHLICHT 


General Manager 
& 

Write or Phone 
SALES 
DEPARTMENT 
65 West 54th St. 


New York, N. Y. 
Cl 7-2700 


100% AIR 
CONDITIONED— 
RADIO— 
TELEVISION 


to Mahomet: to hold meetings “on 
location” and train dining room staff 
on the job. Still another obstacle had 
to be overcome: timing. Most waiters 
and waitresses work split shifts. Board 
personnel adjusted accordingly and 
set meeting times at 10:00 a.m. and 
2:30 p.m. — before and just after the 
heavy mid-day work load. 

Board’s task during these meetings 
is: (1) to present facts on advantages 
of promoting wine with meals; (2) 


show that people will buy if asked; 
(3) train dining room personnel to 
know wines, wine types, wine-and- 
food harmonies; (4) inculcate tech- 
niques and psychology of wine sug- 
gestion and wine service. 

On point 1, this information is 
equally pertinent in dealing with 
owners or staff. Your drinking wine 
with food makes food taste better 
because of bio-chemical reaction, re- 
laxation it promotes, taste harmony 


COMPLETELY 


eT 


AIR 


Wesiler T. Keenan, Gen. Mgr. Offices: New York, MUrray Hill 8-0130; Chicago, WHitehall 4-7077; Detroit, 


CONDITIONED 


i it 


WOodward 2-2700; Washington, D.C., MEtropolitan 8-3492; Miami, PLaza 4-1660; Atlanta, JAckson 4-3486; 
Toronto, Ont., EMpire 3-1648. 


To get things enews... howe nue, fur 


COME TO POINT CLEAR, g 


—— 


——. c_ 


NEW LAGOON ROOM 
SKYLOUNGE 
LAKEWOOD CLUB 
CHAMPIONSHIP GOLF COURSE 
DEEP-SEA CRUISERS 


SWIMMING POOL AND WHITE SAND BEACH 


Distinguished cuisine and service, plus luxurious comfort and the privacy of a 350-acre 
estate have established Grand Hotel as a favorite resort for discriminating quests. 
100% air conditioned. Add to these features the finest of meeting rooms and you 


have all the facilities you could ask for a successful, enjoyable meeting! 


all year, except March and April. 


Available 


Maximum 200 persons (120 double rooms and suites) 
For Convention Injormation Kit, write James M. Pope, Resident Manager 


GRAND HOTEL > 


POINT CLEAR, ALABAMA 


Murray Stevenson, Vice President 
Owned and operated by Southern industries Corporation, Mobile, Ala. 
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Accomplish Your Convention Objectives at 
Florida’s Most Complete Resort 


Every convention has its objectives . . . to bolster morale, conduct business 
and project policy, and serve as an incentive or award for accomplishment. 


Whatever your objective, Boca Raton Hotel and Club is the perfect site 
for it offers every attraction to keep your people happy on the premises. 
Groups of any number up to 700 can be accommodated. 


MEETING ROOMS of every size, exhibit facilities, theatre with huge stage 
and screen, public-address equipment, projectors, air conditioning, expert 
convention staff . .. all you need to assure top efficiency and comfort 
while conducting your staff or business meetings. 


FOR RELAXING. Slammin’ Sam Snead is your winter host pro at our beautiful 
18 hole golf course. A 9 hole pitch ’n putt course is a big favorite too, 
along with our four new tennis courts, two olympic swimming pools, 
Cabana Club and a mile-long private beach. Gulf Stream fishing is but 
minutes away. 


SUPREME CUISINE in our beautifully appointed dining rooms, with dancing 
and entertainment nightly pampers your members . . . makes off-premises 
attractions unattractive by comparison. Limousine pick-up service from 
Palm Beach, Ft. Lauderdale and Miami airports is easily arranged. 


For available dates: I. N. Parrish, Convention Manager, Dept. 23 


BOCA RATON HOTEL and CLUB ¢ Boca Raton, Florida 
Arvida Hotels, Inc. 
Nationa! Representative: ROBERT F. WARNER, Inc. 
Offices in New York, Chicago, Washington, Boston, Toronto 


NEW HOTEL 


hand Bama Ch 


WEST END, GRAND BAHAMA, BAHAMAS 


AN ISLAND PARADISE! 350 AIR CONDITIONED GUEST 
ROOMS WITH TV. THE FINEST DEEP SEA OR PIER 
FISHING IN THE WORLD. EVERY KNOWN SPORT AND 
GAME, INCLUDING GOLF AND SWIMMING IN 
OLYMPIC POOL, TO GIVE YOU FUN IN THE SUN. 4 
THREE LARGE MEETING ROOMS: — AUDITORIUM-GRAND 


BALLROOM WHICH SEATS 500, EAST BALLROOM WHICH 
SEATS 630, PLUS EXHIBIT SPACE FOR 100 BOOTHS. 


Frederick R. Merritt, Sales Manager 
a Sales office, 7630 Biscayne Bivd., Miami, Florida 


MIAMI BEACH 54, FLORIDA 


“TO BETTER CONVENTIONS 
e STIMULATING ee 


[N GATE 


HOTEL 
® MEETING SPACE 


Our new Convention Hall is 
designed to accommodate groups 
of 10 to 1600. Nine meetings 


can be held simultaneously. e F 
Fully equipped with every : 
modern convention facility. & ‘ 

® PERSONALIZED SERVICE ; 
Our staff includes convention | i 


experts, public relations men, 
secretaries, photographers, 
with round-the-clock service. 


e ACCOMMODATIONS 
Largest resort in the world! 
500 luxurious rooms, all air 
conditioned, including hotel, 
motel, apartments and villas. 
Huge private beach, 2 pools, 


Soren nine 


TEM =n 


tennis, dancing and entertainment 


For full details and convention brochure, write 


rp 


William J. Hines, General Manager 


ey 


20 acres on the Ocean at 194th St. 


N 


u 


; me SKYLINE INN c<# 


Glad to GREET you 


With complete facilities thet assure 
a successful carefree meeting 


With hotel or private cottage accom- 
modations, fine food, interesting 
sports facilities, etc. 

With personalized attention to 

good service and come-back-again 
hospitality 

90 miles from Phila. & N. Y. C. 
For information call our offices in: 


N. ¥.—LO 5-1115 « Phila.— Ki 6-1937 
or write: EDWARD C. JENKINS 


MOUNT POCONO, PENNSYLVANIA 
at the Top of the Poconos 


tie 
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between food and wine flavors, and 
because it cuts through the hardtop 
ot fats and oils and stimulates the 
palate. People who enjoy their food 
in a given establishment are amiable 
to deal with, they return, become 
regular patrons. Good wine service 
attracts discriminating clientele. Prof- 
its for wine are net: wine, even offered 
at a reasonable price, has one of the 
highest mark-ups of anything served 
in a restaurant. This is clear gain for 
the establishment since overhead has 
been figured in without this “extra.” 
The wine sale is an additional divi- 
dend. 

On point 2, case histories are pre- 
sented to show that restaurateurs who 
make it a habit to offer good wine 
service and recommend it to their 
patrons sell up to 75% of them. 


Study Course 


A carefully worked-out study course, 
summarized in text books published 
by the Board, is the main tool used to 
train waiters and waitresses to be pro- 
ficient with respect to point 3. These 
booklets include examination-type 
questions which help to fix the infor- 
mation. Nomenclature proves one of 
the chief hurdles for the average stu- 
dent of wines. When is a Cabernet 
Sauvignon not a Claret or vice versa? 
Who put a word like “Sauvignon” on 
a bottle, anyway? What’s “white”? 
What’s “sweet”? “Dry”? “Chilled”? 
“Room temperature”? It’s all very 
simple and clear when you know—but 
the waiter who doesn’t know isn’t go- 
ing to expose his ignorance. Why be 
embarrassed by suggesting that a 
diner have wine with the meal, only 
to get foreign words flung at him by 
a patron who knows something about 
wines and what he wants? The waiter 
is in an equally precarious situation 
if he runs into a diner who knows 
little or nothing and seeks unobtrusive 
but reliable guidance. In every con- 
tact with dining room _ personnel, 
Board representatives make certain 


| that nomenclature is thoroughly un- 


derstood and used with confidence. 

Principal tool used in connection 
with point 4 is the motion picture. 
Board films show how to sell and how 
not to sell; techniques of gracious sug- 
gestion; how to open and how not 
to open bottles; how to serve and how 
not to serve. A final portion of a 
training meeting or group of meetings 
is “wine tasting,” included so that the 
staff will have personal knowledge of 
what he or she is recommending and 
serving. 

Stanton points out: “Any individual 
who knows enough to choose and con- 
sume a wine with pleasure can sell it 
more effectively to others. That is 
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Wine Board’s 
Do’s and Don’‘ts 
For Meetings 


DONT... 


@ Talk over heads of your 
listeners or use terms and 
technicalities that may be 
Greek to them. 


@ Under-estimate intelligence 
of your audience, either. 


@ Rely on cut-and-dried meet- 
ing pattern for all types of 
groups. 


@ Time meetings or place 
meetings that pose hard- 
ship for your prospects. 


@ Never keep group over the 
specified time unless there 
is genuine desire by audi- 
ence to “keep the ball roll- 
ing.” 


og SC 


@ Use simple language and 
make sure all special terms 
are fully understood. 


@ Adapt meeting format and 
materials to education, 
social orientation and _ in- 
terests of those addressed. 


@ Accommodate time and 
place to those you would 
reach. 


@ Stress importance of sug- 
gesting use of product to 
customer. 


@ Emphasize importance of 
knowing what is in stock. 


what we mean when we say that we 
regard every contact as a consumer.” 
Tastings constitute the demonstration 
phase of the meetings. 

In all restaurant and hotel dining 
room contacts, Board representatives 
suggest that overpricing of wines be 
avoided, since this discourages free 
and frequent orders and in the long 
run cuts down on the establishment’s 
profit. 

In California, where this pattern of 
meeting with restaurant staffs origi- 
nated, so much headway has been 
made that owners are requesting the 
on-the-job training sessions. “In fact,” 
Stanton says, “demand is so great that 
we could put on two meetings a day, 
five days a week.” 

Same pattern is being applied ef- 


“We're meeting in 


PRINCETON 


again this year... 


... it’s secluded, relax- 
ing, close to New York 
and Philadelphia, 


and it has the 
Nassau Inn’”’ 


HAT’s the consensus of a 

growing number of confer- 

ees, in groups of 10 to 200, 
who have had meetings at the 
Nassau Inn. And for good reason, 
too. All facilities and services for 
meetings are, in a word, ideal. 

In the words of one planner, 
“We especially were pleased with 
the meeting-room facilities ... and 
with the private dining rooms you 
made available to us. The food and 
service was of the highest quality. 
This was our first visit to the Nas- 
sau Inn... I can assure you that it 
will not be our last.” 

Write or phone now for your 
free copy of our Conference Check 
List (a most helpful document in 
any event) and complete informa- 
tion on meeting and banquet facil- 
ities. Contact George Washko, 
Manager. WAlInut 1-7500. 


NASSAU 


INN 


ON PALMER SQUARE 


PRINCETON *N.J. 
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fectively over the country in all but 
17 of the 50 states. In these 17, vari- 
ous forms of government control, 
state monopoly, or local option with 
respect to alcoholic beverages (includ- 

y wines), poses legal obstacles. In 
the remaining 33 states, the Board 
has a reasonably free hand in its pro- 
motions, which follow California 
methods, within limitations of possi- 
ble regional restrictions. 

Board has another way to contact 
vaiters for a more comprehensive and 
concentrated kind of training: through 
their union upgrading courses. 

After the second World War, old- 


time waiters with their experience, 
“tone,” and know-how were dying 
out. New recruits often proved raw, 
poor in table service, even slovenly in 
dress and disgruntled in manner. 
Many hotel dining room and better 
restaurant managements, exasperated, 
began turning to women whom they 
found more cheerful, eager to please, 
clean and neat. 

Unable, for its part, to supply good 
men, labor union heads became con- 
cerned, smarting at lost membership 
and prestige. Decision was made to 
upgrade male waiters. In cooperation 
with the Unified School District of 
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custom-tailored meeting site for top level executives. 


“It's always a pleasure to entertain and accommodate executive meetings. . . when 
you are geared for it.”—Nick Monte, Manager-Owner. 


Air-conditioned banquet and meeting room 


Superb cuisine 


Large exhibit area and PA system 
Exceptional personalized service 


For your pleasure: swimming, golf, tennis, riding, 
boating, water skiing, fishing 


Cocktail lounge 
Card rooms 


® 
oe 
a 
* 
@ Luxurious accommodations designed with you in mind 
i. 
& 
* 
a 


Specialized consultant in convention and meeting 
planning for your convenience. 


Ocean-front cottages and hostelry . . . combining all the charms of a gracious past 


with all the comforts of tomorrow. 
Color brochure and tariff schedule on request. 


? 
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Montauk Point, L. 1. Box 25M 


Montauk Point 8-2345 


The ‘Pick’ of MINNEAPOLIS 


Pic 


Nicollet 


NICOLLET AND WASHINGTON STREETS 


* 600 Guest Rooms and Executive Suites 
* All Public Rooms Air-Conditioned 


Thomas P. Ryan, General Manager 


M. A. Donohue, Sales Manager 


AN ALBERT PICK HOTEL 
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New and Larger 
Facilities for 
CONVENTIONS 
MEETINGS 
PARTIES 
BANQUETS 


18 function rooms, 

including the newly created 
Walnut Room, offer the 
city’s finest accommodations 
for as many as 1500. 

Write for full details or 
Phone FEderal 3-3177 
Teletype MP-33 


San Francisco, a school for dining 
room service for waiters was workec 
out. Approximately $100,000 was 
spent to remodel a portion of the 
union premises to provide classrooms 
kitchen, appliances and facilities fo1 
a teaching environment approximating 
work and job conditions. Attendance 
was made voluntary; instructor 
drawn from among restaurant anc 
hotel professional men (chefs, mai 
tre d’s), and representatives of various 
allied industries. 


Series of Meetings 


Wine Advisory Board recognized 
an opportunity and initiated a series 
of wine meetings to become a regular 
part of the training schedule. These 
were two-and-a-half hour sessions, 
held twice a week, with two different 
groups of waiters during each course. 
Information conveyed was similar to 
that described above, only more 
thorough. Tools were the same, and 
included demonstrations and tastings. 

One problem had to be overcome 
in this series in particular and to a 
slightly lesser degree in on-the-job 
meetings. “We had to.talk the lan- 
guage, understanq the point-of-view 
and problems of the people we were 


We 
UNHURRIED, 
UNHARRIED 

CONFERENCES 


Conferences—large or small—are always 
more profitable in the relaxed atmosphere 
of The Manor’s 4000 acre mountaintop 
estate. Our New Terrace Wing offers the 
finest in modern facilities. New Terrace 
Ballroom and Auditorium, additional con- 
ference rooms, Terrace Cocktail Lounge, 
complete banquet facilities. New indoor- 
outdoor Swimming Pool. 18 hole Champion- 
ship Golf Course. Every sport in season. 
Finest accommodations, delicious meals. 
Write for Conference 


Facilities Folder. -~—. ~ 
Atay chen 


Pocono Manor, Pa. 
Glenn W. Kissel, Manager « Betty J. Evans, Sales Mgr 
John M. Crandall. V. P.. Gen. Mar. 
Phone (Mt. Pocono) TErminal 9-7111 
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reaching,” Stanton explains. You can- 
not just present your story and take 
for granted that your contacts, if apt 
enough and enthusiastic enough, are 
going to be able to do a good-to-ideal 
job. They may not encounter any- 
thing like ideal conditions where they 
go to work.” 

This means, he points out, that 
your instruction must be _ realistic 
enough to take this into consideration 
and be adaptable. “You may have to 
teach your students to persuade the 
boss to provide adequate storage fa- 
cilities for wines; proper means to 
chill; correct glassware; good cork- 
screws. You may have to go in and 
help him win management coopera- 
tion.” 

Meetings, therefore, must never be 
cut-and-dried. There must be pro- 
vision for give-and-take. Men and 
women must be made to feel that 
their situation, their points of view 
and interests are being taken into con- 
sideration, not just those of “the 
boss.” 

These meetings with union waiters 
have been most effective. Good re- 
sponse has been won from owners, 
restaurant managements, waiters. Men 
in many cases have come back to take 
the course three or four times. 


Longer-Range Program 


In a still longer-range meeting pro- 
gram, the Board goes in where future 
waiters and owners of restaurant 
operations are learning their trade and 
business. In 1940, City College, San 
Francisco, started a hotel and man- 
agement course. This is sponsored by 
California Northern Hotel Assn., who 
has its own premises and equipment 
at the college grounds. Instruction is 
conducted under the aegis of Unified 
School District of San Francisco. The 


over the world. One of very few 
such schools in the United States, this 
leads in reputation. 

An interesting aspect of the cur- 
riculum is the manner in which theory 
and practice are integrated. Student 
body operates the cafeteria of the 
college (under supervision, of course). 
It feeds some 3,000 students and fac- 
ulty daily. The 150 future managers 
or. owners (of both sexes) learn all of 
the functions of hotel and restaurant 
operation, from bus boy on up to 
managerial duties. Same student may 


two-year course, with spring and fall 
semesters, draws students from all 


be a bus boy one day, waiter another; 
maitre d; in charge of the dishwash- 


get a NEW 
leash on life 


. relax with us, mix business with 
pleasure, enjoy cool nights and sunny 
days . . . ‘Down East” food delicacies 


and Buffets . Outstanding 18 hole 
golf course, 2 putting courses, tennis, 
trap shooting, card-party-teas, special 
ladies’ programs. . . entertainment and 
dancing, private Beach Club. 
OUR CONVENTION STAFF IS GEARED 
TO ASSIST YOU IN EVERY WAY 


POLAND SPRING HOUSE 
. Maine's Largest Resort 
Home of world-famous Poland Wailer 
Historic 1797 Room & 1893 Museum 
For our brochure phone: 
New York — Judson 6-1385 
Boston — Liberty 2-7326 
Or write: 
Poland Spring House Box F 
Poland Spring, Maine 


Now Booking 1961 - 62 - 63 - 64 Conventions 
FREE GOLF ON HOLIDAY WEEKENDS 
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WHY ShYTOP? 


For executive 
meetings and top 
management groups 
Skytop Club, in the 
nearby Pocono 
Mountains, is the 
undisputed leader. 
This scenic 5500- 
acre estate provides 
complete isolation 
and every physical 
attribute for group 
meetings—10 to 300. 


Eo 


SRS Res EEE SETS 


a Private club atmosphere, distinguished + Outstanding cuisine—private dining rooms 
service je Superb facilities for relaxation and 
te Excellent meeting rooms, equipped with recreation, Including 18 hole champion- 
all professional requirements ship golf course 
Easily accessible (only 100 mi. from N. Y. * Beautifully appointed dations 
and Phila.)—Serviced nationally by lead- Write for Conference Booklet 
Ing reiiroads and 5 airlines and complete details 


SKYTOP CLUB Secluded in the Poconos 
BOX 30, SKYTOP, PENNA. e Wm. W. Malleson, Jr., Gen. Mer. 
Phone: LYndhurst 5-7401 


Mt 


SULLA LLL LULL 


PIBRRE MARQUES 


The Ultimate in Acapulco, Mexico! 


This internationally renowned luxury re- 
sort invites groups up to 200 for sales incen- 
tive programs, conventions, board or sales 
meetings. The facilities are private and 
self-contained. The entire hotel is air- 
conditioned. Two swimming pools. Private 
beach. Fabulous fishing. Golf. Tennis 
courts. Free bus transportation. 


For special group plan rates and brochure, 


Robert F. Warner, Inc. 
New York + Chicago 
Washington « Boston 

Toronto, Canada 
London, England 


Glen W. Fawcett, Inc. 
Los Angeles « Seattle 
San Francisco « Dallas 
Portland + San Diego 
Vancouver, B.C. 
Affiliated with 
Hotel Pierre, New York 


write our U.S. Representatives. 


83 


/ . Hote! Claremont has 
the most convention space 
\. west of the Mississippi? 


60,000 SQUARE FEET 
OF EXHIBIT SPACE 


Make the Claremont headquarters 
for your next convention, sales meet- 
ing, conference, professional sem- 
inar, new product introduction or 
exhibition. It’s the liveliest resort 
hotel in the West. 


22-acre garden setting. 
Overlooking San Francisco Bay 
Banquet service for 4,000 


Call, write or wire 
for full information 


/e 
ad a. 


Oakland/ Berkeley, California 
THornwall 3-3720 Teletype OA 520 


“GROWINGEST” HOTEL, TOO: 
NOW MORE THAN 30 MEETING 
AND CONFERENCE ROOMS 
AVAILABLE—AND WE’RE STILL 
ADDING MORE! 


CLYDE SUNDERLAND PHOTOGRAPH 


Murray Lehr, managing director 
Victor Roberts, resident manager 


in San Francisco: HOTEL CANTERBURY, 
Willard Rutzen, manager 


Consider the advantages of 
the Edison's newly decorated 
and magnificent Banquet 
Halls. No finer facilities any- 
where, sensible prices. ..con- 
veniently located in midtown 
Manhattan 


Accommodations: 20 to 1000 
For Reservations call 
Charles W. Tierney 


Circle 6-5000 
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Executives FERumcaiitnin 
Sales Meetings 
Conventions 
Incentives 


46th to 47th Sts 


1000 Air Cond. 
Rooms, all with 
: | Tub, Shower 

a Radio 


Hotel 


A Personalized Hotel in the Heart of the 
Theatre District ond Radic City 


Milton J. Kramer, Pres. 


ing machine; or engaged in food prep- 
aration or ordering, during his course. 
He learns foods and food buying, 
beverages, storeroom details, mainte- 
nance, social science, business mathe- 
matics, personnel management, clerk- 
ing, accountancy, business administra- 
tion. During summer vacation, all 
students are required to work in the 
profession. On completion of the 
course, they must submit a thesis. 
Wine Advisory Board executives 
realized the double opportunity here 
to advance their own work and to pro- 
vide a real service. There was, in 
addition, the chance to acquaint fu- 
ture restaurateurs with California 
wines and demonstrate their equality 
with imports. A course of meetings 
was worked out, to run for one hour 
or longer and held once a week 
throughout each 18-week semester. 
Meetings covered: wine growing and 
production; types and nomenclature; 
buying, handling, storage and care, 
and selling and merchandising of 
wines to patrons of restaurants. Course 
was confined to second year students. 


Meeting Tools 


Tools used in the meetings included 
the wine study booklets of the Wine 
Advisory Board and all of its related 
materials: questionnaires, examina- 
tions, motion pictures which visually 
presented right and wrong methods, 
demonstration sessions and tastings. 

A number of problems had to be 
resolved to perfect these meetings. 
They had to be adapted to college 
training methods, yet kept from being 
over the heads of students. Basic, 
useful, technical information had to 
be provided, yet kept alive and in- 
teresting. Students had to be kept 
stimulated and interested while being 
informed. This was done by alter- 
nating and lightening theory and fac- 
tual matter with guest appearances, 
demonstrations, tastings. 

Guests in most instances were 
prominent restaurant owners whose 
establishments were ‘successfully and 
‘profitably promoting wines and could 
give first hand information from their 
own experience. Leading vintners 
came in to talk on the various. stages 
of wine growing and_ production. 
Wine was “personalized” by the use 
of anecdote, history and interesting 
events in which wine played a part. 
Tours of outstanding wineries were 
arranged as field study trips. 

So successful has the Board been 
in its aims that attendance at the 
courses of meetings has consistently 
averaged 95% plus (including illness 
and drop-outs). 

“We feel,” Stanton says, “that we 
have reached the top people who are 
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making dining room work their career. 
We know of at least 1,000 of these 
who have actively entered the hotel 
and restaurant business in this coun- 
try or in foreign countries, all very 
strategic people for promotion of wine 
use and enjoyment in their establish- 
ments.” 

To reach stewards and _ stew- 
ardesses aboard ship, you really have 
a problem. Day before they arrive in 
port they are paid off, “and simply 
disappear,” Stanton smiles. “There's 
no way of getting them together 
ashore.” Once again, the mountain 
knew it had to go to Mahomet. There 
was drastic need for proper wine serv- 
ice in dining rooms of domestic ocean 
liners. Also a need to counteract the 
myth of supremacy in quality of Euro- 
pean wine over American. Seasoned 
travelers expected good wine service 
with their meals; the less experienced 
were more than ready to accept it 
with the rest of the luxurious atmos- 
phere of shipboard. 

Board representatives started with 
Matson Navigation Company. With 
its cooperation, the Board worked out 
a dual program of wine tastings for 
passengers and wine instruction meet- 
ings for dining room stewards. Mat- 
son welcomed wine tastings for pas- 
sengers, seeing in them an oppor- 
tunity for passengers to break down 
reserves and become acquainted 
These were planned for the first day 
out, as were the meetings for stew- 
ards. Stanton himself conducted both. 
He went on board at the Port of San 
Francisco and proceeded with the 
ship to its first stop, Los Angeles. 

During mid-afternoon, first meeting 
was held in the stewards’ department. 
A second was held at 9:30 in the eve- 
ning. At 4:30, just before the first 
call for dinner, the wine tasting party 
for passengers was staged. The after- 
noon meeting for stewards was de- 
voted to wine types and _ varieties, 
with information on growing and 
wine making, nomenclature, wine tem- 
peratures. Film on do’s and don'ts 
of wine service was shown. The 9:30 
p-m. meeting covered demonstration, 
including wine tasting, proper open- 
ing, handling and service. 

Tasting Party 

Wine tasting party for passengers 
was just that—no promotion. About 
12 wine types and varieties are avail- 
able as a rule aboard ship. These were 
set up in procession on a table in the 
ballroom and tasted in order, starting 
with the driest of the whites and 
proceeding through to reds, then to 
sweet dessert wines. Talk concen- 
trated on pointing out the art of tast- 


ing, what to look for, how to compare 
wines. 
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When You Convene at 
Castle 8 In The Clouds 


An unusual resort hotel 
Mam with food, service, and 


AMERICAN ll 


accommodations matching 
the grandeur of a view 
encompassing seven states. 


aon 


CASTLE IN THE CLOUDS 


offers so much for your relaxation... 


SPORTSMAN 
PAR-3 
GOLF 

COURSE 


just outside 


PLUS OUTSTANDING CONVENTION FACILITIES Phe Castle 


Seven Meeting Rooms --- largest seating more than 500... door... only 
King Arthur’s Roundtable --. perfect for conferences 30 steps from 


Swimming Pool « Scenic mountain bridle paths 
Tennis « Archery * Golf « Shuffleboard 
Battle-ground Hiking Trails + Putting Greens 


of 20 to 40. . . dining indoors or out . . . newly — 
- ° or ‘0 2e ) 
furnished comfortable accommodations for groups to 350. 26 aed ; 


IDEAL LOCATION .. . Convenient to Chattanooga, served by: Complete 
Five Scheduled Airlines * More than 40 Daily Flights sho Hep 
Braniff « Capitol + Delta + Eastern + Southeast Db aoe: naside 
Charter and Sightseeing Flights also available nightclub : 
16 trains daily * Southern * NC & St. L Railways 


entertainment 
Station Wagon Service To and From Hotel Superb cuisine. 


OPEN MAY TO OCTOBER 


ar 
write, wire or phone collect: 
JACK M. SLONE 
a ane: President 


VErnon 1-1545 


(Chattanooga exchange) 


Castle? mine 


RESORT HOTEL WY atop Historic Lookout Mountain 


LOOKOUT MOUNTAIN, TENNESSEE 


Des Moines’ central location and complete facilities . . . combined 
with our outstanding accommodations , . . assure you of a successful 
business convention or sales meeting. lowa's leading and prestige 
hotel offers you... 


@ 425 attractive modern guest rooms — i 
@ Air-conditioned rooms and suites available | | 


@ Accommodations for groups from 10 to |, 
@ Free TV and radio—closed circuit TV 
@ Unlimited parking space in conjunction 


Telephone CHerry 3-1161 . Teletype: DM 87 


ROBERT W. STANLEY, Sales and Convention Manager 
JOSEPH E. WHALEN, General Manager 


ee 


PAGE SS 
tap the pro 
to plan your group travel! 


Whatever your needs—before or after your 
meeting, incentive awards, employee va- 
cation plans—let this pro handle ali the 
details. Write or phone any of our offices 


for fast answers to group travel problems. 


ASK 
Mr. FOSTER 


Travel Service 
GROUP DEPARTMENT 


30 Rockefeller Plaza, Suite 1724, New York 20, N. Y 
1627 K Street, N.W., Washington 6, D. C 
200 South Michigan Avenue, Chicago 3, Iilinois 
Buhi Bullding—Lobby, Detroit 26, Michigan 
510 West Sixth Street, Los Angeles 14, California 
350 Post Street, San Francisco 8, California 
811 $.W. 6th Avenue, Portland 4, Oregon 
22 Providence Street, Boston 16, Massachusetts 


We would have to get a model with a twitchy leg 


Complete Convention 
Facilities 


Yory 
potks court@D 


OVERLOOKING THE GULF OF MEXICO 
Write, Wire or Phone Collect if You Prefer 

Ben Bass, General Manager 

West Beach, Biloxi, Miss. * Phone ID 2-155] 


* TWX 389 


valfway between Chicago and Miami on The fabulous 
Mississippi Gulf Coast, 


HARD SELL... THE EASY WAY 


At the incomparable Claridge, you'll 
get more accomplished — more com- 
fortably. We're particular about the 
important details . accommoda- 
tions, service and facilities for your 
organization. 

Seventeen meeting rooms—for groups 
from 25 to 950—plus 12,000 square 
feet of exhibit space, served by heavy- 
duty elevator. 

400 spacious rooms, each with fresh 
and sea water and. free 21-inch TV. 
Unexcelled ocean-front location. Sun 
decks and health baths. Superb cui- 
sine. Music for dancing twice daily in 
the Mayfair Lounge. For a real suc- 
cess story... try The Claridge Touch! 


The Place to Meet in Atlantic City 
Experienced sales staff at your service 


Simpson’s—6th Floor, Toronto, Ontario Another Dumas Milner Adventure in Hospitality George B. Bruni 
Vice President & General Manager 
RR Re Re CN Ada Tayler, Director of Sales 
EASTERN CANADA’S wee, ’ 
NEWEST SMART RESORT_ Convention @ South’s Supreme 
ee ° ; 
Just perfect Y Hotel with a 


10 miles 
from 

Quebec 
City 


Chateau 


dac Bec wipe 


#WHERE THE aa 
SUCCESS OF «<< WEA 
YOUR MEETING IS ASSURED 
IN ANY SEASON! 


When business is the order of the day, we 
provide meeting rooms plus an experienced 
staff to relieve you of every detail. But when 
relaxation time comes, we really shine! A 
beautifully terraced swimming pool, tennis 
courts, nearby riding stable ... or, in winter, 
our own T-bar skiing, skating and sleigh 
riding. Your inquiry is cordially solicited. 


Facilities 
for up 
to 150 
people 


Lac Beauport 30, Quebec 


Victoria 9-4468 
In New York: Utell international, Plaza 7-2981 
in Toronto: Utell international, EMpire 6-3313 


IDEAL LOCATION: 3000 acres in 
colorful Allegheny mountains, conven- 
ient to train, plane, bus or car to 
Bedford exit, Pennsylvania Turnpike. 


SUPERB FACILITIES: equipped 
and staffed for groups of 25 to 550. 
Championship golf course, in-and-out- 
door swimming pools, private lake, all 
sports. Complete bar and beverage 
service. 


SPECIAL CONVENTION RATES: 
throughout season April 15 to Nov. 15. 
Write, wire or phone (Bedford 500) 


+ 
Bedford Springs 
HOTEL 
Bedford, Pennsylvania 


E. Harris Knight, Sales Manager 
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Personal Touch 


* Atlanta's largest Exhibition Hall—seating 
2500, located at ground level, no eleva- 
tors required and completely staffed and 
equipped. 

* Banquets—20 to 2000 

* Twenty-four (24) meeting rooms 
adjacent. 

* Five (5) restaurants in latest vogue. 

* Nation's finest floor of meeting rooms. 


* Fabulous Empire Room with dining, danc- 
ing and star entertainment. 


* Arcade Shops of latest decoration. 


* Suites furnished in imported fabrics and 
collectors’ items. 


* Summer Garden dining and dancing. Rain- 
bow mystic lighting surrounds you. Glam- 
orous swimming pool and exotic Polyne- 
sian Lounge. 


A sma 
itself 
hospitality fi 


Atlanta Biltmore 
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About the only problem encount- 
ered in this program was running 
into a choppy sea at times. On one 
such occasion the pitch and roll was 
so bad that furniture was sliding 
about and passengers unable to keep 
their feet. A rope was placed the 
length of the tasting table so that 
tasters might grasp it in one hand 
and hold onto their glass with the 
other. Stanton opened bottles in a 
kneeling posture; stewards and pas- 
sengers had to develop considerable 
coordination to ensure bottle and 
glass meeting; but very little wine 
was spilled—except in the right direc- 
tion 

As is the practice for such tastings, 
invitations were placed in all state- 
rooms, it was announced at the lunch- 
eon table, in the movie theater and 
over the vessel’s loud speaker. “Yet 
we hardly expected much of an at- 
tendance with the ship rolling like 
that,” Stanton says. He was surprised 
by a big turnout and the party proved 
a great success. 

Since this shipboard program was 
initiated two years ago, there has been 
a noticeable increase in the ordering 
of wine with meals; increased social 
prestige for wine. Interesting by- 
product, wine sales in Honolulu, des- 
tination of the ships, have gone up. 
It is assumed that many travelers who 
were formerly unacquainted with 
wine, learned to use it regularly with 
meals. 


Plan New Course 


Board now has in the planning 
stages a three-day course for dining- 
room stewards aboard ship between 
San Francisco and Honolulu. Indoc- 
trination must be kept up because of 
the rule of the sea that stewards work 
continuously no more than a_ year 
and a month, after which they must 
work ashore for a time as a 
guard against growing “stale.” 

In the case of airlines, there is no 
problem to get cooperation of the 
operators. They are eager to have 


safe- 


good wine service. Popularity of 
“champagne flights” is now well 
known. Problem is to train airline 


stewardesses—and if anyone thinks it 
is easy to open a bottle of cham- 
pagne in a jet plane at high altitude, 
let him try. Despite packing in dry 
ice and the best of handling, cham- 
pagne does not become “rested.” It 
“riles” easily and result is overlow- 
ing. Women often are timid at han- 
dling champagne bottles and are ner- 
vous about opening them. Meetings, 
therefore, devote considerable time to 
teach this skill and to show how to 
hold wine bottles on a flying plane 
(in two hands—but gracefully—so that 
JULY 
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Honored by great organizations of America. . 


For Service 
Beyond the Call 


Ree: 


of Duty 


“, @ Personalized attention: Your first contact at Henry Hudson 
becomes your group’s very own aide de camp, to guide you through 
your stay at the Henry Hudson, to take care of everything. 


@ Choice location—steps from the Coliseum, a short walk 
to Times Square, Radio City. 


e Complete Facilities for groups of 10 —1,000, with largest 
banquet-meeting space of any hotel in the Coliseum zone. 


@ 1200 choice guest rooms: your group can stay together when 
you hold your function at the Henry Hudson. 


HENRY HUDSON 
HOTEL 


353 West 57th Street, 
New York City 


Available to our guests: The 
newest, most modern Vic Tanny’s 
Private Gym and Health Club. 
Swimming pool, men's and 
women’s gymnasiums, steam 
rooms, massage facilities all lo- 
cated on premises. For details 
and special grouprates,directin- 
quiries to: Mr. Frank W.Berkman. | 
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YEAR-ROUND CONVENTION-LAND! 


Hs 


The perfect setting for 
successful conventions 
... large or small. The 
BERKSHIRE HILLS, 
site of the Tanglewood Festival, 

offers unexcelled hotels and resorts, 

all sport facilities, theatres, 
and art galleries 


Ideally located... 


135 miles from 
NEW YORK 
and BOSTON. 


for complete information on group meet- 
ing facilities in the Berkshires, write 


CONVENTION SECRETARY, 


BERKSHIRE HILLS CONFERENCE 
100 NORTH ST., PITTSFIELD, MASS. 


you cat put 2 
| BULLDOZER 


ee 


But bulldozers, beach-wear or bever 
ages can be re-created in the realism of 
full color three-dimensions in a size to 
fit a pocket. Products and product fea- 
tures are seen “true-to-life” and are 
more thoroughly understood—more 
easily remembered 

Objects of any size are presented 
with maximum impact. Commercial 
services are virtually “demonstrated” 
by the life-like pictures. 

Low-cost View-Master three-dimen- 
sion picture reels also provide a seven 
scene continuity. Unrivalled for sales 
men’s visual aids, for point-of-purchase 
displays, and for direct-mail promotion. 


| SEND FOR FREE SAMPLE: View-Master prod- | 
uct reel and hand viewer. Mail coupon to | 
Sowyer's, Inc., P.O. Box 490, Portiand 7, Ore. 


there is no danger of dropping if the 
plane gives a lurch). 

A second obstacle that usually has 
to be overcome is to get stewardesses 
to take the wine study meetings seri- 
ously enough. They have to work so 
hard to acquire all of the knowledge 
and skills of their jobs that they tend 
to regard the wine study course as 
“just for fun.” 


Overcome Attitude 


This attitude is overcome in sev- 
eral ways. To begin with, wine meet- 
ings are incorporated in the girls’ 
dining room flight training service 
courses. It is brought in towards the 
end of the course. Cooperation of 


management is enlisted to emphasize 
that the instruction is an important 
part of training. And, finally, Board 
representatives who conduct the 
meetings provide each girl in advance 
with copies of three of the four wine 
study course booklets. Instructors re- 
quire that booklets be thoroughly 
studied and digested and question- 
naires related to them answered. 
Results with stewardesses have 
been gratifying. American Airlines 
has been included in the program; 
and other lines will be added until 
all are covered. (California wine is 
served on these airlines: American, 
Western, Pan American, United, Con- 
tinental and TWA. BOAC and Qantas 


also serve California wine.) ® 


How to 
Translate 


A Menu 


Here’s what chef means 
when you look at a fancy 
menu. (His aim is to im- 


press you, not confuse you.) 


MEATS 


Cote De Boeuf Roti 


Cotes De Porc Charcutiere 
Entrecote Marchand De Vin 


I 
j Name | 
J Company | 
I Street I 
I City Zone State I 
Roque ane en eee cos Ge eee ee eae 
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Escalope De Veau Viennoise 
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Aiguillettes De Canard Bigarrade 


Cotes D’Agneau Champvalon 


In planning a convention perhaps you have received from 
some hotel a menu in French. If you are like the majority of 
Americans, you are not bi-lingual. What is worse is that this 
business of French on menus arises fairly often, since it is one 
of the languages commonly used on menus throughout the 
world to impress you with the élegance of the cuisine. 

For those who may run into this menu problem, this glossary 
of terms will perhaps help you unravel the lingual mess without 
need to call an expert. Menu glossary was furnished by the 
chef at The Shelburne, Atlantic City. 


Duck 

Rib of Beef 
Lamb 

Pork 

Sirloin Beef 
Veal 
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Faisan En Choucroute 

Faisan Souvaroff 

Filet De Boeuf Wellington 

Noisette De Chevreuil Smitane 
Noisettes D’Agneau Grand Duc 
Pigeon En Casserole Bonne Femme 
Poularde Albufera 

Poulet De Grain En Cocotte Au Primeurs 


FISH 


Alose Grillee Maitre D’Hotel 
Bouillabaisse A La Marseillaise 
Crevettes Frites 

Chair De Crabes Au Gratin 
Escargots Bourguignonne 
Grenouilles Poulette 
Homard A L’Americaine 
Homard Thermidor 
Homard Parisienne (Froid) 
Homard Grille 

Huitres Bercy 


POTATOES 


Pommes Anna 

Pommes Au Four 

Pommes En Robe De Chambre 
Pommes Fondant 

Pommes Maitre D’Hotel 
Pommes Persilees 

Pommes Pont—Neuf 

Pommes Puree 


BEANS 


Haricots Verts A L’‘Allemande 
Haricots Verts Au Beurre 
Haricots Verts Panaches 


PEAS 


Petits Pois A La Menthe 
Petits Pois A L’etuvee 
Petits Pois Bonne Femme 
Puree De Petits Pois 


CARROTS 


Carottes A La Creme 
Carottes Vichy 


ASPARAGUS 


Asperges Milanaise 
Asperges Polonaise 
Asperges, Sauce Mosseline 


BROCCOLI 


Broccoli A L’Italienne 
Broccoli Au Gratin 


BRUSSELS SPROUTS 


Choux De Bruxelles Limousine 
Choux De Bruxelles Saute Au Beurre 


SPINACH 


Epinards A La Creme 
Epinards A L’Anglaise 
Souffle Aux Epinards 
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Pheasant 
Pheasant 
Filet Beef 
Deer 
Lamb 
Squab 
Chicken 
Chicken 


Shad 

Fish Stew 
Shrimps 
Crabmeat 
Snails 
Frogs’ Legs 
Lobster 
Lobster 
Lobster Cold 
Lobster 
Oysters 


Home Fried—Raw 
Baked in Oven 
Steamed—with Skin 
Oven Roast 

Sliced in Cream 
Boiled with Parsley 
French Fried 
Whipped 


String Beans 
String Beans 
String Beans 


Peas 
Peas 
Peas 
Peas 


Carrots Creamed 
Carrots 


Asparagus 
Asparagus 
Asparagus Creamed 


Broccoli 
Broccoli with cheese 


Brussels Sprouts 
Brussels Sprouts 


Spinach Creamed 
Spinach 
Spinach 


MONICA 


Where the Mountains Meet the Sea 


MEET in: 


New Civic Auditorium, featuring: 


Largest tilting floor in the world 

Sloping seating for 3,000 

Levels for exhibits, meals 
30,000 square feet of exhibit space 
15 committee rooms for 25 to 600 
Air conditioning, high fidelity sound 
FREE FOR CONVENTIONS 


New Hotel Facilities, featuring: 
50 attractive meeting rooms 


e 
STAY in: 
B 
New Hotels, Motels, featuring: 
3,000 modern, attractive rooms 


Heated pools — sensible rates 
20 minutes to Los Angeles airport 


PLAY in: 


Ideal, smog-free sea-air climate 
Miles of heaches — swimming — 
Pacific Ocean Park — golf — 
Nearby: Disneyland, Hollywood 


Send now for FREE CONVENTION EXECUTIVE’S 
PICTORIAL GUIDE 

Santa Monica Chamber of Commerce 
Convention and Visitors Bureau 

109 Santa Monica Blvd. 

Santa Monica, California 


Organization: 
Address: 


ROOFTOP GARDENING in U. S. exhibit at Dutch Floriade “amazes Europeans,” 
says Mrs. S. Lehman, chairman of rooftop exhibit. (Dutch grow on ground.) 


BLUEPRINT shows layout of three and one half acre, U. S. exhibit at Dutch 
intl. flower show, Rotterdam. It is first time U. S. exhibits flowers abroad. 


America Blooms Abroad 


In 3.5 acres U.S. shows Europe that we are a nation of more 
than asphalt and machines. Our blooming exhibits at Floriade in 


The Netherlands attracts attention. Funds are a big problem. 


WE ARE NOT a nation of just as- peans at the Dutch Floriade, Rotter- 
phalt, brick and machines. This is the dam, Netherlands. Americans can not 
message the U.S. exhibit tells Euro- be sure whether the message gets 
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across, but Europeans are quick to 


applaud the U.S. exhibit which con- 
tinually blooms. It is the first time 


the U.S. 


has participated in an in- 


ternational flower show abroad. 
Floriade’s objective is to demon- 


strate the 


role of flowers in 20th Cen- 


tury life. Typical market gardens and 
florist greenhouses show modern tech- 
niques used by professional growers. 
Process of bringing fruits and vege- 
tables, flowers and plants to market is 


demonstra 
Olympics 


Exhibit O 


ted at this international 
of horticulture. 


bjective 


Director General Carl F. Wedell, 
U.S. exhibit committee, says, “Flori- 
ade provides a unique opportunity to 


show the 


world that Americans love 


flowers and trees just as much as 
other people. We demonstrate that 
we are not technologically one-sided 


people, b 


ut one of the most active 


and advanced nations horticulturally.” 


One hu 
was set a 


ndred and twenty-five acres 
side by the City of Rotter- 


dam for the 1960 Floriade. Of this 
area, Rotterdam assigned more than 


160,000 


sq. ft. as indoor exhibit 


space. In the U.S. exhibit, flowers 
are planted so they bloom constantly 
the whole six months of the 1960 


world’s fa 
scheduled 
“From 


ir of gardening. Floriade is 
to end Sept. 25. 
seed to force,” is the Flori- 


ade’s theme. Series of exhibits dem- 


onstrate t 


he range from basic flower 


research to the use of atomic energy 


in flower 
Exhibit 


by-nation 


growing. 
ion not only contains nation- 
exhibits, but nation-with- 


nation devoted to various phases of 
gardening. For example, roses from 
each country are grouped together in 


a Rosariu 


m to create a composite of 


all the roses of the world. 
Constructed especially for Floriade 
is the Euromast which towers 370-ft. 
in the air. Guests may see from the 
observation deck all of Rotterdam 
and activity of the port. Port is second 
only to New York in annual shipping 


volume. 


Euromast visitors may also 


eat at a restaurant located inside the 
tower. Like a lighthouse, Euromast 


stands as 


a permanent tourist land- 


mark. Rotterdam has been completely 
rebuilt, since its demolition during 
the Second World War. 


Clover Symbol 


Symbol for the U. S. exhibit is the 


four leaf 
show is 


clover. Entrance to our 
a four leaf clover motif. 


Attractive American exhibit guides 
escort visitors over our 3.5-acre ex- 
hibit. Each girl speaks four to six 
languages fluently, including Dutch 
and English. 
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TWO MONTHS AGO 


Western Hotels’ pre-registration system is a real boon to conventioneers. 


No fuss, no waiting at the desk. Room, price, accommodations—all done in advance. 
It’s another VSP Service your organization deserves—23 better ways to make 
every guest feel like a Very Special Person. With it all: Rooms Rcaoravd in, rooms 
to sit tall in, the finest foods and beverages, the greatest array of meeting 
facilities, the swiftest Hoteletype reservation service and the best hotels in the 
West. Send for our Western Hotel facilities and location folder. 

‘ Write us at the Olympic Hotel, Seattle, Washington. 


Very Special Person Service—only «Western Hote 


INCORPORATED 


S. W. Thurston, President « Executive Offices: Olympic Hotel, Seattle; National Sales Office: 37 So. Wabash Ave., Chicago 
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Front row center for four 
... of 4,000! 


Three auditoriums seat 200 to 4,000 at your convention 
“home” in Dallas’ beautiful State Fair Park! Also, six 
permanent buildings (two air-conditioned) providing 
342,000 sq. ft. exhibit space, free parking for 12,000 
cars! Just 10 minutes from downtown Dallas... noted 
for its different and interesting night clubs and restau- 
rants, exciting theatrical productions, world-famous 
fashion shops, excellent hotels. Write for details to 
State Fair Park, P. O. Box 7755, Dallas 26, Texas. 


STATE FAIR PARK 


PLAN TO MEET AT BEAUTIFUL 


MYRTLE BEACH 


SOUTH CAROLINA 
“THE RIVIERA OF THE SOUTH” 


ON THE PLANTATION COAST OF SUNNY 
SOUTH CAROLINA! TWO CHAMPIONSHIP 
GOLF COURSES WITH GRASS GREENS, FINE 
FISHING FROM PIERS, BEACH, BOATS, LAKES 


Excellent Hotels, Motels & Apartments 
SPECIAL RATES OFFERED FOR GROUP MEETINGS AND 
CONVENTIONS FROM OCTOBER THROUGH APRIL 

Advise us your needs, number in group and dates 

of meeting. We'll give you fullest cooperation 
CONVENTION BUREAU——-CHAMBER OF COMMERCE— MYRTLE BEACH 55, S.C. 


Modern American retail garden 
shopping center is being shown to 
more than five million visitors at the 
Floriade. It includes seeds, chemi- 
cals, equipment and gardening cloth- 
ing. In addition, there is 6,000 sq. ft. 
of space devoted to educational and 
institutional exhibits, including an 
urban roof-top terrace garden, use of 
landscaping in modern architecture, 
and how atomic research is being 
used contribute to knowledge of 
plant functions. 


City Garden Display 


City dwellers show green thumb 
at Floriade to attract unusual interest. 
America’s rooftop gardens are spon- 
sored by Horticultural Society of 
New York. Chairman of rooftop ex- 
hibit, Mrs. Allan S. Lehman says, 
“European visitors to the Floriade 
have been amazed that American city 
dwellers manage to grow gardens in 
the air. They think of us as living 
in concrete canyons surrounded by 
machines.” (Word for roof-top gar- 
den in Dutch is Daktuin, even though 
the Dutch grow flowers on the 
ground.) 

Theme of the American display is 
how Americans live: the kind of home 
they have, their furnishings — above 
all, their gardens. Featured are typi- 
cal gardens, an American garden sup- 
ply shopping center, chemicals, equip- 
ment and garden clothing. Emphasis 
is upon the middle-income American 
way of life today, rather than on a 
push-button utopia available in the 
future. 

Outside the areas of flowers and 
plants, a sizeable exhibit of orna- 
mental plants by Harvard University’s 
Arnold Arboretum illustrates the role 
played by our arboretums and botani- 
cal gardens in America’s horticultural 
life. 

Redwood, supplied by Simpson 
Redwood Company, will be featured 
throughout the U. S. exhibit since this 
wood is distinctively American and 
little known in Europe. Also calcu- 
lated to arouse foreign interest is the 
prefabricated Techbuilt, patio-type 
house and carport, furnished by Ameri- 
can Home Magazine. 

Family garden is planted to bloom 
throughout the entire six month Flori- 
ade and landscaping includes ever- 
greens, cherry and redwood trees. 

U.S. exhibit includes 5,000 sq. ft. 
fragrant garden of American-bred 
roses, assembled by All-American Rose 
Selection and American Rose Society. 
Prefabricated Lord and Burnham 
greenhouse, with tropical and sub- 
tropical plants and flowers, demon- 
strates the new, easily assembled 
greenhouses now available in plastic 
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coverings to American home gard- 
ners. 

Series of: terraced gardens in blos- 
som, beginning with tulips and culmi- 
iating in a blaze of chrysanthemums, 
typifies the variety and scope of 
American flower growing activity. 
Masses of famed Burpee marigolds 
ure shown to dazzle European visi- 
tors. 


Government Displays 


Displays by governmental and hor- 
ticultural organizations are featured 
ina special U.S. pavilion. These in- 
clude the renowned Blue Star High- 
way System project by National Coun- 
cil of State Garden Clubs; urban 
gardening by the New York Horti- 
cultural Society; artificial light stimu- 
lation of plant growth by Men’s Gar 
den Club of New York; formal gar- 
dens by Longwood Gardens and co- 
lonial Williamsburg. 

First passenger in an overhead gon- 
dola at Floriade was her Royal High- 
ness, Princess Beatrix of the Nether- 
lands. Dr. A. J. Verhage, chairman, 
International Horticultural Exhibition, 
rode with the princess in the opening 
ceremony. To follow were millions 
of visitors who rode over acres of 
flowers and gardens to constitute a 
fairytale-like experience. This year’s 
Floriade commemorates the 400th 
anniversary of the tulip’s introduction 
into the Netherlands. 

Home flower garden includes the 
introduction of a new American rose 
plant. An Eisenhower rose bush, 
from the White House rose garden, 
is an attraction at this international 
flower show. Eight Tennessee dog- 
wood trees, from the Chattanooga 
Chamber of Commerce, were another 
special gift to the U. S. exhibit. 

Co-sponsors of the U.S. display, 
which covers three and one-half acres, 
are the Foreign Agricultural Service, 
U.S. Department of Agriculture, and 
American Horticultural Council. In 
planning U.S. participation, group 
ran into a financial problem. 


$150,000 for Project 


Congress appropriated $150,000 in 
foreign currencies to help finance the 
project. But all expenses of obtain- 
ing and completing exhibits have been 
the responsibility of American Horti- 
cultural Council, since foreign cur- 
rency could not be used for this pur- 
pose. 

Finance Committee, headed by Dr. 
Albert J. Irving, is still attempting to 
muster needed funds to pay for ex- 
penses of our six-month exhibit. # 
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THE BIG SHOWS ALL COME 
ro THE \ logy York 


TRADE SHOW 
BUILDING 


When an industry puts its best 
foot forward, they come to the 
New York Trade Show Building. 
It makes all the difference 

in the world. 


The country’s leading trade 
shows and conventions have 
been quick to recognize the 
obvious advantages and 
features of this outstanding 
show center: 

@ the finest in exhibit facilities 

@ the ultimate in service 

@ the central location 

@ the greatest economy 

If you are interested in selling 
more—more effectively, you'll 
be sold on the merits of the 
New York Trade Show Building. 


For very complete information 

without obligation 

WRITE, PHONE or WIRE to: 

Mr. Duane W. Carlton, President 

NEW YORK TRADE SHOW BUILDING 
500 Eighth Avenue, corner 35th Street 
New York 1, N. Y. ¢ LOngacre 4-4100 


4000 Fine Hotel Rooms located nearby 


COMPLETELY AIR-CONDITIONED 


400 ROOMS 


FREE RADIO, TV, 
OVERNIGHT PARKING 


AIR CONDITIONED 
SLEEPING AND 
FUNCTION ROOMS 


In Albany, N.Y. 


SHERATON-TEN EYCK 


CONVENTION FACILITIES 


Meeting facilities for groups of 
from 10 to 650 persons. 8 func- 
tion rooms plus 10 small rooms 
suitable for meeting and dining 
for 30 persons. Movie screens, 
P.A. and microphone equipment. 
Registration equipment and 
closed circuit T.V. 


Orvis R. Connolly, Soneeel ees © J. Louis Barnett, Sales Manager Phone 


HEmlock 4-1111 
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EXASPERATION is 
portrayed over fail- 
ure of old vacuum 
cleaner. Mrs. Parks’ 
scene is first of nine 
in 30-minute drama, 
A. T. & T. sponsored. 


SECRETARY SUZY em- 
ploys feminine 
wiles in bid for new 
office calculator. 
Charlie finally con- 
cedes to take request 
up with the big boss. 


SHOP SCENE reveals 
Mr. Parks who dis- 
covers some bearings 
are worn out on ma- 
chine. Purchasing 
agent Charlie is or- 
dered to replace 


bearings promptly. . 


WINDOW SHADE 
ROLL in briefcase is 
stage device used to 
emphasize number 
of offices to be con- 
tacted before new 
Yellow Page Service. 


Stage revolves and turns in- 
side out for speed and impact. 
Show with all pro cast goes to 
14 cities. Smaller cities to see 


filmed version of show drama. 


THIRD USE of industrial theater by 
American Telephone & Telegraph Co. 
was a sales drama in 14 major cities 
to excite advertising agency men 
around the country with news of its 
National Yellow Pages Service. Major 
problem was to overcome agency in- 
ertia built up with years of yellow 
page ad scheduling headaches. 

Through “Yellow Gold,” A. T. & T. 
announced its new one-contact, one 
contract, one-monthly-bill policy for 
national advertisers. It smooths the 
way for agencies who handle na- 
tional accounts to schedule ad space 
in yellow page directories. Then too, 
new policy permits ad agencies a 
never before 15% commission for ad 
space in telephone directories. 

A road show sales drama requires 
pulling together a multitude of de- 
tails. To do this, A. T. & T. execu- 
tives used Dramaturgy, Inc., Cleve- 
land, to create the sales drama which 
was largely informative, but peppered 
with humor. Dramaturgy’s answer was 
a nine-scene, fast moving 30-minute 
production. 


Revolving Stage 


Dramaturgy was able to compress 
much information and a variety of 
stage backgrounds into 30-minutes 
with cleverly designed props. Stage 
revolved and turned inside-out to 
show the audience four, quick-change 
sets. Rotation of the stage allowed 
scenes to be changed without inter- 
ruption. 

Huge turntable served as stage 
show floor. Ad men in audience actu- 
ally saw stage turn during perform- 
ance which tended to add excitement 
to the drama. On the turntable were 
three scenes which faced outward 
from its center. Fourth sat inside the 
outer three. Stage crew needed only 
to remove two pieces of furniture (a 
chair and cushion) and swing back 
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MStrong Message into 30 Minutes 


two walls to create new scene (an ad 
agency office). 

Dramaturgy, in its stage design, 
placed a door in each set. To intrigue 
the technical minded observer (as 
well as add realism) all doors were 
functional. Actors were able to walk 
in and out doors even though the sets 
on the revolving stage were back to 


back. 


Canned Portion 
Color movie and slides were in- 
corporated into the stage production. 
Left of the revolving stage was a 
50” x 50” screen which took over the 
action at times. However, the movie 
or slides were not used without the 
presence of ad man Tom Bradford, 
played by Harry Holcombe. Tom 
Bradford was the show narrator as 
well. Movie was used to present the 
customer's view point to which Tom 
Bradford answered questions of the 
prospect (on film) about new National 
Yellow Pages Service (known as 
N.Y.P.S.). Technique was used to an- 
swer possible questions the audience 
may have conjured in their minds as 
they watched the sales drama. 
Slides capsuled advantages of 
N.Y.P.S. system. Each illustrated an 
advantage to show ad men the ease 
with which they can now buy space 
anywhere in the country. Prior to the 
adoption of A. T. & T.’s new service, 
national advertisers had to do busi- 
ness with as many as 2,286 directory 
offices separately. 
Also depicted by slides were extra 
services A. T. & T. offers agencies. 
Services were illustrated and_pro- 
jected on screen as Tom Bradford 
recited them to the audience. N.Y.P.S 
offers research facilities, help in pres- 
entation, merchandising aids, rate and 
data book, and coverage information. 
To show slides, a 35mm filmstrip pro- 
jector was used. Image was projected 
from rear stage to eliminate annoying 
overhead light beams in the audience. 
In sequence, the show starts with 
Mrs. Parks, portrayed by Johanna 
Douglas, trying to keep her worn out 
vacuum cleaner working without suc- 
cess. (Mild panic sets in.) Stage re- 
volves to her husband’s plant in the 
office of his purchasing agent. Pur- 
chasing agent Charlie, Edgar Thomp- 
son, is approached by his secretary 
Suzy, played by Roxanne Arlen, who 
pleads for a new office calculator with 
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STAGE EQUIPMENT in “Yellow Gold” production consists of 19 ft. portable 
turntable which breaks into segments, concealed towers for support, and X-ray 
border of lights. All were designed to break down quickly and store in van. 
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3 Solid Reasons Why 


YOUR MEETINGS WILL 
BE MORE PRODUCTIVE 
AT THE KEY BISCAYNE 


1. LOCATION: Although 18 minutes from the 
heart of Miami over the famous Rickenbacker 
Causeway, the seclusion of The Key Biscayne 
and its many self-contained diversions assure 
unusually high attendance at all meetings. An 
Island Paradise flanked on one side by beautiful 
Biscayne Bay, on the other by the broad Atlantic. 


2. FACILITIES: Ideal meeting rooms and 
modern equipment; Superb food in charming 
dining rooms; World’s finest Pitch ’n Putt golf 
course; 9-hole golf course on the island; 2 
swimming pools; tennis courts; 2% miles of 
ocean beach; Hotel and Villas air-conditioned, 
heated, beautifully appointed. 


> 
( 
e 
2 Vy) 3. PERSONNEL: Our staff is widely known 
for its experienced and capable planning and 


handling of groups from 25 to 250 persons. 


HOTEL AND VILLAS Send for FREE four-color brochure which answers 
701 Ocean Drive « Miami 49, Florida « Tel. EMerson 1-5431 all your questions. Simply write Dept. S. 


NATIONALLY REPRESENTED BY ROBERT F. WARNER, INC.—NEW YORK © CHICAGO © WASHINGTON ® BOSTON *® TORONTO, CANADA 


Miami Beach’s most celebrated 


Convention World... colen fece 


ALL THIS IS YOURS ...FOR A PERFECT CONVENTION! 
© 14 meeting rooms or combinations . . . to seat any size meeting from 24 to 1600! 
© Monitored air-conditioning ¢ Modern lighting and sound equipment 
e Outstanding cuisine . . . served from an ultra-modern kitchen, 

strategically placed to serve every banquet with maximum expediency 
e Underground parking garage e Yacht anchorage on protected indian Creek 
© 30,000 square feet of drive-in exhibit space at reasonable rates 


ALL THIS —PLUS: 
e Olympic pool and private ocean beach 
@ Over a hundred luxury cabanas with individual bathrooms 
e Magnificent covered outdoor pavilion 

for dining and dancing, outdoor meetings 
e Three delightfully different 

dining rooms to suit your every mood 
e Informal gaiety and dancing in 

Harry's American Bar—Garden Cafe 
e Fabulous entertainment nightly 

in the unparalleled Cafe Pompeii 


BILL POLLARD, Director of Sales 
JEAN S. SUITS, Managing Director 


SEND FOR COMPLETE CONVENTION BROCHURE 
. . blueprinting complete plans and details 
New York: Plaza 1-3460 
Chicago: WHitehall 4-7568 
kes Angeles: DUnkirk 8-1151 
St. Lowls: GArfield 1-4081 


OCEANFRONT 
45th to 47th STREETS 
MIAMI BEACH, FLORIDA 
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YELLOW PAGE salesman, Wolley Segap, projects advantages of new National 
Yellow Pages Service to ad man Tom Bradford near end of show. Scene is good 
example of how canned and live portions of drama were well integrated. 


her obvious feminine charm. Charlie 
finally relents and promises to ask the 
boss 

Scene revolves again to the plant 
itself where Mr. Parks, Lester Mack, 
has summoned Charlie to replace 
some worn out bearings in one of his 
machines. Charlie tells his boss he will 
check the yellow pages. (His problems 
were just beginning.) 

The show moves to an ad agency 
office one morning in January. Henry 
Sampson, portrayed by Howard 
Smith, wants Tom Bradford to place 
ads in yellow page directories across 
the country. 

Henry Sampson leaves. Tom Brad- 
ford later discovers from yellow page 
salesman Wolley Segap, George Neise, 
that he will have to contact sepa- 
rately 2,286 business offices to obtain 
complete national coverage. Scenes 
show the near frustration of people 
who try to use yellow-page advertising 
before N.Y.P.S. 

With A. T. & T.’s introduction of 
N.Y.P.S., scenes are rerun, only this 
time the delighted reaction of every- 
one is evident, when they advertise 
and buy under the new N.Y.P.S. Mrs. 
Parks gets her cleaner, Suzy her cal- 
culator, Mr. Parks his bearings, and 
Henry Sampson his national telephone 
directory advertising — all. with the 
help of vellow pages. 


Stage Devices 


At one point in the movie portion 
of “Yellow Gold,” Tom Bradford 
walks over and places a booklet which 
explains N.Y.P.S. at the bottom of the 
screen. The actor in the movie then 
picks up a copy of the booklet at the 
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same spot where the live actor is hold- 
ing the booklet. Illusion acted as a 
bridge between live and canned por- 
tions of the A. T. & T. sales drama. 

Another stage device used in show 
drew laughter from the audience. 
Wolley Segap pulled out a continuous 
roll from his brief case to emphasize 
the great number of business office 
contact required before N.Y.P.S. The 
continuous roll had “miles” of listings. 
Later Wolley Segap allowed it to roll 
back into his brief case. Such well 
planned stage devices helped make 
“Yellow Gold” especially artful. 

Before the sales drama, A. T. & F 
had N.Y.P.S. girls (professional models 
were not used to give homegrown air) 
place name tags in guests’ jacket 
pockets. Tags were put to use to wrap 
up in a nutshell the whole idea of 
N.Y.P.S. At the end of the show, the 
audience was asked to turn up their 
name tags to reveal the letters 
“N.Y.P.S.” boldly printed on the 
under side. Mere act of everyone 
looking at his name card, re -empha- 
sized the last half hour. 

On the lower portion of the name 
tag which stuck in the pocket was 
printed the promotional message: 
“You're Right. That’s National 
Yellow Pages Service. Remember: one 
contact, one contract, one monthly 
bill.” Still further down was a portion 
to be torn off and filled out for those 


ad men who wished additional in- 
formation. 


Film Made 

Film version of the sales drama will 
travel to lesser cities where it would 
be impractical to take the road show, 


ask the people 
who have.... 


Cc. F. Watson, Merchandising Su 


STUDEBAKER-PACKARD 
CORPORATION 


Frank J. McCaffrey, Sales Promotion Director 


ROYAL MC BEE CORPORATION 


A. Christie 


FIELD ENTERPRISES 
EDUCATIONAL CORPORATION 
WESTERN COTTON SHIPPERS 

ASSOCIATION 


Ss Leaver, General Sales Mana 
8. T. BABBITT, INC. 
J. J. Madigan, Dire ; 
Membership and Field Se vice 


NATIONAL ASSOCIATION 
OF HOME BUILDERS 


our best sales people 
are those who have proven 
there is nothing like.... 


the magnificent 


A 
COMPLETE FACILITIES FOR 
SHOWS, SALES MEETINGS, CONVENTIONS 
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* CONVENTIONS 
*& MEETINGS 
ok “a ps GROUPS 


PLEASURE 


WITH 


INESS 


complete resort hote/ in 
nearby NASSAU, Bahamas 


Directly on the ocean . . . set in 55 
secluded acres just minutes from the 
heart of Nassau. Completely air-condi- 
tioned, with fully equipped meeting 
rooms... including separate Thatched- 
Roof Jungle Club. accommodating up 
to 800. 

Cuisine and management in the clas- 
sic Continental tradition. Private beach, 
unique Vision-Level Pool, Marine Bar, 
After-Deck Lounge and smart Empire 
Dining Room. Tennis, golf, deep-sea 
fishing, water sports . . . sparkling 
nightly entertainment. Modified 
American or European Plan. 

‘ 


‘Beach Hilal 
NASSAU, BAHAMAS 
Full details, dates available from 
Reginald G. Nefzger, General Manager 


U.S. and Canadian Representatives: 
ROBERT REID ASSOCIATES, INC. 
New York * Chicago * Miami 


Hollywood * Toronto * Montreal 


i 


BRYAN-ELLIOTT 


COMPANY 
27-01 Bridge Plaza, North 


Long Island City, N. Y. 1 


For The Life of Your 
Convention 


: and The Convention 
of Your Life 


BRETTON WOODS 
NEW HAMPSHIRE 


New England's finest and most famous resort 
has been host to many of America’s most 
successful conventions and meetings. 

These special features can make your 

next gathering the best ever! 

10 separate meeting rooms e exhibition halt 
800 capacity dining room 

18 hole golf course e 6 tennis courts 

2 Olympic pools e unusual entertainment 
palate pampering cuisine 

highly trained staff to serve and assist you 


Season: June thru October 


Write today for color brochure, programs, 
menus and rates. 


All Inclusive Rate... No Extras! 


WIN CHESLEY, Director of Sales 
The Mount Washington Hotel 
1 East 57th St., New York City, Plaza 5-7648 
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NEWEST AND MOST COMPLETE 
CONVENTION HOTEL IN 
PALM SPRINGS, CALIF. 


Convention hall seats 1300—banquet 
facilities for 900—sample rooms— 
smal! conference rooms—250 exqui- 
sitely appointed rooms—complete 
air conditioning. 
PLUS...Recreational facilities, includ- 
ing an Olympic-size swimming pool, 
tennis courts, 9 hole, 27-par golf 
course right on the grounds. 


LOCATED IN THE HEART 
OF PALM SPRINGS 


Write or phone for information 
or reservations 
Los Angeles: DUnkirk 8-1151 
San Francisco: EXbrook 7-2717 
TED RATCLIFF, General Manager 


Palm Springs RIVIERA 
1600 North indian Avenue 
PALM SPRINGS, CALIFORNIA 


It’s New! It’s Open All Year! 


IT’S FABULOUS 
FOR SALES MEETINGS! 


Luxurious guest accommodations 
overlooking the largest and finest 
pool in Arizona. Outstanding facili- 
ties tailored to meet your needs 
for sales meetings. European Plan 
rates. Write or phone us now. 


lotta 
ales 


SCOTTSDALE (PHOENIX) ARIZONA 
Operated by Del E. Webb Motor Hotel Company 


WHERE 
BUSINESS 


MEETINGS 
ARE A 
GENUINE 
PLEASURE! 


DUDE RANCH & COUNTRY CLUB 
OCEAN SPRINGS, MISS. 


featuring the 


Meeting Accommoda- 
tions for 200 


SECLUDED YET CONVENIENT 


So secluded folks can’t stray from meetings, 
yet complete facilities offer wonderful fun 
between meetings and after hours. 

18-hole golf course, fishing, swimming pool, 
horseback riding, tennis, shuffleboard and other 
sports ... plus wonderful meals... all in- 
cluded in one low rate, $13 to $16 per person. 


Write or phone for complete information on 
BUSINESS MEETING FACILITIES 


Dick and Gladys Waters, Proprietors 
Ralph G. Deuel, General Manager 


Chicago, NAtional 5-8200 
Phone—Ocean Springs, TRinity 5-4211 
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due to expense, availability of actors 
and the limited number of advertising 
men. A. T. & T. used in the film the 
same cast as in the road show. 

A. T. & T.’s whole plan was to have 


ad agency men take home with them 
the impression, “Hurrah! They are 
finally taking a more sensible ap- 
proach to yellow-page advertising.” 
It appears to have succeeded. 


Books on Meetings, Speaking 


OVER the years, many books have 
been published to help executives 
write better speeches, speak in the 
more professional manner and stage 
more effective meetings. Here is a 
sample of some of the books now 
available. While this list does not 
contain every title, it offers some of 
the best books written on speaking 
at meetings and planning your meet- 
ings with a professional approach. 


Chilton Company, Philadelphia, Pa. 
Anniversary Celebrations Made 
Easy, by John D. Peel—$5.00. 
Executives Public Speaking Tech- 
niques, by Harry Simmons—$5.00. 
How To Get Industrial & Business 
Publicity, by C. E. St. Thomas — 
$5.00. 

Harper & Brothers, New York City 
How To Write, Speak, and Think 
More Effectively, by Rudolf Flesch 
—$4.95. 

Funk & Wagnalls, New York City 
How To Make Better Speeches, by 
William G. Hoffman—$3.00. 

J. P. Lippincott Co., Ithaca, N. Y. 

So To Speak, by Elizabeth F. Von 
Hesse—$4.50. 

Macmillan Company, New York City 
The Improvement of Voice and 
Diction, by Jon Eisenson—$4.75. 

McGraw-Hill Book Company, Inc., 

New York City 
How To Talk Well, by J. F. Bender 
—$4.95. 

How To Write a Speech, by E. J. 
Hegarty—$4.00. 

Showmanship In Public Speaking, 
by E. J. Hegarty—$4.00. 

How To Run Better Meetings, by 
E. J. Hegarty—$4.95. ; 
Making Your Sales Meeting Sell, 
by E. J. Hegarty—$4.50. 

Public Speaking for Businessmen, 
by W. G. Hoffman—$6.00 (3rd edi- 
tion). 

The Speaker’s Notebook, by W. G. 
Hoffman—$6.00. 

Briefing and Conference Tech- 
niques, by G. M. Loney—$5.50. 
Oral Communications In Business, 
by D. C. Phillips—$4.95. 
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How To Speak With Power, by 
S. S. Price—$4.75. 
Effective Business Speech, by W. P. 
Sandword and W. H. Yeager—$6.75 
(4th edition). 
Speak Well — And Win! by W. P. 
Sandford—$4.50. 
How To Speak and Write With 
Humor, by P. H. Whiting—$4.95 
Successful Conference and Discus- 
sion Techniques, by H. P. Zelko — 
$5.00. 
Oceana Publications, Inc., New York 
City 
How To Plan Produce & Publicize 
Special Events, by Hal Golden & 
Kitty Hanson—$6.00. 
Parker Institute, Flint, Mich. 
How To Conduct Live, Sparklin~, 
Enthusiastic Meetings, by A. C 
Parker—$4.00. 
Prentice-Hall, Inc., Englewood Cliffs, 
N. J. 
Eloquence in Public Speaking, bv 
Kenneth McFarland—$4.95. 
Word Power: Talk Your Way To 


Life Leadership, by Vernon How- 


ard—$4.95. 
Successful Speaker’s Handbook, by. 
Herbert V. Prochnow—$4.95. 
The New Guide for Toastmaster’s 
Handbook, by Herbert V. Prochnow 
—$4.95. 
The Speaker’s Treasury of Stories 
for All Occasions, by Herbert V. 
Prochnow—$4.95. 
Effective Speaking For Every Oc- 
casion, by Willard H. Yeager—$6 25 
(second edition). 
Speaker’s Encyclopedia of Stories, 
Quotations and Anecdotes, by Jacob 
M. Braude—$4.95. 
Braude’s Handbook of Humor for 
All Occations, by Jacob M. Braude 
—$4.95. 
Braude’s Second Encyclopedia of 
Stories, Quotations and Anecdotes, 
by Jacob M. Braude—$4.95. 
New Treasury of Stories for Every 
Speaking and Writing Occasion, by 
Jacob M. Braude—$4.95. 
Handbook of Successful Sales 
Meetings, by Bill N. Newman — 
$6.50. 

Viking Press, New York City 
New Ways To Better Meetings, by 
Bertram & Frances Strauss—$2.95. 


Site for 
Successful 
Meetings... 


The PRUDENTIAL 
auditorium 


IN CHICAGO 


More and more leading business, 
industrial and civic organizations are 
making the “Pru” Auditorium the 
home of their sales meetings. 
Features like these are among the 
attractions .. . accommodations for 
up to 1100 people . . . flexible seating 
arrangements . . . catering service for 
425 seated guests .. . full 40-feet 
wide, 20-feet deep, raised stage . . . 
modern lighting and public address 
system ... projection booth. 


For reservations, call: 
WHITEHALL 3-2800, EXTENSION 262 


(Also, smaller meeting rooms 
accommodating up to 50 people) 


THE PRUDENTIAL BUILDING 


RANDOLPH DRIVE, JUST EAST OF MICHIGAN AVENUE 
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Attraction... 


but no distraction 


Quiet, charming 6,000-acre 
estate in the scenic Poconos. 
3 hours from New York and 
Philadelphia. A perfect set- 
ting for meetings, conferences, 
sales outings. An outstanding 
opportunity to combine busi- 
ness with pleasant relaxation. 


Check these advantages 
INDOORS 


Fine accommodations for 400 
* 840 seat Auditorium with 
Stage * Completely Equipped 
Meeting Rooms accommodat- 
ing from 10 to 300 © 3,000 
Volume Reference Library ¢ 
Play Room, Television, Radio 
and Dancing * Stenographic 
Services and Teletype. 


OUTDOORS 


27-hole championship Golf 
Course * 20 miles of Riding 
and Hiking Trails * Swim- 
ming in Olympic-size pool °¢ 
Tennis Club—8 Teniko Clay 
Courts * Two Lawn Bowling 
Greens * Winter Sports— 
Skiing, Skating, Tobogganing. 
EASY TO REACH BY CAR, TRAIN, 
PLANE OR BUS 


RESERVATIONS NOW 


BEING MADE FOR 1960 
TO 1964. 


For information write or call 
Howard F. Dugan, Inc 
National Sales Representatives 
230 Park Avenue, New York 17 
MUrray Hill 4-0004 


Clifford R. Gillam, General Manager 
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Display material for meetings and shows will arrive — on time 


and undamaged — if you take a few steps in advance. You 


may save cash as well as worry by testing and over shipping. 


By IRVING SEIDEN 
Vice-President, Mercury Service Systems, Inc.* 


TRAVEL ADS say “Getting there is 
half the fun.” But when it comes to 
transporting exhibits to conventions, 
trade shows and sales meetings, too 
often that slogan must be para- 
phrased: “Getting there is half the 
problem.” 

Frequent complaints that displays 
arrive late, are incomplete, are broken, 
cost too much to transport and, some- 
times, never arrive at all, are usually 
the result of either inadequate plan- 
ning or a lack of knowledge of ship- 
ping techniques. 

Our experience has proven that 
shipping displays need not be a prob- 
lem if a few simple steps are taken 
in advance. 


1. Don't ship blindly and hope 
that your display will arrive intact. 
This is especially important with tour- 
ing displays that have to stand up 
under the strain of several re-ship- 
ments before returning to your home 
office. Pre-test by making several 
trial run shipments, subjecting it to 
the handling it will get on the road. 
This can be accomplished most eco- 
nomically within your own plant. 

A number of companies attach so 
much importance to pre-testing that 
they make actual “dry run shipments” 
of exhibits to nearby cities and back 
home for re-examination. Although 
this is expensive, it does provide a 
secure knowledge that the display 
will arrive in good condition in its 
all-important delivery to its actual 
destination. 


* New York City 


2. This is so basic that it may 
be considered unworthy of mention 
but the point, “pack it right,” is so 
important that it must be emphasized. 
There is still no substitute for the 
wooden crate as the safest, most de- 
pendable shipping container. When- 
ever possible crate it. It’s the safest 
procedure known. 

3. In addition to crating, be sure 
that nothing is left loose in the con- 
tainer. Use wooden supports and 
stuff with excelsior, paper, or other 
material. Popcorn has come into use 
recently as an excellent material for 
packing cartons. 

Furthermore, it is wise to prepare 
for re-shipment of the display in ad- 
vance by shipping extra materials for 
re-packaging along with the display. 
It must not only arrive at the show 
safely, but must also return safely. 
Importance of adequate inside pack- 
ing materials to eliminate empty 
space inside the crate cannot be over- 


‘emphasized. Since this is inevitably 


lost during unpacking, be sure to pro- 
vide for enough replacement packing 
material in advance. 

4. Don't let your shipment be- 
come a “lost sheep.” Label it clearly, 
profusely and specifically. At least 
three sides of every container should 
contain its shipping instructions. 
Never use abbreviations. If you do 
your shipment might end up in New- 
ark, New Jersey, instead of in New- 
ark, New York. 

5. Too often, “Fragile” labels are 
like the boy who cried “wolf.” They 
are used without restraint to the point 
where shipping companies are never 
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sure what really requires delicate 
handling. Use “Fragile” labels only 
when you mean it, and when you do, 
make them unusual rather than the 
ordinary stickers. 


6. When shipping an exhibit that 
is particularly fragile, do not ship is 
directly to its destination, even though 
you are advised to do so by your 
association or the exhibit manager. 
It may be stockpiled with a number 
of other exhibits and could end up 
on the bottom of a pile. Instead, ship 
it in advance to a local showroom, 
salesroom, or to a local office of your 
shipping agent and make arrange- 
ments for it to be delivered on set-up 
day. 


7. Overship those components that 
might fail. Take a leaf out of the 
book of television companies that 
always have stand-by units handy in 
case of failure of the equipment in 
use. Send duplicates of such items 
as bulbs, spotlights, small motors and 
other basic components that can be 
switched quickly. 


8. Save costs by not buying a 
“round trip” unless the shipment must 
return quickly or move on to its next 
destination the fastest possible way. 
You may have to ship an exhibit via 
Air Express, but might return it via 
overnight Air Freight, which is less 
expensive but almost as fast. 


9. Save costs by planning well 
ahead of time so that high salaried 
employes or executives do not have 
to be connected with details of co- 
ordinating and expediting shipments. 
If careful planning is made in ad- 
vance, lesser company employes can 
follow a routine check list to assure 
that the shipment will arrive safely 
and on time. 


10. Make use of your shipping 
company s experience for advice. No 
matter what packing, timing or other 
problem you face, chances are that 
another company has faced it and 
solved it with the help of the trans- 
portation company. More and more 
organizations are using their shipping 
firm for consultation at the planning 
stage rather than merely as a trans- 
porter. There are many special serv- 
ices and facilities available that are 
generally unknown including arrange- 
ments for shipping to specific booths 
or rooms, coordination of several pick- 
ups and coordination with messenger 
deliveries, among others. 

Follow these precautions and even 
the most complex display will arrive 
on time, in one piece and ready to 
start working for you. # 
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LOOKING 
for the best 
locations 
for your 


MEETING? 


FOR 
LAUDERDALE 
FLORIDA 


COMPLET 
CONVENTIO 
FACILITIE 


nA } 


For more information write: Alan Bland, Convention Manager, 
GILL Hotels, P.O. Box 4037, Fort Lauderdale, Fla. 


NEW! in TAMPA, FLA., The HILLSBORO 


FORT LAUDERDALE, FLA.: NASSAU, BAHAMAS: 
Yankee Clipper Trade Winds British Colonial 
Eseape Jolly Roger 


) | CONVENTION MOTOR HOTEL & RESORT 


The Year ‘Round Conventionland in a sub- 

HIGHLAND PARK, ILLINOIS urban setting guarantees a captive audi- 
ence. Diversified “on-site” activities for 

re ner reemoees everybody insures better attendance for 

your entire program. Within easy access 
_ of Chicago and all transportation. Five 
all-purpose meeting rooms feature the fin- 
est sound, lighting and stage equipment. 
Recreational facilities include heated in- 
door pool with solarium, outdoor summer 
pool, winter ice skating, summer theatre, 
golf, bowling and nearby shopping centers. 
Restaurant, cocktail lounge and banquet 


Free parking for 500 cars . . . heliport for 
busy executives. Send for details and bro- 
chure to: Pat Miller, General Manager, * 
P.O. Box 567. Edens Expressway at Lake- sts Group rates by request. 
Cook Road, Highland Park, Illinois. 


| Talk 
Turkey 


About 
Tackle 


Salesmen for fishing gear in- 
duced te fish at sales meeting. 
Site switched so men could 
learn more about what they 


sell. Idea worked as planned. 


THOMAS T. LENK president, The 
Garcia ( poration, believes in sales 
l it catch fish 
The New York tackle company’ s 
neeting in | lorida is a good example 
f the company s unusual approach 
ssful sales 
[his ear, Garcia invited its rep- 
tative ind salesmen to an iso- 
ted 350-acre Florida Key, 95 miles 
t Miami 
Lenk outlines his reasons for choos 
‘ this unusual setting 
P | ] our sales meeting had 
t Chicago which we felt 
onvenient central loca 
ffered the necessary plush 


he Savs 


SKULL SESSION by product and service experts is later tested by salesmen who use gear to become more intimate with products. 
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SALES FIGURES are gone over by firm’s president Thomas T. Lenk, in slacks. 


Sn . 


PRIZE CATCH by angler Dick Wolff proves gear; prompts salesmen attempts. 


~ 
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“Now, that’s what I call service!” 


So do we! At HCA we believe the real difference 
in hotels is the way people are treated. After all, 
what zs service but an awareness of people’s needs? 

HCA calls it personalized service. That means 
prompt, courteous attention to you and to every 
individual in your group. 

You get the kind of service that arranges perfect 
seating, a P. A. system that functions properly, and 


THE PLAZA 
New York, N. Y. 


HOTEL ROOSEVELT 
New York, N. Y 


SOMERSET HOTEL HOTEL KENMORE 
Boston, Mass Boston, Mass. 
Phone: COpley 7-9000 Phone: KEnmore 6-2770 


CHARTERHOUSE MOTOR HOTEL CHARTERHOUSE MOTOR HOTEL 


Washington, D.C. — South 
Phone: FLeetwood 4-4400 


Cleveland (Euclid), Ohio 
Phone: ANdrews 1-0300 


Convention facilities will also be available at other Charterhouse Motor Hotels now under construction. 
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THE MAYFLOWER 
‘ Washington, D. C. 
Phone: PLaza 9-3000 Phone: MUrray Hill 6-9200 Phone: District 7-3000 


THE ROYAL ORLEANS HOTEL QUITO 
Phone: EXpress 5333 


projection equipment, visual aids, lights and props 
set up when and where you need them. 

Let HCA be your host for the next convention. 
Tell us your requirements and we'll put our ‘“‘know- 
how” to work to help make your convention more 
successful. For information or reservations at any of 
the HCA hotels, contact your nearest HCA hotel 
listed below: 


EDGEWATER BEACH HOTEL 
Chicago, Ill 
Phone: LOngbeach 1-6000 


PALM BEACH BILTMORE 
Palm Beach, Fla. ft 
Phone: TEmple 2-1781 WU 


ew Orleans, La. Quito, Ecuador 


(Spring 1960) 


Horet CorPORATION OF AMERICA 


A. M. SONNABEND, President 


BERMUDA HEADQUARTERS FOR EXECUTIVE GROUPS, CON- 
FERENCES AND CONVENTIONS * Every Island attraction at 
this magnificent 180-acre CASTLE HARBOUR estate . . . Ber- 
muda’s most experienced hosts to important organizations 
from the United States and Canada. For groups to 500 your 
choice of three impressive air conditioned Function Rooms 
modern equipment, complete banquet service. 
JOHN C. FISCHBECK II, Gen. Mgr. 


18-hole Championship Golf Island's largest private Beach 


300 Air Conditioned seaview rooms + Tennis Courts 
Terrace Pool + Water Sports + Floorshows, dancing nightly 


THE AIR CONDITIONED 


e 


TUCKER'S TOWN + BERMUDA 


U.S. and Canadian 


e =: — Representatives 

hy Sts mane 

y Shane ene. William P. Wolfe 
Petia esuse AEM 
Mlkeusaues Organization 


BOSTON * CHICAGO 
CLEVELAND 

MIAMI * NEW YORK 
PHILADELPHIA 
MONTREAL * TORONTO 


“We were dissatisfied because there 
were too many distractions. The sales 
group split up, some to night clubs, 
some to golf courses — tackle was the 
talk only during meetings. What we 
wanted was a quiet place away from 
the disrupting influence of the big 
city. And a place that would provide 
our salesmen with an opportunity and 
incentive to use and familiarize them- 
selves with the product,” Lenk says. 


Golf Biggest Headache 


Biggest headache in the tackle in- 
dustry is not tackle competition — but 
golf, it has been stated often. In an 
industry notorious for its golfing sales- 
men, he is determined to have sales- 
men that fish. 

Few tackle retailers can truly sell 
tackle to a fisherman for the simple 
reason they rarely know enough about 
their product. Lenk feels Garcia’s 
salesmen must not only be familiar 
with catalogue copy but be familiar 
with the performance of the tackle in 
use. 

“Only through actual use can you 
really begin to appreciate the fine 
points, the quality and effectiveness 
of a hollow fiber glass rod or a new 
reel,” Lenk points out. “We want 
these men to be able to talk turkey 
about tackle and fish.” 

Lenk’s firm belief that Garcia mar- 
kets the finest tackle generally avail- 
able, and that his salesmen should 
know it is fully justified by Garcia’s 
sales story. 

Today, the company is one of the 
biggest in the industry and is recog- 
nized as the fastest growing. Despite 
the fact its line of 37 reels, 85 rods, 
line and lures are marketed above 
popular price, Garcia is proving that 
quality sells. 

Today, Garcia counts sales at more 
than $20 million retail, and Lenk 
forecasts a substantial 30% increase 
for the year. In large measure, Gar- 
cia’s growth can be attributed to 
Lenk’s belief in giving circumstance 
a helping hand. 


Add Fishing Contest 


Not content with merely selecting 
an ideal fishing site for the sales 
meeting, he asked Garcia's angling 
expert Richard C. Wolff to develop 
a fishing contest as further incentive 
for the sales force. 

The energetic anglers caught sev- 
eral hundred fish. Catches included 
near-record sail fish, an abundance 
of dolphin, bonita, 60-pound tarpon, 
and bonefish. The fishing provided 
ample proving ground for almost 
every type of the company’s tackle. 

Nate Buell & Co. salesman Dick 
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A delightful place for any meeting any 
time of the year... with superb facilities 
including a complete winter sports pro- 
gram using artificial snow and ice when 
needed. Write for complete details. 
(Washington, D. C. office: EX. 3-6481). 


Gre 
HOMESTEAD 


HOT SPRINGS, Virginia 


FRENCH CANADA... 
First Choice for SUCCESSFUL CONVENTIONS 


“Mancir 
Richeliey 


AND COTTAGES 
MURRAY BAY, QUEBEC 
Superb resort living for groups up 
to 600, all-inclusive rates . . . come 
it June, late August or September. 
In the pine-scented Laurentians 
overlooking the St. Lawrence . . . 
large Casino for meetings and danc- 
ing. Championship golf, tennis, 
Lido beach, heated saltwater pool, 
excellent fishing. Superb cuisine. 
Write for detailed Convention 
brochure to H. M. Cos- 
tello. Convention Dept., 
Box 100, Montreal, 
Canada. 
A DIVISION OF CANADA STEAMSHIP LINES 
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Moore, Denver, Colo., won the ster- 
ling silver trophy for his catch of an 
eight-pound, seven-ounce fighting 
bonefish on light tackle. 

Wolff noted that “several known 
golfers among the group were seen 
laying down their golf bags and join- 
ing in the fishing. Once they caught 
one of the fighting Florida fish,” he 
says, “they really caught the bug and 
were out there every day.” 

Lenk considered the 
crowning success. 

“The location made it possible and 
the contest provided the lure for test- 
ing equipment. Knowledge gained by 
salesmen will be of real value during 
the year,” he says. 

But even practical fishing has its 
limits and group meetings were sched- 
uled to cover such vital subjects as 
merchandising, sales, promotion, and 
new products. By mutual consent, 
the original schedule was changed to 
allow two full days for fishing. The 
nine-hole golf course and skeet range 
at Indies House Hotel provided inci- 
dental recreation — a break from fish- 
ing. 

Meetings were re-scheduled to be- 
gin early (8:30 a.m.) Monday morning 
and run until lunch. All meetings 
ended in early afternoon. 

Informal sessions over drinks or 
coffee in the evening provided an 
effective means to solve regional prob- 
lems. 

“Entire meeting was much more 
in the nature of a ‘seminar’ than a 
production or a formal sales presenta- 
tion,” Lenk says. “Our purpose was 
to propose ideas, then listen to sug- 
gestions and new ideas, and blend 
the best of the total into a working 
policy.” 


contest a 


Covered All Bases 


Despite emphasis on informality 
and recreation, the carefully prepared 
meeting schedule covered all bases, 
including: Monday — 1960 rod line; 
Tuesday — new products; Wednesday 
(42-day) — merchandising, promotion 
and advertising. 

Garcia executives and service per- 
sonnel, including Executive Vice- 
President Emil DeSimone, and adver- 
tising agency consultant E. E. Felton, 
heard Angelo DeSimone address the 
sales group on current thinking, prod- 
ucts and planning. 

Board members such as Ellis Baker, 
accountant, and Gustav Lazarus, gen- 
eral legal counsel, spoke of the com- 
pany’s commission system, position in 
the industry, and legal aspects of cus- 
tomer relationships. 

While not directly part of the meet- 
ing schedule, Garcia’s public relations 
program was making recreation news. 
The unusual sales meeting provided 


CAN SO MUCH BE 
ACCOMPLISHED WITH 
SO MUCH PLEASURE 


Seca EA 


colorful outdoor pool 
or luxurious tropical 
indoor pool. ..or (in 
season) ocean bath- 
ing right at our door! 


Ae SKATE!...0n our 

é \ spacious, colorful, ar- 

tificial outdoor rink 

Ary night and day during 
~ the winter months. 


RELAX!...in our 
modern Health Club 
under a soothing mas- 
sage. Ease away un- 
wanted pounds in the 
steam room. 


DANCE! ...in the 
gay, sophisticated 


NY Submarine Room to 
/ \ the music of top flight 
“}) orchestras. 


DINE! ...in a choice 
of distinguished res- 
taurants featuring 
truly fine food. 


SALES MEETINGS, EXHIBIT SPACE AND 
BANQUETS? THE TRAYMORE’S FACILITIES 
ARE UNEXCELLED IN ATLANTIC CITY. 


For our entire CONVENTION ‘STORY 
please write or phone 


ATLANTIC CITY 


4 New Jersey 
= Atlantic City 4-3021 
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Plan your next 


CONFERENCE | 
at this Distinguished Hotel | 


Cl | 
BILTMORE | 


“ The Executive Hote/ of New York" | 
43rd Street at Madison Avenue 
Private elevator from Grand Central 

@ Choice of 26 air-conditioned 
meeting rooms, for 10 to 1000. i 
@ Staff of specialists in ' / 


meeting arrangements. } } 
INFORMATION & RESERVATIONS | 
Write or phone The Biltmore j 
(MU 7-7000) or Service Representative | 
Robert F. Warner, inc. in New York, | 


Boston, Washington, Chicago, Toronto; 
Glen W. Fawcett, Inc. in Dallas, 

San Diego, Los Angeles, Santa Barbara, 
San Francisco, Portland, Seattle. 


Private elevator from Grand Central 


SALES MEETINGS 


MODERN MANNER 
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(_AKE TOWER] 
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LAKE SHORE DRIVE AT OHIO ST. 


CHICAGO 11, ILLINOIS 


For full information, contact 

Earl F. Hopkins, General Manager 
or Michael Weiss, Sales Manager 
SUperior 7-4700 © TWX: CG22 
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a natural story. Advance material was 
on the desk of Miami wire bureau 
chiefs before the meeting began. By 
pre-arrangement with Indies House, 
home-town stories on visitors from 
Maine to Portland flowed through the 
mails. Interviews with local sports 
and feature writers were set up and 
background copy provided. Key trade 
books were informed that here was 
something new in tackle sales meet- 
ings —a meeting at which salesmen 
fished. 


Perfect Combination 


Lenk feels with this meeting that 
Garcia has finally hit upon the per- 
fect combination. 

“We may change locale from time 
to time,” Lenk says, “but we plan to 
stick to the successful format of this 
meeting.” 

“If all the meetings are like this 
one,” one salesman quipped, “we'll all 
turn into busy beachcombers.” 

Lenk adds the positive values of 


the meeting up this way: “Never be- 
fore have we had such energetic par- 
ticipation in a sales meeting. More 
listening, more questioning, and more 
creative thinking came out of this 
meeting than any three we've had 
before. A sales meeting is intended to 
be a two-way street for useful infor- 
mation and ideas—neither we, nor our 
salesmen, can operate in a vacuum. 
We all profited at this meeting — and 
important, too, we got to know each 
other and respect each other.” 

Lenk and Garcia have come a long 
way since 1938 when the company 
imported such exotic commodities as 
Chinese musk pods and rhubarb roots. 
Its markets closed tight following the 
war; the company was in trouble. It 
was then and only by the purest acci- 
dent that Lenk came across the 
Mitchell reel. 

Rest is history and Lenk is not 
one to look back but ahead to an 
ever-increasing tackle market served 
by representatives and salesmen who 
know all about fishing. 
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“Don't forget to visit our booth. I'd like 
to show you our new model, 38-24-38." 
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WELCOME KISS by model Leah O’Grady on Chun King’s advertising manager 
starts sales meeting aboard plane. Detroit food broker, TV execs attend. 


This Meeting Site Flies 


Chun King Corp. uses company plane as conference room to 
bring message of ad campaign to food brokers, TV station execu- 


tives. Films shown on screen right in plane. Trip covered 34 cities. 


CHUN KING CORP., Duluth leader 
in American-Oriental foods field, had 
to merchandise an unusual, hard-hit- 
ting advertising campaign. Appropri- 
ately, it chose an unusual, hard-hit- 
ting series of sales meetings. 

Chun King made a nine-minute film 
of Chun King’s president, Jeno Pau- 
lucci, to announce the campaign. 
Company showed it with preview 
commercials to brokers and television 
station executives in a whirlwind tour 
of screenings at airports aboard Chun 
King’s Aero Commander. The 14-day 
tour covered 34 key markets across 
the country. 

Results: Brokers were impressed, 
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immediately began their own mer- 
chandising campaign that is resulting 
in record orders for the company. 
Television stations agreed to merchan- 
dise the commercials in two unusual 
ways, television spots and newspaper 
ads, both calling attention to the new 
commercials. 

The “Flying Chinaman” flew 11,655 
air miles, used 2,409 gallons of gaso- 
line for the meetings. Some 240 long- 
distance telephone calls and 140 let- 
ters were needed to make arrange- 
ments. This was the sequence of 
events. 

An advance letter was sent to tele- 


An ideal 
setting for 
conferences of 

25 to 100 


persons 


Completely Air-Conditioned 


all guest rooms, restaurants 
and meeting rooms 


Conveniently Located 


between New York and 
Philadelphia 


Perfectly Situated 
adjoining Princeton University 
campus 


Excellent Facilities 
spacious private function rooms 


Experienced Staff 
to make meetings pleasant and 
productive 


Fine Accommodations 


125 rooms, Cocktail Lounge, 
two Restaurants 


Ample Recreation 


overlooking Princeton golf 
course. Tennis 


Gracious Atmosphere 
Authentic Early American 
appointments 


For information, write or call Sam Stewart, 
General Manager. Telephone W Alnut 4-5200 
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vision stations and brokers to an- 


Princeton, N. J. 
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nounce the meetings, give the airport 
date and estimated time. Chun King 
arranged for an electric outlet neat 


the plane to power the projector. Tele- 
vision stations were asked to alert the 
news cde partment for coverage, which 


vas one of the side benefits of the 


impaien 


Visit Ts boarded the plane and Saw 


the film with preview commercials. 
Thomas J. Scanlon, advertising man- 
ager, Paul Amerman, national sales 
manager, and Edward Farni, Minne- 
apolis BBD&O executive, then dis- 
cussed merchandising help with sta- 
tion executives. 

They left a set of four teaser post- 
cards with the request that stations 


We Have The RIGHT CLIMATE 
For MONEY MAKING! 


Faint sun ne'er won fair conventioneers! At The Nassau Beach Hotel, 


the outlook for groups is positively brilliant: blue skies, sunny beach 


cool waters. A sportin’ life! 


Indoors, our public and banquet halls, air conditioned and fully equipped, 
comfortably accommodate 400 delegates at a sitting. Expert cuisine 


native shows, entertainment. 


CONCLUSION: A steady all-year flow of sunny dispositioned groups 


Crothers Hotels, Ltd., Robert M. Souers, Managing Director 


Represented by UTELL INTERNATIONAL 
New York: Essex House, PLaza 7-5436 
Boston + Chicago + Dallas * Miami + Philadelphia 
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605 N. MICHIGAN AVE., CHICAGO « WHitehall 4-4100 » Michael T. McGarry, Gen. Mgr. 


ewest luxury convention hotel. 


SHERATON Towers 


mail them to the food trade. Stations 
checked with the local broker to co- 
ordinate mailing lists. The four cards, 
featuring cartoon characters in the 
commercials, were sent on four con- 
secutive days. 

A suggested trade letter was also 
submitted to stations for sending on 
their letterhead to key buyers. 

Stations received mat slicks for six 
two-column newspaper ads, which 
many agreed to run. Others plan to 
use them in their merchandising let- 
ter to the trade or in ads in regional 
food trade publications. Similar art 
was furnished stations for use as pro- 
motional spots on the air. Like the 
teaser postcards, these promotional 
pieces featured the cartoon charac- 
ters. 

Other station merchandising aids 
included scheduling Alice Rick, Chun 
King home economist, on women’s 
shows; using products on giveaway 
shows; featuring products in display 
windows and billboards. 

News releases were given to news 
programs covering airport meetings. 

Each meeting was followed up 
with a letter to confirm the meeting 
and merchandising cooperation that 
stations had agreed to. 

Here are excerpts from the film of 
Paulucci explaining the purpose of the 
campaign to brokers. 

“You told us, “More turnover.’ You 
told us, “The best way to get that 
turnover is to tell the Chun Kink story 
to Mrs. Housewife and the best way 
to tell the story to her is with con- 
tinuing local saturation television.’ 
That is exactly what we are going 
to do. All of our national advertising 
monies are being put behind an all- 
out saturation television spot promo- 
tion in your market that will go on 
month after month after month. 

“We believe our new products and 
our new advertising will convert 
Divider-Pak chow mein from a spe- 
cialty item to a major part of Ameri- 
ca’s eating habits. We believe it can 
become America’s favorite one-dish 

meal. We believe it will result in extra 
sales for you — doubled, quadrupled, 
and more on all Chun King canned 
and frozen products.” 

The film with preview commercials 
were also shown to buying committee 
meetings on portable projectors, re- 
sulting in a rare opportunity for Chun 
King ability to address hard-to-see 
buying groups for a full 11 minutes. 

The advertising and merchandising 

campaign cost $3 million, a record 

The successful series of sales meet- 

ings brought onto focus the full rang 

of the campaign to the trade and even 
called consumers attention to com- 
mercials. ® 
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For Successful Meetings 


TWO GREAT HOTELS ON TIMES SQUARE 


Now under one management, the famous Hotel Astor and New 
York’s newest, Hotel Manhattan, offer the most flexible meeting 
facilities in this capital city of conventionland. Each is fully 
equipped—and teamed up as a combined convention headquarters, 


HOTEL MANHATTAN 
44th to 45th Sts. at Eighth Ave. 
JUdson 2-0300 
New York's newest hotel. 10 
luxurious meeting rooms for 
10 to 500 people. 1400 air 
conditioned rooms, each 
with radio and TV. Excellent 

garage facilities. 


NEW YORK 
ZECKENDORF HOTELS * FRANK W. KRIDEL * 


HOTEL ASTOR 


JUdson 6-3000 


television. 


they offer facilities unmatched anywhere. Air conditioning, su- 
perb staffs, comfortable guest rooms, modern equipment, fine 
restaurants, and ideal location, combine to make the Astor and 
the Manhattan wonderful choices for your next meeting. 


44th to 45th Sts. on Broadway 


21 meeting rooms, for 15 to 
3000 people. Includes the 
largest ballroom in New 
York. 750 air conditioned 
rooms, each with radio and 


EXECUTIVE VICE PRESIDENT AND GENERAL MANAGE® 
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A Complete Oceanfront Block, 29th to 30th Sts., Miami Beach 


For a meeting with everyone’s approval, the 


10 MILLION DOLLAR CONVENTION PLAN 


The incomparable facilities of the SEVILLE 
—one of Miami Beach’s most magnificent hotels 


*K Yes, the SEVILLE offers your group a 


truly wonderful plan, combining unsurpassed 
facilities. with fun, luxury and comfort 
for a “meeting with everyone's approval!” 


Grand Ballroom with no view-obstructing columns, 
seating 2000 at meetings, 1500 at banquets 

Seven meeting rooms for groups of 10 to 500 
50,000 square feet of choice exhibit area 


Sunlit pools, cabana and play areas for 
outdoor fun and meetings 


Complete inventory of equipment 

FREE 21" TV AND RADIO IN EVERY ROOM 
500-FT. OF PRIVATE WHITE SANDY BEACH 
2POOLS « 100% AIR CONDITIONED 


For complete information and newly-published 
tree copy of our FULL-COLOR GUIDE TO THE 
SEVILLE write Joseph Carbone 

Director of Sales 
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SCALE MODELS, 1/24 actual size, shows Chevy show’s layout of inflatable build- 
ings which house new-line exhibit and special movie of test run in new automobile. 


Chevy ‘Blows Up Its Show 


Inflatable buildings house Chevy's travelling show. Air pres- 


sure keeps structures up and water ballast keeps them in place. 


Cinesphere and Airosphere knock down into four-by-four-ft. pack- 


ages. Show moves by van to 40 sites, mostly shopping centers. 


IN MUCH the same manner as a kid 
blows up a plastic swim tube, Chevro- 
let Motor Division inflates its Chevy 
Show structures to house this year's 
new line. (Only Chevy inflatable 
structures are technically more sophis- 
ticated 

Entirely supported by air, the struc- 
tures are quickly inflated at various 
shopping center sites. One structure is 
a loaf-shaped 100,000-cu. ft. exhibi- 
tion hall used for Chevy's modern 
automotive engineering displays. 
Other is a theater sphere in which 
185 spectators can experience, via spe- 
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cial movie, how it feels to take a new 
car test ride. 


Two Stories High 


Approximately two stories high, 
the air-supported structures are said 
by Chevrolet to be the first of their 
type ever used for an automobile 
show. Called Airosphere and and 
Cinesphere, the structures are made 
of vinyl-coated nylon and inflate from 
four-by-four-ft. packages to full size. 
Automatic blower system maintains 
constant pressure inside to support 


the “buildings,” which are air-condi- 
tioned as well. An equivalent to about 
.06 inches of air pressure is main- 
tained inside to keep structures erect. 

Chevy’s red and white Airosphere 
measures 100 by 40 by 25 ft. Inside 
are displayed elaborate, hand-built ex- 
hibits with operating cutaway sec- 
tions to explain the mechanical work- 
ings and engineering highlights of the 
1960 cars and trucks. 

All-white Cinesphere is an inflat- 
able movie house of the same mate- 
rial that measures 46 ft. in diameter 
at the base and 20 ft. nearer the top. 
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DOES IT ALL! 


Yes, “One-Stop,” one call means a happy ending to your 
display or trade show problems. Our “One-Stop’’ service 
means assuming complete responsibility for planning, 
designing, building, transporting and installing your 
exhibit ... on time and within your budget. 


IDEA 
PLANNING 
SCHEDULING 
DESIGN 
CONSTRUCTION 
TRANSPORTATION be 
INSTALLATION 0\ Sa ee 
HANDLING : 
STORAGE 
RENTALS: 
Booths + Furniture 


Decorations * Drapes 
Display Equipment 


ISPLAY 
XHIBIT COMPANY 


1014 LYNN DETROIT 11, MICH. Phone TU. 3-0602 
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After June 15, we will be located at 1501 E. Ferry, Detroit 11. 


FUEY 43, 2960 


a standing-room gallery with 
handrails holds 185 people at one 
time. Movie to be seen stimulates an 
actual ride in a test car. With special 
film equipment and techniques first 
developed to train pilots, the movie 
takes spectators on a thrilling five- 
minute ride in a 1960 Chevy. Pictures 
were taken with a special 140-degree 
lens. Lens is then transferred to the 
projector and movie is shown on a 
180-degree screen. Image 


Inside 


SeTni-cire le 
on film has the same 180-degree arc 
so projected, picture is the same shape 
s screen. Result is a ride experience 
similar to those seen at Cinerama. 
However, only one camera and one 
projector is required by this process, 
developed after a year of research by 
Jam Handy Organization, show pro- 
duce 

Both the Airosphere and the Cine- 
sphere have revolving doors for en- 
trances and exits. These doors allow 
people to enter and leave structure 
without greatly reducing the air pres- 
when multi- 
tudes move in and out squirrel cage 
blowers automatically work harder to 


sure inside However, 


maintain the necessary pressure in- 
side 

Exterior ballast boxes on the Airo- 
sphere contain 5,500 gallons of water 


to hold the structure firm. Equipment 


I 


OU PRESENTATIONS 


OPTIVOX 


LIGHTWEIGHT 
PORTABLE EASEL 


Here's the adaptable easel—29” x 3942” steel board, 
finished in “rite-on” green—may be used as chalk 
board, chart board or magnet board; converts from 
10” floor use to table model. Completely portable— 
weighs 17 lbs. Only $44.95 

Carrying case and lamp fixture extra. 


PIXMOBILE 
PROJECTION TABLE 


There's space for afl your materials on 
this easy-to-roll table with sponge rub 
ber pad on top shelf. Has 4” swivel 
wheels (two with brakes) that hold on 
incline. Several models and heights 
42” table only $32.95 


Write for Literature and Dealer's Name 
G Some Dealer Territories Still Open. Write 


THE ADVANCE FURNACE CO. 


2310 EAST DOUGLAS WICHITA, KANSAS 
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inside the structure also acts as a sta- 
bilizing force inside. Standby genera- 
tors provide emergency current in 
case outside power sources fail. 

Chevy's Airosphere is hauled be- 
tween 40 show sites (about 20,000 
miles), in two specially built tractors 
with 34-ft. vans. A third van hauls 
mechanical exhibits to be shown in- 
side. Cinesphere requires three such 
vans. 


BEFORE AND AFTER INFLATION: Cinesphere’s interior setup allows 185 specta- 
tors to view film that takes visitors on “test ride”. Film gives visual impact 
similar to Cinerama and makes on-lookers hang on to handrails for support. 


Adoption of the inflatable structures 
was Chevy’s answer to a particular 
problem. Prior to this year, Chevy 
presented its new line at automobile 
shows. With the decision to take the 
show to the people, fully portable 
equipment had to be used suitable 
for quick erection in shopping cen- 
ters around the U.S. Inflatable struc- 
tures seemed to Chevrolet to be the 
answer. @ 
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All convention activities under one roof « Groups to 800 e American 
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FAMOUS ALL-YEAR RESORT 
A FEW MINUTES ACROSS THE BAY 
FROM SAN DIEGO 


H. B. KLINGENSM ITH, MANAGING DIRECTOR 
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PUBLICITY 


the extra 
pay-off 
for your 


exhibit 


What to do and when to do it 
to get press coverage for your 


company, products, personnel. 


By DR. ARTHUR M. WEINBERG 
Vice-President 
Public Relations Dept., 
G. M. Basford Company 


FEW COMPANIES promote their 
participation in an industry show or 
exposition effectively. Most 
their presence at such shows as 
Design Engineering Show, or Metal 
Show, or National Plastics Exposition 
with a short news release on their 
exhibit whic h IS seldom used ), direct 
invitations to customers to visit the 
company exhibit or suite, and perhaps 
a brief note or notice (“See us at 

") in company ads published in 
industry publications prior to or con- 
currently with the show itself. Yet, 
any company exposition participation 
involves expenditure of money on a 
well-designed exhibit, presence of 
carefully trained sales and engineer- 
ing staffs, and participation of top 


management. Why not make it a 
} 


signal 


iowcase to 

® Launch significant new com- 
pany products nationwide. 

* Establish the company as a 
progressive, alert factor in the 
market place. 

* Call attention to significant en- 
gineering contributions being 
made by the company. 

* Establish company officials as 
spokesmen for their industry. 


Key to such desirable promotion 
objectives is imaginative show-time 
use of proper publicity and public 
relations techniques. 

Thus an alert organization that goes 
into a major national show with an 
exhibit should plan to announce a new 
development—product line, new serv- 
major engineering break- 
through—at show time and plan its 
advertising and promotion accord- 
ingly 

Often an industry exposition will 
coincide with a major industry tech- 
nical and marketing conference. If 
this is the case, a little foresight can 
insure presence on the program of a 
company research director or engi- 
where sales and marketing 
are involved, the company sales man- 
ager or market development director. 

Finally, presence at such shows of 


ice, or 


neer—or, 


company engineering, sales and mar- 
keting people provides an opportu- 
nity for these company people to 
meet and talk with editors and report- 
ers from major industry publications. 
Possible outcome: Placement of tech- 
nical or marketing stories of impor- 
tance to the company and the field 
itself, or participation in a given pub- 
lication’s coverage of the exposition 
or technical conference. 

Each of these situations is a news- 
making promotion opportunity for the 
company. Stories stimulated at an in- 


dustry exposition will not only appear 
immediately following the show, but 
will call attention to the company and 
its products for many weeks after- 
wards. Result: Customer inquiries and 
customer impressions as to leadership 
and reliability of the company in its 
chosen field. 

Here’s the way to go about the job: 


Planning and Coordination 


Sales and advertising departments 
know in advance that the company 
will participate in a trade show. Care- 
ful planning with engineering and 
market development may uncover the 
fact that one or more company prod- 
ucts will be introduced at the show 
or could be introduced at the show 
if initial announcements are speeded 
up or delayed. Launching of a new 
product or improvement on old ones 
means news to the industry or indus- 
tries that the exposition attracts. 
Schedule this news for show time. 
Aim its release in such a way that 
editors who cover the show can use 
the items before company advertis- 
ing appears. 

If introduction of the product or 
engineering development is a new de- 
parture in the field, it may be worth 
while your scheduling a press recep- 
tion at the exposition itself to launch 
it properly. In any event, prepare a 


COMPETENT SPOKESMAN explains 
editors and architects at American Institute of Architects annual convention. 


stainless steel industry exhibit to trade 
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FAMOUS LAST WORDS (No. 14.) 


ant 


--»-A TIME-HONORED PHRASE IN THIS BUSINESS 


Time is one of the principal factors in effective trade 
show planning and production. Regardless of the 
amount of creativity, energy and money expended on 
your exhibit, it will fall short of its potential effective- 
ness if there is insufficient time to prepare it. 


To help break the perennial cycle of late starts on show 
planning and construction, GRS&W has prepared a 
different kind of calendar . . . one which is an auto- 
matic reminder of coming trade shows and exhibits. 


Each month, with the help of this new calendar, you'll 
know what shows are coming up three months ahead. 
The month of July for example will list the show dates 
for October, the month of August for November, etc. 


GSGRSEW we 


5875 CENTRE AVENUE, PITTSBURGH 6, PA. 


SULY~ 13,.. 19 EO 


The calendar is attractively designed in two colors with 
each page featuring a Famous Last Word Cartoon. It 
starts with July, 1960 and ends June, 1961. 


This unique, functional Calendar is yours 
FREE. Simply fill in and mail the coupon 
below. 


GRS&W 
5875 Centre Avenue, Pittsburgh 6, Pa. 


"WEXT YEAR, WERE GONNA START EARLIER “ 


Name 


Company 


Address 


ome ee ee a teteieimatis 
| 
| 


City, Zone, State 


For a Carefree 
Convention, 
meet at the 


HOTEL 


Check List for 
Effective Show Promotion 


Plan to introduce your newsworthy products or processes at 
the show. Coordinate publicity with sales, market develop- 
ment and advertising. 

=, 


Alert management to promotion timetable at the show. Enlist 
its cooperation in terms of statements and its help in editorial 
contacts. 


Check with show management on its promotion plans for the 
show. Tie in with special events, show newspapers, show 
releases, press room. Coordinate your plans with the show 
schedule. 


Place a company expert on show-conference program. Tie 
in with publicity on his speech; arrange interviews with edi- 


MI 


AMI BEACH’S newest, most 
luxurious resort hotel 
100% AIR CONDITIONED 


Full-time staff of convention experts 
to serve you! Whether your group is 


large 
offers 


or small, The Carillon Hotel 
complete cooperation down to 


the smallest detail —to assure you a 
smooth, successful meeting! 


3% CONVENTION FACILITIES 
INCLUDE: 


* 


HHH HH 


9 meeting rooms — 75 to 1500 
people 


16 conference rooms —10 to 
50 people 


8 dining areas — 40 to 1,000 
people 


Hotel night club — theatrical 
stage and lighting 


Exhibit area — 18,000 sq. ft. 
Booth area — 116 booths (8’x10’) 
Complete equipment, technical 
help 


WK GUEST FACILITIES INCLUDE: 


* 


. 
* 
* 
* 
* 


620 luxurious rooms with private 
bath and 21” TV and radio 


1000 ft. of private ocean beach 


Olympic size swimming pool — 
cabanas 


Parking on premises — 620 cars 


Lavish entertainment nightly in 
Le Can Can Supper Club 


Tambourine Cocktail Lounge 


WRITE TODAY for colorful conven- 


tion 


kit outlining full details. 


HARRY SNOW, 
Director of Sales 


HOTEL 


OCEANFRONT, 68th TO 69th STREETS 
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MIAMI BEACH 41, FLORIDA 


tors for him. 


* Prepare a market statement for a top company executive. 
Distribute it, first day of show, to business and trade press 


or ata press conference. 


® Consider a press conference to present your important news, 
get editors to meet and interview company experts, call their 
attention to your company’s exhibit and products. 


¢ Tell editors that your company will be at show. Invite them, 
well in advance of the show, to the exhibit and company 
hospitality suite. Be represented in pre-show issues of their 
publications and help them get worth-while stories from 
company experts for post-show coverage. 

¢ Make show publicity an important part of your company’s 
year-round, planned promotion program! 


press kit for the show. Be sure it 
contains: 


1. News announcement on the 
product. 


2. Market statement from sales 
manager or president on significance 
of product or process for the industry. 


3. Technical release on product or 
process. 


4. Release to describe the com- 
pany, its processes and products. 


5. Useful and attractive photo- 
graphs. 


If the show runs concurrently with 
a technical conference, try to get a 
speaker on the program. His talk 
should be covered by a news release, 


of course, but it is also possible to 
arrange for the entire talk to be pub- 
lished immediately following the con- 
ference by an important technical 
journal in the field. This assumes that 
all papers given are not claimed by 
the sponsoring society. 

Even though it is not possible to 
place a speaker on the conference pro- 
gram; or even if there is no confer- 
ence running concurrently with the 
exposition, it may prove useful to ex- 
plore market problems in the particu- 
lar industry and issue a statement 
from a company executive on those 
problems. Such a statement should be 
released on the first day of the exposi- 
tion. Newspapers and business publi- 
cations are always on the lookout for 
these trend statements to supplement 
their own coverage of the exposition 
and its news. A striking and informa- 
tive statement from a company rep- 
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resentative emphasizes the alert, pro- 
gressive nature of the organization 
and its place in the industry. 

A number of weeks before the 
show, contact trade magazines that 
serve the industry to see what cover- 
age they intend to give the event. 
Some publications have special issues 
just prior to or at the same time as the 
show itself. Your company can be in 
those special issues if you inquire soon 
enough about them and leam the 
editors’ requirements. Presence in the 
“show” issues will arouse enough in- 
terest on the part of the editors to 
insure your company of careful atten- 
tion in their follow-up issues. Prior 
contact of this nature may also in- 
spire an editor to come up with a 
story idea of his own that someone 
in your company can write. Or an edi- 
tor may alert you to a story opportu- 
nity that can be cinched at the show 
by bringing him together for an inter- 
view with a company executive. 

In any event, be sure to tell your 
editorial contacts that your company 
is a show exhibitor. Make a special 
effort to invite them to your exhibit, 
and if your company is maintaining a 
hospitality suite, invite them there to 
meet important and informative com- 
pany officials. 


Learn Show Plans 


Determine at the earliest possible 
moment just exactly how the show 
itself is going to be promoted. Many 
industry and association expositions 
emplov publicity people of their own 
to publicize the show and arrange 
special events of interest to individual 
exhibitors. Some expositions sponsor 
special show newspapers, or cooper- 
ate with certain trade publications 
which distribute a “show” edition. 
Find out about these special publicity 
opportunities and be prepared to help 
your company take advantage of 
them. 

Exposition management may be ar- 
ranging a press interview to which a 
member of your organization can 
make a contribution. There will cer- 
tainly be a press room where company 
officials can meet with editors and 
which will serve as a clearing house 
for press releases and announcements. 

Should you decide to present your 
news at a press reception, it is im- 
perative to know the schedule of offi- 
cial openings, banquets, etc., so that 
you won't have to compete for re- 
porter attention. Be aware of special 
radio and television coverage that 
exposition press people may arrange. 
Quite often exhibiting companies can 
contribute special products or pro- 
nouncements to such affairs. And of 
course, exposition management may 


JULY 15, 1960 


Ketowalion. Tugures Accomplishment 


at 


4TREADWAY 


Leaders in every phase of 
business agree... 


Meetings, integrated with relaxing 
recreation accomplish more. 


Golf, swimming, boating, and tennis are available 
for active members of your group. Those who prefer 
more passive pastimes can ramble thru nearby parks, 
museums, and historical sites, or visit bird and 
botanical sanctuaries. These and almost every other 
form of healthful recreation are available at or very 


near any Treadway Inn. 


Plan recreation into your next conference or meeting and insure 
accomplishment. Plan now to enjoy the meeting facilities of a 
Treadway Inn where relaxation is more than just “available.” 


See 
SS 
WESTCHESTER 


TOWN HOUSE 
Yonkers, N. Y. 


THE LORD JEFFERY 


ae 
LULA 
A 


ANDOVER INN 


TREADWAY INN 


TREADWAY 
MARYLAND INN 


TREADWAY INNS and RESORTS 


Every Treadway Inn offers a unique combination of location, facilities, 
and features. Send for complete information on one or all. Write or 
call David F. Treadway, 32 Maple Ave., Windsor, Conn. MUrdock 8-2333, 


ROYAL PARK INN 


Amherst, Mass. Andover, Mass. Batavia, N. Y. Annapolis, Md. Vero Beach, Fla. 
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TREADWAY INN 
St. David's, Pa. 


THE DAVID MEAD 
Meadville, Pa. 


PUBLICK HOUSE 
Sturbridge, Mass. 


LONG TRAIL LODGE 
Rutland, Vt. 


MITTERSILL 
Franconia, N. H 


JOHNSTOWN 
TREADWAY INN 
Johnstown, N. Y. 


TREADWAY INN 
Rochester, N. Y. 


TREADWAY INN 
Lebanon, Pa. 


THE HARBOR VIEW 
Martha's Vineyard, 


TREADWAY 
MOTOR HOUSE 


Mass. Cambridge, Mass. 

’ 
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F TREADWAY 
THE WILLIAMS INN] TREADWAY INN COOPER INN OTESAGA 


Williamstown, Mass. 


Norwaik, Conn. 


Cooperstown, N. Y. 


Cooperstown, N. Y. 


TREADWAY INN 
Niagara Falls, N. Y. 
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stimulate industry stories in the press. 
Your willingness to contribute to these 
and your ingenuity in cooperating 
with the exposition press office can go 
far toward calling editor attention to 
your company and its products. 


At Showtime 


Let's suppose that your company 
has a product or process whose im- 
portance to the industry makes its 
newsworthy; it’s going to be intro- 
duced at the industry show and fea- 
tured in the company’s exhibit. Here 


not this... 


ba 


RUBE RME et 


eA 
X this... 
AS, aq 


m FOR CONVENTIONS 
SWITHOUT TENSIONS 


JUG END BARN ...Where You Can 
“Roll-Up Your Sleeves” 
For Work or For Fun 


hoice of some of the country's 

ves for Sales Meetings, Con- 

"Ss and Special Seminars - kfoups up to 

your privacy and enjoyment, here are 

600 acres, exclusively yours, in the beautiful 

tolling Berkshires at one of the East's most 

famous and unusual r ts 

Let Jug Ends ( n Office, tailor-plen 

clit fic requirements > 

a private and quiet atmosphere 

for more productive meetings, plus . plenty of 

fun when it comes time to relax. “Down-Right 

Comfortable” accommodations, hearty country 

foods, air-conditioned dining room and charming 

trew Colonial-styled cocktail lounge, private 3 485 
yd., 9-hole golf course and full resort sports fac 

tes, including riding, swimming and the like. You 

name it, Jug End has it 


For specific details or 
escriptive material, calf 


Mr, Paul E. Mills, Exc. Vice President 


a . — eS \ 
GREAT BARRINGTON 37, MASS. 
Tel. 434 


is the company plan of action: 

Set up a press reception. Such a 
conference will enable editors to meet 
your technical, sales and administra- 
tive staff, learn about the new prod- 
uct and stimulate editors to drop by 
the company exhibit for additional in- 
formation and to learn more about the 
company itself. 

Time and place for the conference 
will depend on show days and hours 
and what “official” ceremonies will 
tend to monopolize press attention. At 
G. M. Basford Company we've found 
that a press breakfast is often useful. 
Timed for 9:30 in the morning, it sel- 
dom interferes with other planned 
activities during a busy show day, and 
can be concluded at about 11:00 a.m., 
just in time to take editors over to the 
company exhibit before the show 
opens. 

We arranged such a press break- 
fast for Compagnie Technica Indus- 
trie Petroli (C.T.I.P.), an engineer- 
ing firm in the petroleum and chemi- 
cal field that was well known in Eu- 
rope but little known in the United 
States. Occasion was World Petroleum 
Congress and Exposition, New York 
City, in June, 1959. 

Company officials wanted to let 


KLOEPPEL 


HOTELS 


CONVENTION 


HEADQUARTERS 
IN FABULOUS 


FLORIDA 


xx Jacksonville Florida's First City 
Hotel George Washington 


Hotel Mayflower 
Hotel wees 


Sy West Palm Beach 


Florida's First Resort City 
Hotel George Washington 
Hotel Pennsylvania 
EVERY ROOM WITH 
FREE RADIO AND TV 


All This and Heaven, Too! 


«Cc ete Convention «* Convention Planning 
Facilities "Know-How" 

« Assistance of trained «+ _—— "Package 
Hotel and Convention lanned"' Conven- 
Bureau Personnel. tions made to order. 

¢ Only Minutes to World's 


Finest Beaches, Goif OWNER 
Courses and Historical MANAGED 
Points of Interest. 

OEPPEL 


Write or Phone: 


J. Maxwell Myers, Sales Dir. 
Phone Elgin 5-881! 
George Washington 


Jacksonville, Florida 


H 
IN FLORIDA 


American companies know that they 
were exhibiting in the United States, 
and they wanted chemical and petro- 
leum publications and New York City 
business press to meet company offi- 
cials and see the company exhibit. A 
carefully timed breakfast reception at 
a leading New York hotel in the 
vicinity of the Coliseum brought edi- 
tors and company officials together 
before the exposition opened for the 
day. The reception broke up just in 
time to permit the entire group to be 
squired directly to the C.T.LP. 
exhibit. 

Result: Press coverage in New York 
papers, attention in both the chemical 
and petroleum press. And next time a 
news release comes to editor-guests 
from C.T.L.P., the company will get 
extra attention because it is now 
known. 


Afternoon Reception 


An afternoon cocktail reception can 
work, too. If it is scheduled for late 
afternoon, you can arrange to meet 
editors at the company exhibit, then 
see that they get over to the party 
together. But, regardless.of when the 
conference is scheduled, make sure 
that proper technical information is 
distributed, that questions are an- 
swered fully, and that press releases 
cover pertinent information on the 
product, company, and market possi- 
bilities for the product. 

Be sure, too, to ask especially in- 
terested editors to join you later at 
the company suite or arrange to meet 
them during show hours at the com- 
pany exhibit or press room. Don’t for- 
get to leave copies of the press kit in 
the press room after the affair is over. 
Editors attend shows at various times 
during the week; they always check 
the show press room to see what's 
going on, and to pick up company 
news releases. 

Presence of editors at the company 
exhibit, company suite or at a press 
party requires that company sales peo- 
ple, engineers, and executives under- 
stand the importance of these editors 
to company promotion needs. This 
means quite simply that the entire 
staff must be briefed on company pol- 
icy with respect to its markets and 
its products. Each man at the exposi- 
tion is an important representative of 
his company. If he himself is not a 
spokesman for his company, he must 
at least know who is a spokesman 
and be prepared to introduce an inter- 
ested editor to that man. 

Let’s suppose that your company 
has arranged for one of its experts to 
speak before a technical session at the 
trade exposition. There are some sim- 
ple but important things to do at 
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show time to insure best coverage of 
his talk. First, let editors know when 
and where he'll be speaking and tell 
them why his subject is important. 
Make up a news release to cover high 
points of his talk. Have copies of the 
entire presentation (complete with 
photographs and charts) available 
after he’s spoken. Be sure that all this 
material is in the press room and 
offer interested editors a chance to 
meet with the speaker in private so 
they can try to develop their own 
stories. Result: News coverage of his 
talk; possible placement of the entire 
paper in a leading industry publica- 
tion. 


Papers Promote Image 


Publication of such papers and sub- 
sequent distribution of reprints help 
promote the company’s image, build 
up the speaker’s importance to his 
field, emphasize the importance of the 
subject matter itself. 

At the same exposition—World Pe- 
troleum Congress—another G. M. Bas- 
ford client, Montecatini of Milan, 
Italy, had been asked to present a 
paper on certain new elastomers made 
from various petroleum gases. In this 
case the technical paper was printed 
in full with charts and illustrations by 
Montecatini and made available to 
those who attended the particular 
seminar. This is normal practice. At 
the same time, however, the paper 
was synopsized, a news release was 
written on it, and the entire package 
was made available to the chemical, 
petroleum and business press. 

Invitations were sent out to inter- 
ested editors some of whom were alert 
enough to ask to meet with the 
speaker after he had given his paper. 
Those publications which couldn't 
send representatives received the ma- 
terial by messenger or mail and were 
called in advance of the speech to 
make certain they understood the im- 
portance of the speaker’s contribution 
to their fields. News coverage was 
excellent. Content of the speech was 
genuinely newsworthy, of course, but 
it might very well have been passed 
over in the flood of other equally 
interesting speeches given at the 
Congress. 


Trend Statement 


Suppose the company has no new 
product or process to talk about at 
show time and there is no company 
expert scheduled to present a paper. 
The company can still attract favor- 
able press coverage by issuing a trend 
or markets statement over the presi- 
dent's, sales manager’s or market de- 
velopment manager’s signature. As 


JULY TS; tHEG 


OVERHEARD ON SARANAC LAKE: 


“SARANAC INN is my kind of 
convention hote/...a sportsman’s paradise!’ 


In fact, Saranac Inn is so 
complete that, from start to 
finish of your convention, 
you need never leave the 
premises. Everything you 
want is here — on 3300 
woodland acres — golf, 
tennis, water sports, 
accommodations, cuisine 
and loads of meeting space. 


Let Saranac Inn Stimulate 
Interest for your convention. 


Write for our convention folder: From May to September, address — 


AURANAC INN 


On Upper Saranac Lake 
Saranac P. O., New York 
Tel.: Saranac Lake 1800 


(7 PN, F es 
443 
From October to April, contact... OA Sbiele- 


New York Office: 
700 5th Ave., Cl 7-2200 EVELYN SHARP PRESIDENT 


in the Philadelphia-Camden area? 


A. Because Cherry Hill can accommodate groups up to 500, 
with 10 magnificent, air-conditioned meeting rooms. 


<1. Because Cherry Hill is a prestige address 
“ with a national reputation. 


<1. Because Cherry Hill is easy to reach and has parking 
facilities for more than 600 cars. 


These are just a few reasons. As an example, the Helicopter 
Association of America will hold its annual convention 

here in January of 1961. Incidentally, Cherry Hill has 
its own, licensed heliport right on the grounds. 


Write for brochure giving complete 
facts. Address Fred R. Clausen, 
General Mgr., Cherry Hill Inn, 
Box 299, Haddonfield, N. J. 

Or call NOrmandy 2-7200. 
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Puerto Rico’s Most Interesting Luxury Resort Hotel 


La Concha offers exciting newness, spectacular beauty 
against a backdrop of foreign enchantment! 


Old-world charm, exotic, foreign flavor—fascinating places to go, new things to do 
plenty of sun, ocean fun! These are the rewards of meeting away from the ordi- 
nary . in the Caribbean . . . in Puerto Rico! 

And because Puerto Rico is a part of the United States, you'll feel right at 

home here—with American conveniences, American cuisine to suit your mood, 
and no language or currency problems to bother you. Today, some of the biggest 
conventions are being held in Puerto Rico . . . where you’re at home abroad! 
The magnificent la Concha is located on its own ocean beach, in the fashionable 
Condado section of San Juan. Facilities for your enjoyment include cabana 
club, king-size pool,-two main dining rooms, night club, three cocktail lounges. 
Tennis on premises. Golf privileges. Completely air conditioned. 250 rooms. 
No passports, visas, or vaccinations necessary for U. S. citizens. 

La Concha was designed—and staffed—with the handling of conventions, 
sales meetings, and other groups in mind. The grand ballroom will accommodate 
700 persons other meeting and banquet rooms adapt themselves to smaller 
groups. La Concha is completely equipped to provide sound, projection, and 
lighting equipment—and other accessories—as well as photographic, publicity, 
and secretarial services. Attractive convention rates! 

Send for Colorful Convention Brochure! 

If you like your meetings with a dash of the unusual, send for your free copy 
of la Concha’s beautiful and comprehensive convention brochure. Write to: 
Henning Mogensen, General Manager, Hotel la Concha, San Juan, Puerto Rico. 
William P. Wolfe Organization, Representatives. 


General Manager 


AN ASSOCIATED FEDERAL HOTEL ~ Cecil Mills, President 


nord et sud 


Search where you will, you'll 
have a hard time finding as 
charming a spot as Mont Tremblant 
Lodge for your next meeting! 
Here, at the foot of the 
Laurentians’ highest peak, is a 
complete French-Canadian village 
with every facility, every service 
to delight your delegates. 
Comfortable accommodations 
for up to 300 persons...an 
experienced staff to handle all 


details ... a wide variety of 
meeting rooms at your 
disposal . . . delicious food. 


In winter or in summer there is 
every Opportunity here for work 
and play at one of the most 
famous resort clubs in the Americas. 
Rates are surprisingly modest, 
and your inquiry is 
respectfully solicited. 


Cy “Wort 


~ 


80 miles 
Montreal Mont Tremblant, P. Q. 
Canada 


Siegfried Faller, Jr., Sales Mgr. 
Telephone: St. Jovite 83 


Yat HOTEL, BEACH & CABANA CLUB 
. ane § SAN JUAN, PUERTO RICO 
~w,\ oY do HENNING MOGENSEN, 


Ue Lawrence 


ERIE, PENNSYLVANIA 


lf your convention attendance is diminishing 
—Consider Erie's PLUS factors for creating 
NEW interest. Seven miles of sand beach, 
Amusement Park, Outdoor Theater Plays, 
Fishing, Lake Cruises, golfing, bowling — 
Mixed with 2000 rooms, banquet facilities to 
1500 and our sincere desire to serve you— 
will lend the new look, guaranteeing a suc- 


r Call Glendale 68871 
cessful and pleasant convention. collect. 


Let us help make your next 
sales meeting the best one yet - 


at WORLD-RENOWNED _¥ 


# 


THREE LAKES, WISCONSIN 


land of Hiawatha on 
z py of 2? pine-rimmoc 
lakes — incomparable co 


facilities “¢ golf, 


i |, hea ths, 
— Pe dancing and 


fishing. Open year ‘round. 


Write or| phone us. 


NORTHERNAIRE 
Three Lakes, Wisconsin 
Phone Three Lakes 4811 
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noted above, such a statement may 
prove especially useful to an editor 
when he begins to write his own in- 
dustry survey or exposition story. And 
remember, each time the company’s 
name appears in print in a positive 
way, the company and its products 
are promoted directly to its custom- 
ers, making eventual sales jobs easier 
for everyone. 

Thus, just before a recent National 
Packaging Exposition, sales manager 
for polyethylene sales, U. S. Industrial 
Chemicals Co., released a forecast 
statement on increased consumption 
of polyethylene sales. The statement 
made a prediction on the size of the 
future market, indicated some of the 
problems plaguing the industry, and 
suggested some solutions currently 
underway. This carefully thought-out 
statement received wide coverage in 
plastics and packaging magazines of 
direct importance to the company in 
its marketing efforts. 


And what if it isn’t possible to send 
out such a statement? Well, it’s always 
possible to see as many editors at the 
show as possible, invite them to the 
company exhibit and hospitality suite, 
introduce them to company sales and 
technical management. Contacts made 
at the show may prove useful at some 
later date. And sometimes an alert 
editor will find a company or techni- 
cal story that the management took 
for granted or completely missed. 


Know Potential 


The industry exposition involves a 
fair expenditure of company promo- 
tion funds. A little understanding of 
its potentiality as a publicity-making 
opportunity will go far toward making 
that expenditure pay off in countless 
positive promotion and sales benefits 
in the weeks following the show itself. 
Don’t let the opportunity go by 
default. # 


Swiss Have Rail Meeting Site 


RAIL CONFERENCE ROOM is special car offered by Swiss Federal Rail- 
ways to executives to hold meetings aboard en route to their destina- 
tion. Rail car is a time saver for those who travel on a tight schedule in 


Europe and must confer. Car can be attached to any train and is 


equipped with kitchen facilities. 


JULY: 15, 960 


No Other Convention 
Hotel in Florida 


Can Make These 
Statements ... 


... because only the Palm Beach 
Biltmore offers your group— 


1. The matchless attributes of the 

Palm Beach area...a setting of 

beauty .. . an atmosphere of serenity 
..a background of distinction. 


2. In 1960 —A complete, self- 
contained Convention “Plant” 
within Florida’s most distinguished 
resort, 1 entire floor, ‘‘exclusively 
yours”’ for meetings, exhibits, func- 
tions and special events. 


3. Every modern facility and 
equipment. Everything your group 
could possibly want or need plus 
the exceptional in service. 


4. Personal attention to every 
detail — large or small — by an 
experienced staff coordinated with 
the Hotel Corporation of America’s 
famous team of Meeting Specialists. 


5. Quick, easy access to all the 
fabulous sport, diversionary, enter- 
tainment and shopping areas which 
have made Palm Beach world- 
renowned. 


e And all these superior attributes 
are available to you and your group 
at rates lower than you'll be asked 
to pay at sites with fewer advan- 
tages. For rates and availabilities 
call the Sales Department, Palm 
Beach Biltmore or the Sales De- 
partment of any HCA office. 

THE PALM 


- we 
BEACH Wore 


Owned and operated by The Hotel Corporation of America 


In New York The Plaza 
In New York Hotel Roosevelt 
In Washington The Mayflower 
In Chicago Edgewater Beach Hotel 
In Boston . Somerset Hotel 
In Boston Hotel Kenmore 


In New Orleans .The Royal Orleans 
(Opening September 1960) 
In Palm Beach ..Palm Beach Biltmore 
In Quito, Ecuador, S.A. Hotel Quito 
(Opening Summer 1960) 
The Carlton Tower 
(Opening December 1960) 


GLEN W. FAWCETT ASSOCIATES 
In Dallas .. cpcecdescoecel) WitOn Serect 


In London, England 
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CALLIOPE whistles carnival welcome to AC salesmen who Old-time musical instrument, popular in showboat era of 
arrive at airport to attend company’s national sales meeting. yester-years, is borrowed from Lions Club, Capac, Michigan. 


Carnival Spirit Sugar Coats Speeches 


AC Spark Plug slates 26 speeches for its conference but uses 
carnival atmosphere to make them palatable. Imagination is ap- 


plied to introductions, props. Meeting is company’s biggest. 


GAY CARNIVAL atmosphere was vertising and marketing plans for and most elaborate in the company’s 
used to herald AC Spark Plug’s (divi- spring and summer. AC’s spring na- 52 years; one of the most ambitious, 
sion, General Motors Corp.) new ad- tional sales conference was largest too. 


GOLF CART entry is made by Western Sales Manager, IN KEEPING with carnival motif, AC’s Glen Fitzgerald uses attractive 
Paul Trainor and Jim Grimm, his eastern counterpart. model to press home point, you can hit the target every time. 
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MAGIC FORMULA? 


No... this is the only sensible formula to use 
of to create an incentive trip program that pro- 
n. duces RESULTS. Here’s why ... 


Your objective for an incentive travel program must be clear and 
O realistic. It should be based on this simple proposition: How many 
profit dollars will result from a percentage of additional sales? 


If your sales force (salesmen, distributors, dealers) can be stimulated 
(realistically) to add sales over quota, how much profit (or lack of 
loss) will result to your company? It is only when you establish this 
dollar figure that you can wisely plan an incentive program that 


pays off. 
y's 
yus, 
This formula is deceptively simple, hence many marketing executives 
O ~ by-pass it. From our more than 28 years’ experience in counselling 
¥ with America’s “blue chip’ companies, we have devised formulae, 


ideas and procedures to inspire greater profitability. We can show 
you how to analyze potentials for increased sales through incentive 
programs. We can point out what to do — and what to avoid. 


From original plans to complete incentive trip arrangements, The Iger organiza- 
tion can help you to invest a percentage of added profit dollars to reach your 
goal. If added profits are your goal, you owe it to yourself and your company 
to investigate The Iger approach to successful incentives. 


, PLEASURE-PLANNED MERCHANDISING 

x 

' £% 
MARTIN B.IGER & co. oe 


\ 


~ TRAVEL PROMOTIONS * CONVENTIONS - INCENTIVE PROGRAMS 
™ _ 


_—_—— 


TIMES BUILDING, 1475 BROADWAY, NEW YORK 36, Wisconsin 7-2888 


A WELL PLANNED INCENTIVE PROGRAM CAN: (1) give you a larger share of an existing market; (2) increase sales volume; (3) 


ctive 


time. 9] dispose of obsolete products; (4) strengthen distribution channels; (5) combat price cutting; (6) increase sales outlets. 
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* Trained Convention Staff 

* 5 meeting rooms, air conditioned 
* 250 Guest Rooms 

* Banquet Service for 500 in Ballroom 
* Exhibit Areas «+ Free Parking 


HOTEL NIAG 


JEFFERSON AVENUE AT FIR: 


q Qe NIAG@RA FALLS, Beyer 8 reine J 


AND ITS FAMOUS 


HOTELS 


for a different meeting! 


Le Fonda 


IN OLD SANTA FE, NEW MEXICO 


Thee Clearade 


IN ALBUQUERQUE, NEW MEXICO 


EL TOVAR, BRIGHT ANGEL LODGE 
AND YAVAPAI LODGE, ARIZONA 


Deaih Cally vores 


FURNACE CREEK INN AND FUR- 
NACE CREEK RANCH, CALIFORNIA 


Write to Manager or: 
Fred Harvey, 530 West 6th Street, Los 
Angeles 14, California. MAdison 7-8048 


Keys to Good Meeting 


Merchandising Department at AC Spark Plug was respon- 
sible for plans and production of AC’s Spring three-day National 
Sales Conference. John R. Church, director of merchandising, 
has some suggestions for anyone who plans a sales conference. 
He calls them the keys: 


1. Provide showmanship along with your sales message to 
heighten interest. Guests are more likely to stay alert and 
remember your message. Use of background music whenever 
possible is one example of showmanship. Good props can do 
a lot to increase showmanship and can be helpful to illustrate 
important points of a speech if selected with care and imagina- 
tion. 


2. Avoid involved charts and slide presentations whenever 
possible. Frequently slides can be replaced by cards. Attention 
can be drawn to the cards by use of spotlights or by having 
them carried into the meeting by an assistant. 


3. Continuity is a must to hold attention. Analyze your meet- 
ing carefully and select your primary goals. Then choose deco- 
rations and props that will continue one central theme all the 
way through to those goals. 


4. Remember, all details of planning and producing a meet- 
ing are important and must be handled to assure success. Seem- 
ingly small things can ruin a meeting if not handled in advance. 
Details such as check-room facilities, seating space, ventilation, 
light, temperature control, ashtrays and drinking water should 
be considered. 


5. Practice is extremely important. No matter how well a 
meeting is planned in advance, it will fail if people stumble 
through their parts. Guests are quick to sense confidence (or lack 
of it) in the way the material is presented, and that will effect 
the way the material is received. 


6. Designate one man to produce the meeting. Give him 
complete authority and responsibility. He can keep track of 
what is being done on various presentations and will have the 
knowledge and authority to keep things moving. 

“Good sales meetings don’t just happen,” Church concludes. 
“They are the result of planning and hard work. Anyone can 
have a successful meeting by using showmanship, continuity, 
detail and practice.” 


What do we mean, ambitious? Any 
conference that attempts to schedule 
26 speeches and two movies in three 


example, W. J. “Speed” Oldfield, di- 
rector of advertising and promotion, 
arrived for his presentation on stage 
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days and not bore attending sales 
representatives is ambitious. That's 
what AC attempted, but to soften this 
stern schedule company executives 
were presented in an uncommon man- 
ner. 

Each speaker was introduced in 
keeping with the carnival theme. For 


with a French beret, dark glasses, 
scarf, and snazzy jacket in a late 
model sports car. Director Glen R. 
Fitzgerald, engineering and equip- 
ment sales, was assisted by an un- 
attractive model with a gun during 
his speech. Idea was to jazz up the 
program, but theatrics had method 
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In addition to comedy, it tended to 
dramatize the speaker's point. 

“We believe in showmanship to 
help carry the idea to our people,” 
Edger H. Francois, general sales man- 
ager, explains. “Some of the material, 
such as a market analysis or a detailed 
engineering talk, could have gotten in- 
volved and interest might have started 
to lag. 

“So we dressed up the speeches to 
hold attention and give a visual inter- 
pretation to associate with the ideas 
were trying to get across,” Francois 
explains. “We think it helps the sales- 
man remember and use the informa- 
tion in his everyday contacts.” 

Props ranged from a row boat to a 
1960 Buick, from a small rifle to an 
elephant gun, from a harem chair to a 
surgeon’s scalpel, and from mice to 
12-ft. high elephants. 

AC’s national sales conference had 
three objectives, according to Fran- 
cois. Primary goal was to give details 
of the Spring sales campaign to the 
field sales force. In addition, confer- 
ence provided an opportunity to ex- 
plain sales objectives to top manage- 
ment groups—such as men in engi- 
neering and purchasing, who might 
not otherwise know what sales is try- 
ing to do. Thirdly, an extra showing 
was held for plant managers, super- 
intendents and other supervisors after 
the sales force had left. This meeting 
after the meeting gave management 
an opportunity to present the sales 
picture 'to the entire AC management 
group. 

Another benefit from the sales con- 
ference was management had an op- 
portunity to express its appreciation 
to the sales group. “Salesmen, like 
everyone else, work best when they 
know they are needed, appreciated, 
and part of the team,” Francois ex- 
plains. “We believe our AC sales team 
is one of the best in the nation, and 
we want to let them know that we 
appreciate the job they are doing for 
us. 

Management had plenty to be ap- 
preciative about at this sales meeting. 
AC Spark Plug replacement sales dur- 
ing February were at an all-time high 
for that month. Joseph A. Anderson, 
AC general manager and . vice-presi- 
dent, General Motors declared: “This 
is the tenth consecutive monthly rec- 
ord we've established in replacement 
sales. I believe it is a good indication 
of the kind of job you people are do- 
ing for us.” Anderson addressed the 
AC sales force when he made that 
statement. 

Sales meeting was used to open 
new markets for AC spark plugs. With 
boats sweeping the nation as a fa- 
vorite family recreation, and an esti- 
mated 18-million families owning 
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...on NORTHEAST 


More and more convention-bound travelers are find- 
ing they can be there first . . . on Northeast Jets. 


Now! Only Northeast has the Boeing Intercontinental 
707 between New York and Miami. And starting this 
Fall Northeast will offer additional pure-jet service with 
Convair 880 jet-liners flying between major cities along 
its routes from New England to Florida. 


And for your convention, remember: Northeast’s specially- 
trained convention staff can help you arrange promotional 
assistance and programs as well as travel planning for 
all your delegates. What’s more, your display materials 
can be shipped on the same flight with your delegates! 


You'll also want to see the post-convention tour service 
that Northeast offers. You’ll find first-class trips at pop- 
ular prices wherever Northeast flies, from Montreal & 
New England to Florida. 


Let Northeast help you make your next convention the 
best ever. For more information, call Al Rondeau, North- 
east Airlines, Logan International Airport, Boston. Call 
him today. 


Featuring Boeing Intercontinental 707’s—this Fall 
Convair 880’s—world’s fastest jet-liners 


NORTHEAST AIRLINES 


We'd 
like 
to tell 
you 
why 


Metropolitan MIAMT is the 


Magic City for Conventions 


Write to CONVENTION BUREAU 
320 N.E. 5th St. Dept. FX-1 
Miami, Florida 
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Convention Host - 1760 


Clay pipe and welcoming smile sym- 


bolized one of America’s first con- 
vention hosts—the genial innkeeper 


of Colonial Williamsburg. 


Lhe 


tions of two centuries and more ago 


gracious and friendly tradi 


are here today, but convention fa 
cilities lar exceed the ready mug ol 
ale and the hearty handclasp of 1760 
Now you'll meet in bright, air-con 
ditioned meeting rooms, seating 10 
to 400 and relaxation 


Rest come 


VIRGINIA 


(Willicmaber 
of 


nformation write: William I 


Virginia call N. Y.—ClIrele ¢ 


easily in spacious, modern guest 
rooms. And we'll just mention the 
golf, tennis and swimming. 

From the Williamsburg Inn, 
lodge, and The Motor House, 
where you'll convene, you and your 
ladies will enjoy the fascination of 
visiting this beautifully restored 
colonial city. And while you're here 
you may dine at Chowning’s, K ing’s 
\rms, and Campbell’s, three tav- 
erns that were the scenes of Amer- 


ica’s conventions so many years ago. 


The Inn, 
Lodge et The 
Motor House 


Bippus, Mgr. of Hotel Sales, Williamsburg, 


0; Wash.—EXecutive 3-6481; Chicago-—MOhawk 4-5 100. 


WRITE 
OR CALL 


We w e meetings in May and June, and September through October 15 
SLEEPY HOLLOW BEACH, SOUTH HAVEN, MICHIGAN (PHONE: 1440) 


CHICAGO OFFICE: 75 EAST WACKER DRIVE (PHONE: CEntral 6-8083) 


at this beautiful, 35-acre Lake Michi- 
gan estate, far from city distractions 


on the 18-hole golf course, in our 
heated Olympic-size pool . . . tennis, 
badminton, volley ball. Private beach! 


..- Only 2% hours drive from Chicago 
...4 from Detroit! 
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power lawn mowers and garden 
equipment, AC management feels 
this presents a market worthy of seri- 
ous sales effort. 

AC dealers should get lots of action 
in the marine spark plug market this 
Spring and Summer when dealers dis- 
play colorful, Sparky surfboard pro- 
motion. 

Two plastic surfboards—each 23%” 
long by 14” wide are provided with 
fitted cardboard cutouts that feature 
Sparky and an actual rust-proofed ma- 
rine spark plug. Surfboard will sup- 
port the largest child and most adults 
as well. It makes an ideal gift for any 
deserving customer when the promo- 
tion is completed. Included in the 
display are Sparky and Trapper in- 
flatable vinyl beach toys. 

Also introduced at the conference 
was a five-point merchandising pro- 
gram designed to increase sale of 
plugs for power lawn mowers and 
other small engines to help AC deal- 
ers get a larger share of the booming 
market. Featured in the promotion is 
AC’s eye-catching green spark plug 
to attract the attention of home gar- 
deners. 

Each plug is packaged in an indi- 
vidual blister pack attached to an 
individual display card. On the back 
of each card is a list of power lawn 
m« vers manufactured in i U.S. that 
use that particular type of plug. 

Lawn mower plugs, salesmen were 
told, present no inventory problem 
since only three types give the dealer 
85% coverage of the entire lawn 
mower spark plug market. 

Salesmen were told by sales execu- 
tives that they will have some help 
to boost sales during the Spring and 
Summer campaign. AC offers dealers 
a sales contest with prizes. Prizes 
range from special premium gifts to 
husband and wife week-end vacation 
trips at resort areas within the coun- 
try. In addition, AC will give 120 top 
prizes of five-day man and wife trips 
to Jamaica. 

“We feel this will be the biggest 
and best sales campaign we've ever 
sponsored,” Francois told salesmen at 
the conference. 

Lots of midnight oil was burned by 
the AC sales department the last few 
months before the Spring conference. 
Plans had to be made to cover trans- 
portation, room reservations and meal 
arrangements along with the many de- 
tails of the program itself. Sales con- 
ferences are considered an important 
part of doing business at AC. AC 
holds two each year in conjunction 
with its Spring and Fall sales cam- 
paigns. However, there is not much 
rest because the wheels are already 
turning to make next Fall’s confer- 
ence even better. @ 
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=| the perfect rte. for 
=| your next convention 


yun- 
top 
TIps . aA oe : ; , — 
Everything is arranged for your convenience in the colorful quiet of The Drake. 
gest The charming decor, the thoughtful service . . 
over 

n at 


. and of course, complete air condi- 
tioning and your own TV set. No hotel in the midwest can match The Drake for 
unsurpassed convenience, location, and facilities. “Luxury at the lake,” some of 
1 by our friends call it. And your organization will be pleased to discover that this 
Sawy luxury actually costs no more than ordinary hotel service. Try it for your next 
nce. meeting, large or small. The Drake takes good care of you. 

ans- Facilities? 4 major meeting rooms accommodating up to 800 e 16 committee 
neal rooms for functions of 12 to 300 e 700 guest rooms e 100% air conditioned 
' de- e Superb restaurants and banquet facilities. May we tell you more? Phone or 
write for brochure. 


con- 

‘tant 
AC 

stion 4 

cam- 

am. THE DRAKE at the Lake 

eady LAKE SHORE DRIVE AND UPPER MICHIGAN AVENUE 

nfer- SUperior 7-2200 Teletype No. CG1586 

G. E. R. FLYNN, Vice President-Sa/es ° H. B. RICHARDSON, Convention Manager 
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in CHICAGO It's 
EVERYBODY’S 
MEETING RACE 


. .. because the Sheraton-Blackstone 
nae meets the space, facilities and budget needs 


of every business group! 


Well within your reach, the extensive facilities of 
Chicago’s famous Sheraton-Blackstone Hotel. If you’ve 
settled for less, in the past, you owe it to your next 
meeting or convention to check costs and availabilities 
here. You'll see why, every year, the Sheraton- 
Blackstone is the site for so many meetings of all types 
and sizes, big-and-low budgets. For full information 
contact Dick Davis, Sales Manager. 

-™——__ 0:12. function rooms, capacity 18 to 1,000 e Convenient 
Loop location ¢ Helicopter service from airports— 
16 minutes to the Sheraton-Blackstone via Meigs Field 
e Entire hotel air-conditioned for your comfort. 


Si ERATON Biackston E 
HOTEL 


Home of the famous Cafe Bonaparte 
Michigan Avenue at Balboa + Douglass M. Boone, Gen. Mgr. 


SERVICE Es 4 


is why America’s 
top companies meet at 


Menger Hotels 


SERVICE is what Manger sells—not just rooms and 
facilities! Service—the kind of help that has seating 
arrangements executed perfectly and on time. That has a 

proper P. A. system functioning as it should, set up as 
ordered. That has special tables as ordered, lighting, ‘ 
projection and other arrangements as requested—all Atlantic Avenue, 
on time, without last-minute makeshift changes and Rt. 129 on 
compromises. And all this goes along with some of Marblehead-Swampscott line. 


the finest meeting-room facilities in the country. LYnn 3-6600. 
So check with Manger before your next meeting 
ae) —see the difference real sERvICE makes! Ideally. located on the Atlanti 
‘ e Atlantic 
as Sea ee Se ee aaa “ Ocean. A perfect setting for 
Convention Department, Manger Hotels sales meetings, executive con- 
ALBANY, W. Y. NEW YORK CITY ’ 
a The Manger Vanderbilt | 4 Pork Avenue, New York, N.Y. (Dept. A-5) | ferences, conventions, and 
son sh’ | aauaandme al information owt Manger | | taining programs. 25-minute 
ROCHESTER, N. Y. a i i 
shies nt Sune, 8 | drive from the Boston airport. 
Ra meneatt ; as | New England's most distinctive 
tap oe a F iewe | year-round hotel. Meeting room 
aati The Manger Towne & ag accommodations from six to 
ones ay ey ee | | 300 persons. Dining room, cof- 
WASHINGTON, D. C. | Addres fee shop, cocktail lounge, swim- 
GRAND RAPIDS, MICH. The (Manger Monten City Zone State | ming pool. 
e Mange The Ma a. Hoy-Adoms eae a a i, ic a a P 
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HALF OF TEACHING is showing salesmen how to use products 
at “Carey College of Product Knowledge,” Cincinnati. Mer- 


chandising director K. A. Schmidt saws asbestos cement flat- 
boards before applying it to side of model house. 


Meet to Catch Up on Products 


Without a national sales meeting in seven years, Carey found 


salesmen didn’t know all company manufactured. To get product 


knowledge—on over 400 items—to salesmen quickly, Carey stages 


consecutive meetings: first for newer men, second for everyone. 


HOW DO YOU prepare a sales force 
to take full advantage of a product 
line of more than 400 different items 
—without getting salesmen hopelessly 
confused? 

This problem faced sales and mer- 
chandising executives of The Philip 
Carey Manufacturing Co. as they 
scheduled its general sales meeting at 
Terrace Hilton Hotel in Cincinnati. 
It was the most ambitious sales meet- 
ing in the building material firm’s 87- 
years. In addition to Carey’s own sales 
force, representatives of the compa- 
ny’s Lehon Division would also attend. 

Named meeting chairman was 
Carey's director of merchandising, 
Martin V. Coffey. Stocky, white 
haired Irishman in his sixties, Coffey 
stated the problem: “Our product line 
has been growing, and we have not 
had a general sales meeting in seven 
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years. Some salesmen have been with 
the company for two weeks, some for 
many years. They have one thing in 
common—they all need to know about 
their company’s products to do a thor- 
ough selling job. In fact, some have 
never heard of some of the products 
they should be selling.” 

Such a situation is not as incongru- 
ous as it might sound. Carey now 
manufactures and markets some 430 
products for the building industry, 
highway and pipeline construction, 
and manufacturing industry. Rela- 
tively few of the approximately 250 
men in the Carey and Lehon sales 
forces are product specialists. Most 
of them are authorized to sell any 
product within an assigned territory. 

“There is a natural tendency to 
specialize in a few products familiar 
to the salesman,” says Coffey. “As a 


result, we are getting spotty represen- 
tation. Many salesmen are penalizing 
profits for themselves as well as the 
company by not being familiar with 
the entire line. 

“A man selling shingles to a devel- 
opment builder might have been miss- 
ing a large order on damproofing, door 
chimes or doors simply because he 
does not know we produce these prod- 
ucts or he has forgotten.” 

There was no doubt that a general 
sales meeting was needed. Problem 
was to design a sales meeting to meet 
the need. 

Gradually this concept emerged: 
There should be disseminated infor- 
mation about everything Carey man- 
ufactures, to give a complete picture. 
In addition, individual attention 
should be given to salesmen to turn 
their weaknesses into strong points. 
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IN THE SOUTHWEST... 


the new Ballas 


Ma rriott 


MOTOR HOTEL 
ide 


Offers the — —— 


Finest ~ 
Facilities 


% Convention and Banquet rooms for 
groups up to 600 persons. 

* Only 3 minutes from downtown 
Dallas, 5 minutes from the airport. 
Opposite Dalias Trade Mart and Dallas 
Furniture Mart, adjacent to Trinity and 
Brook Hollow industrial districts. 


% 300 Luxurious air conditioned guest 
rooms and suites. Complete otel 
services, plus many unique ‘‘extras’”’ 
such as direct dial phones in every 
room. 


Convenient to "Ballas." 
e ” 


of — = in Dal 
ba ’ oe a © 


For information and _ reservations, 
write the Manager, Marriott Motor 
Hotel, Stemmons Freeway, Dallas, 
Texas. In Dallas, call Riverside 8-7511; 
in Washington, NAtional 8-4200; in 


CHATTANOOGA'S 
LEADING 
CONVENTION HOTEL 


IN THE “SCENIC CITY 
OF THE SOUTH” 


400 Air Conditior 


5 Distinctive Restaurants 


ed Rooms 


9 Meeting and Banquet Rooms 
(All on same floor) 


Closed Circuit TV, PA Systems, 


Meeting Aids 
Free Parking 


PLUS A Friendly Experienced 
Convention Staff 


Fbitel Puy TEN 


CHATTANOOGA, TENNESSEE 


Write John K. Williams 


Sales Manager 


Associated with 
Hotel SEMINOLE, Jacksonville, Fla. 
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SEES: 


*% New York, Circle 5-8668. — 


“WHAT'S OUR BUSINESS?” program brightens second week of Carey’s sales 
meeting. Merchandising managers deliver verses on product line to music. 


Obviously, there were a lot of phys- 
ical preparations necessary, and there 
were some complications. First, Carey 
had a lot of information to impart 
in a fixed amount of time. This sug- 
gested a meeting basically in one lof 
cation, with no more travel than ab- 
solutely necessary. It also called for 
certain equipment and service which 
had to be brought into use. 

Consequently, it was decided to 
hold the meeting at Terrace Hilton 
Hotel. Salesmen could stay at the 
hotel. Serving meals posed no prob- 
lem. Lighting and public address sys- 
tem could be arranged with the hotel 
with little difficulty. 

All sessions were held in the Sky- 
line Room (the hotel’s ballroom), an 
adjoining foyer, and a nearby meet- 
ing room. The hotel offered another 
advantage to Carey. Its ad agency, 
Farson, Huff and Northlich, Inc., is 
on the seventh floor of the hotel build- 
ing. Hilton’s Skyline room is on the 
eighth (so is the lobby). This is an 
unusual layout for a hotel which starts 
on the eighth floor. (Underneath is 
all office space. ) 

FH&H provided a “branch office” 
for Carey. Agency office became, in 
a sense, a prop room. Not only was 
the arrangement convenient, but since 
agency personnel were acquainted 
with key people in the hotel service 
was speeded. 

Other occupants of the building did 
their part too. For example, a dentist 


on the seventh floor said he would 
lend his stuffed sailfish for a skit dur- 
ing the sales meeting. Some agency 
people had seen the fish, but the per- 
son who made the arrangements by 
phone had not. 


Complications First Day 


Complications were to set in the 
day of the meeting as a result of the 
Ov ersight. On the day, an agency sec- 
retary was told, “Go get the fish!” 

In a few minutes she came back 
looking somewhat dazed. “The fish,” 
she reported, “is almost seven feet 
long. And it’s heavy. And it is nailed 
to the wall.” 

Fortunately some one came up with 
an alternate. A firm of certified public 
accountants also on the seventh floor 
had a sailfish. This was slightly small- 
er: six feet long, 125 pounds, and 
portable. It was rushed up, placed for 
the skit, and returned without inci- 
dent. 

In the skit where the sailfish was 
used, a salesman was trying to find 
the “hot button” of the prospect. It 
turned out he was not interested in 
fishing at all. (His brother-in-law 
caught it.) However, he did have a 
“hot button,” and when the salesman 
touched it a light on the prospect's 
lapel lit up (by means of a Gatery in 
his pocket). 

There were other improbable but 
necessary props. For example, a bad- 
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Where you 
CAN 


mix business 
with pleasure 


Whether you're ten or two thousand, plan to get 
away to a spot where you can buckle down when 
there’s buckling down to be done . . . let loose 
and relax when the day’s work is over. And re- 
member, it’s hard to resist a convention call when 
you offer delegates the chance to get away from 
it all, to Caribbean sun or gay Montreal. 


Get the full convention story on any of these fine 
hotels from the Sales Division, Hilton Hotels 
International, The Waldorf-Astoria, New York 
22, New York—Telephone MUrray Hill 8-2240. 


...check these Hilton 
International Hotels 
first... 


(A C.N.R. HOTEL) IN COSMOPOLITAN MONTREAL 


In the heart of Montreal, offers 
the latest word in convention ser- 
vice! 15,000 square feet of ex- 
hibit space, 23 rooms for as many 
as 3000 for meetings or 2000 for 
banquets, and 1216 spacious guest 
rooms. Convenient to business, 
entertainment and transportation. 
Free parking for guests. 


<a a ee 


IN THE HEART OF MEXICO CITY... 


We'll take excellent care of meet- 
ings from 40 to 350 persons. All 
400 rooms are air conditioned, 
and they overlook the most fash- 
ionable section of this colorful 
city. For an unforgettable pre- or 
post-convention trip, visit the near- 
by Las Brisas Hilton in Acapulco, 
a colony of pink casitas. 


Cl - aide... 


IN THE GLAMOROUS REPUBLIC OF PANAMA... 


Some of the most progressive 
organizations have turned to El 
Panama Hilton for their conven- 
tions. Serving up to 1200 persons, 
this beautiful hotel has its own 
tennis courts and pool. 


Canile LiPt on 
SAN JUAN PUERTO RICO - U.S.A. 


On “Convention Island” itself, set 
in seventeen acres of a garden- 
landscaped peninsula. The Caribe 
Hilton offers seclusion for con- 
ventioneers, plus facilities for all 
summer sports (the year ’round!) 
and the exciting night life of San 
Juan. Meeting capacity: 10 to 
800. 450 air-conditioned rooms. 
Pool, surf bathing, other sports. 
No passport or currency problem. 


CONRAD N. HILTON, PRESIDENT 
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Plan Your Next Convention 


==" Complete convention 
at the world-famed Wisconsin Dells— 
facilities to house, serve and entertain all types 
of business meetings, from 50 to 500 persons 


services 


Swimming, golf, fishing, boat trips, charter tours, 
bridge tournaments and many other recrea 
tional activities combine vacation pleasure with 
business. Special group convention rates 


he Dell View is easily reached by auto, bus, 
train or plane—located on Highways 12 and 13, 
north of Madison. Write for further 
information, rates and brochure SM-60 
In Chicago, phone MOhawk 4-5100 


Lake Delton, Wisconsin 


A BEACH-<RESORT 


ag designed EXACTLY 


FOR YOUR 
Executive * Sales * Promotion 


\ CONVENTIONS 
"SS eRe 


UP TO 225 


ALL NEW COMPLETE 


Convention Facilities 


@ AUDIO-VISUAL SYSTEMS 
@ PRIVATE MEETING ROOMS 
@ DELUXE SUITES 
@ BANQUET AND CARD ROOMS 
@ DISPLAY AREAS 


Write Or Call 


FAR HARIZANS 
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minton racket and bird. A Carey ex- 
ecutive, in the course of a discussion 
on repeat business, tossed the bird at 
a model, who returned the bird to 
him. Idea was to dramatize customers 
coming back. 

There was other planning on the 
more serious side—all aimed at reduc- 
ing confusion. Each salesman _re- 
ceived an instruction envelope as he 
registered. Kit contained: program, 
timetable, answers to anticipated 
questions, identification badges, pen- 
cils, note pads and meal tickets. 


Handouts Mailed 


Problem of what salesmen were 
to do with literature and sample hand- 
outs was eliminated. Each man re- 
ceived a mailing carton to keep in his 
room. He was advised to place all 
material in the carton and mail it to 
his home. Material was distributed 
before each session. 

Printed summary was presented 
to salesmen at the end of the meeting. 
They knew in advance they were go- 
ing to get summaries, so extensive 
note-taking was unnecessary. 

Hotel personnel were briefed thor- 
oughly on the nature of the meeting, 
and the need for close timing. Plan- 
ners outlined four basic room arrange- 
ments to be used through the entire 
sales meeting. Hotel personnel, on 
cue, set up the following arrange- 
ments: classroom style, with tables 
for writing; auditorium style. chairs 
only; banquet style, round tables; pri- 
vate discussion group layout. 


Pinpoint Weakness 


Another problem was to pinpoint 
individual weaknesses for each sales- 
man. To pinpoint weak areas, ques- 
tionnaires were sent out to district 
managers asking them to list the prod- 
ucts where the salesmen under them 
were weak. After report-question- 
naires came back, the main office as- 
signed salesmen to proper sessions. 

On the basis of reports sent in be- 
fore the meeting, Coffey assigned 
salesman “Joe Janes” to Corrugated 
and Thermo-Bord seminar at 8:30 in 
the morning. After the session, Joe 
moved on to the Highway and Pipe- 
line discussion, and from there to 
Paints, Coatings and Emulsions. 

After he had attended all assigned 
sessions he was free to visit any table 
he wished. He was encouraged to ask 
questions to fill in any possible gaps 
still left after eight days of lectures 
and demonstrations. ; 

First week of the meeting was at- 
tended by salesmen who had not pre- 
viously attended a headquarters sales 
meeting, and was dubbed the “Carey 
College of Product Knowledge.” This 


was six days of intensive instruction, 
by lecture and demonstration, on the 
manufacture, sales delivery, installa- 
tion, and in-use inspection of a long 
list of Carey and Mule-Hide (Lehon) 
products. 

Included in the program were field 
trips to Carey's main plant and gen- 
eral offices at nearby Lockland, Ohio, 
and the company’s Miami Cabinet Di- 
vision at Middletown, Ohio. Carey 
college students put in a 16-hour day 
on the latter trip. 

To follow the “college” was a three- 
day session termed the “Carey Parade 
of Products,” which was attended by 
the same group plus all other Carey 
and Lehon salesmen, divisional vice- 
presidents, district managers, and oth- 
er members of Carey’s sales, adminis- 
trative and manufacturing staff. 

An important consideration was 
that of keeping interest and enthusi- 
asm of the audience as high as pos- 
sible. Variety of visual aids and pro- 
jection techniques were used. Two 
small houses were built inside’ the 
hotel to demonstrate use of Carey 
products. A vocal group, and later a 
brass band, performed the original 
Carey song. Product managers and 
other executives became actors in skits. 
An added feature was the University 
of Cincinnati “Bearkittens”—a dancing 
chorus featured at U.C. football and 
basketball games—danced into the 
Terrace Hilton’s Skyline room to. en- 
tertain the sales representatives. 


Round Tables Last Day 


On the last day, the sales meeting 
broke up into round-table seminars. 
Each discussion group was led by a 
product group merchandising man- 
ager, who answered any questions 
by the salesmen. 

At the concluding banquet, Carey's 
president, John W. Humphrey, took 
the sales force behind the corporate 
scenes to let them know how the com- 
pany was doing, and what was plan- 
ned for the future. 

“Competition will be tougher in the 
Golden Sixties,” Humphrey reported, 
“but we're OK—we're ready for them.” 
He told of 1959 sales totaling $73,- 
203,888 with net earnings of $3,306,- 
331, and he disclosed plans for both 
immediate and long-range expansion 
programs. 

“Carey is definitely on the move!” 
Humphrey assured the salesmen. 

Reaction to the two-session sales 
meeting was probably expressed best, 
with one salesman’s remark, “They 
sure packed a lot of information into a 
few days. It would have taken me 
more than 20 years out in the field to 
have learned this much about our 
company and its products.” ® 
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Sdeally located ... 


Vothing comes haheuiits 
you aed the Atlintie 


FORT LAUDERDALE’S 


LARGEST OCEAN FRONT = 
CONVENTION HOTEL — 


Complete convention facilities . . 


. 250 rooms. 


he een 


“seep n eee 
ean ew ewe es 


% : fey <i, — 


. audio-visual aids 


.. + Meet- 
ing rooms for any size group from committee to full convention 


. . For brochure and complete details, write 


Convention Dept., Galt Ocean Mile Hotel, 3200 Galt Ocean Drive, 


Fort Lauderdale, Fla. 


Fred A. Muller, General Manager 


Supremely Suitable 


for SALES MEETINGS 
CONVENTIONS - BANQUETS 


A distinguished hotel - with 
a distinguished name - in 
the heart of the city 
nearest everything, with 
complete facilities for 
everything, 


Che 


DRAKE 


PHILADELPHIA 


* Luxurious Guest Rooms and 
Executive Suites 


* Closed Circuit TV 


* Meeting and Functional Rooms 
for 10 to 850 


MICHAEL A, DEVITT, Sales Manager 
1512 SPRUCE STREET © Kingsley 5-0100 
B. B. LEIDER, Managing Director 


JULY 15, 1960 


y Uy ee 
Gulf Coast's most complete resort 
for Conventions & Sales Meetings 


EDGEWATER 
GULF HOTEL 


Featuring a modern new Convention Hal! 
to accommodate 750. A 700 acre estate 


of recreation and beauty overlooking the 


Gulf of Mexico. Our own 18 hole gol! 
course — John Revolta, Winter Pro. Spe 
cious freshwater swimming pool, ano 
plenty of activities to entertain. A com 
plete city under one roof. 
Nan Meisner, Convention Mgr. 
Telephone UN 4-1312 


GULFPORT, mississirr: 


4 
a 


oe “WHY ARE WE MEETING 


AT OXFORD HOUSE ?” 


“Newest hotel in Chicago.” 
“Convenient Loop location.” 


“Free inside parking.” 8 
“Full facilities.” 
“AND THE LARGEST, MOST LUXURIOUS | 


HOTEL ROOMS IN ALL cmicaco." 


“ ( | ' 


Elegant decor, 
fabulous furnishings (even “day-long” { 
chairs) and customized service make | 
group meetings at Oxford House 4 
both memorable and productive. eA 
Write or phone for full information. — 


E. J. TOOLE, General Manager 


: Oxford Hlouse , 


225 North Wabash «+ Chicago! #, 
Financial 6-6585 ° TWX CG2334 7 
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AREA MANAGER Gil Lueke and wife 
Ethel settle “Who's to clean barn.” 


a . < 
ba PP Ee 


“Gold Nugget saloon was never like 
this,” says big boss Jack Luhn (left). 
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NATIONAL TRAINER LeRoy Timmer offers “dessert” to another diner at Easterling 


Howd You 


oe 


bean eater’s table. Main course is baked beans, but this bean is a jelly bean. 


THERE’S NEVER BEEN a scarcity 
of sales meetings in which a “round- 
up” or Western motif have figured, 
but that didn’t stop Chicago’s Easter- 
ling Company. It rounded up its 
sales force recently and corralled the 
colts and fillies at the plush Villa 
Moderne motor hotel in nearby High- 
land Park. Result: Pure mayhem, 
plus enthusiasm for the company. 
During four springlike days, pas- 
sersby on the big north-south Edens 
Expressway braked their cars slightly 
as they neared Villa Moderne. The 
scene resembled either a rustler’s ren- 
dezvous, cattle and all, or a movie 
ou-fit on location. Those cows were 
real purebred Herefords, and that 
billy goat was for real, too! But the 
cowboys and Indians cavorting in the 
area were 150 members of Easter- 
ling’s nationwide sales organization. 
Six of these people were awarded 
a Hereford cow each as recognition 
of sales performance during a four- 
month pre-meeting contest, and their 
prizes are due to multiply, since every 
cow is “expecting.” The goat, named 
Napolean, was booby prize, and it 
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went to none other than Easterling’s 
assistant sales manager, I. D. “Red” 
Voldness. 

Easterling Company, which oper- 
ates on a club and customer referral 
plan to market its high grade sterling, 
fine china and Tuscan ware, marked 
its 15th anniversary with this “Hus- 
tlers’ Round-Up.” Organization of 
the whole affair was tossed in the lap 
of Don Donahue, sales promotion 


_manager for the company, and he 
‘started the ball rolling with the an- 


nouncement of the round-up in the 
Nov. 30 (1959) sales bulletin. Sales- 
men and women read of the forth- 
coming “Western hospitality” at the 
round-up which was to take place 
“after winter pasture,” in the “Villa 
Moderne bunkhouse, best in the Mid- 
west.” 

They were told that the “herd 
bosses of the Eastern, Mid Eastern, 
Mid Western and West Ranges will 
compete,” and that hustlers from 
winning areas (ranches) will “eat 
steak — hustlers from losing ranches 
will eat beans.” All hands were 
warned that “Samantha”—an expec- 
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to Win a Cow? 


Six salesmen did take home cows (all pregnant) from 


Easterling’s sales meeting. They won the Herefords 


for sales performance and were honored Western style. 


By DAVID J. ATCHISON 


TIP of cow’s tail is runner-up’s award in Easterling quick draw contest. Joyce Gold 
holds up prize at banquet after she receives congratulations of vice-president Hedge. 


tant Hereford—would attend and that 
a cowgirl and a cowboy “volunteer” 
would care for Samantha. 

Subsequent issues right up to April 
10 kept all ranch hands aware of 
their scores and when all gathered at 
Villa Moderne, each individual knew 
what his victuals were going to be— 
steak or beans. 


& While the ranch motif was carried 
out right up to the final buffet lun- 
cheon in Easterling’s Loop office on 
Wednesday, April 13, all was not tom- 
foolery. In the motor hotel’s meeting 
rooms, the group listened and tearned. 
Such subjects were covered as “New 
Tools and Improved Techniques for 
Coaching Classes and Practice Ses- 
sions”, “Samples, Contracts, Supplies, 
Promotions, Credits and Collections”; 
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“Orders, Correspondence, Commis- 
sions and Shipping,” plus clinics on 
“sales” and Easterling’s new flip chart 
program. 

“Steak and Beans Banquet,” on 
Monday evening, featured casual 
cowboy dress. Prizes were awarded 
for the best cowgirl and cowboy cos- 
tumes, and Round-Up champions 
were presented there Herefords (and 
goat). The evening was run out with 
a square dance, which was said to 
be enjoyed even by the bean eaters. 
Latter menu was interesting, if not 
Their 


appetizing. complete seven- 
course dinner consisted of: 

Dillon’s Bean Salad; Beans ala 
Sow Belly; Boiled Lima _ Beans; 


Crumbed String Beans; Bean Juice, 
and for dessert—a jelly bean. 
apertif was a Tums. ® 


The 


es 1S See 
“RED” tries to figure out what to do 
with a goat, a most unwilling prize. 


BEWHISKERED bean eater dances with 
cowgirl, who prefers to wear mink. 
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TOTING SIGNS, some 60 “delegates” designate states from 
which they come to participate in Webster's sales convention. 


ie, is 


Political theme gives continuity to lessons on sales techniques 
and keeps meeting mood in step with election year excitement. 


Political Theme Makes Early Entry 


With political conventions now making the big news, theme can 


be expected to blossom at sales meetings. Webster Electric may 


have been first this year. Easy theme on which to hang meeting. 


PROBABLY first to take advantage 
of 1960 political convention year, 
communications division of Webster 
Electric Co., 
entire three-day annual sales meeting 
in this motif 


Racine, Wis., staged its 


Some 60 national sales reps met 
Feb. 1-3 in Louisville and were 
greeted the morning of the first day 
with a specially prepared newspaper 
delivered individually to their rooms. 
Practically the entire front page of 
the newspaper was filled with “po- 
litical” about the upcoming 
meeting. Even the banner headline 
read, “Webster Elects to Lead in ’60.” 

As the men gathered in the ante 
room of the convention hall they were 
given identification badges specially 
imprinted, “I Like Webster.” Each 


news 
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was given his state banner to carry, 
and at a given signal they all marched 
into the hall chanting, “I Like Web- 
ster,” a la Eddie Cantor. Convention 
hall itself was professionally decor- 
ated to a political motif. 

“Keynoter,” Kenneth P. Jensen, 
communications division sales man- 
ager, set the scene with a welcome 
and introduction to the program. Jen- 
sen and a six-man “Resolutions” Com- 
mittee then procecied to lay down 
“planks” to form the sales platform of 
Webster’s communications products. 
Each member of the committee de- 
scribed new and improved products, 
their sales features and what the state 
delegates were to do about them 
when they returned and talked to 
their respective constitutents. 


Meeting proper was carried in a 
serious vane, but the political conven- 
tion theme gave it smooth flowing 
continuity. Seven planks offered were 
Teletalk, Telecom, Sound Compo- 
nents, Leasing, Public Relations and 
Advertising. 

“Balloting” took place the second 
day during which each delegate was 
given the opportunity to ask ques- 
tions, voice objections, make sugges- 
tions to the Resolutions Committee. 

Part of the fun of the convention 
consisted of a “Raucus Caucus in 
Franklin’s Smoke-Filled Room”... a 
party sponsored by Webster's adver- 
tising agency, Franklin Advertising, 
Inc., Milwaukee. 

Third day was a field trip to Web- 
sters new plant in Lebanon, Ken- 
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NOW! Shoreham Hotel adds fabulous new Motor Inn 
to Washington’s finest convention facilities 


Announcing another great convention feature at the Shoreham 
— the magnificent new $1,500,000 Shoreham Motor Inn, adjoin- 
ing the Hotel. Your members who arrive by car will enjoy the 
informality and deluxe accommodations of the Motor Inn... yet 
they’ll be just a few steps away from all your group activities. 
An enclosed passageway leads directly from the Motor Inn to 
all the Hotel’s meeting and banquet rooms. 

Overlooking Rock Creek Park, the Motor Inn is centrally 
located and easy to reach by car from every direction. Every 
spacious, air-conditioned room has free TV and a beautiful 
park view. And under our Family Plan, there’s no extra charge 
for children accommodated with their parents. 

The new Shoreham Motor Inn is one more reason for planning 
your meeting or convention at the Shoreham Hotel, where you’ll 
find 17 meeting rooms for 35 to 1000... 
groups up to 750. . . 650 air-conditioned guest rooms for con- 
ventions in the Hotel and Motor Inn, accommodating 1300 
persons ... and 44,000 square feet of drive-in exhibit space. 
For details, mail the coupon today or phone any of our repre- 
sentatives listed below. 


Shoreham Hotel and Motor Inn 


Connecticut Avenue at Calvert, Washington, D.C. * ADams 4-0700 


Representatives: Leonard Hicks, Jr. and Associates, Inc. 
New York, MU 8-0123 » Chicago, MO 4-5100 « Detroit, WO 2-2700 « Atlanta, JA 4-3486 
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. banquet rooms for 


—— 47) 
i 


Outdoor swimming pool, free to guests, has facili- 
ties for water shows and pool-side buffets. 


Drive-in registration. Guests arrive at the Motor 
Inn informally. Free adjacent parking. 


Mr. John E. McMurtagh, Sales Manager 
Shoreham Hotel and Motor Inn 
Connecticut Ave. at Calvert, Washington, D.C. 


Please send your full-color convention booklet 
and also Motor Inn brochure. 
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RR ics icnciiititn 

es Zone___State 


137 


one of the LARGEST 
CONVENTION HALLS 
IN THE MIDWEST! 


° 
p| Chicagoland's NEW Jet-Age 


tucky. It was a 60-mile bus trip with 
the bus suitably decorated with Web- 
ster “political” signs. After the plant 
tour, sales reps were greeted and 
hosted with “country ham ’n fixin’s” 
by the local politicos including the 
mayor, chamber of .commerce presi- 
dent and other community leaders. 
Wright Dent, Webster's ad man- 
ager who engineered the entire po- 


was set, everything fell into place. It 
turned out to be one of the easiest 
yet most effective sales conventions 
we've ever produced.” 

After sales reps had returned home, 
they received a second newspaper 
which described the meeting in de- 
tail, reviewed all speeches and showed 
activity photos. Front page head- 
line blarred: WEBSTER DELE- 


litical project, says, “once the theme 


GATES PREDICT LANDSLIDE. ® 


12,000 sq. ft., 
Exhibition Hall seats 1200, has own truck 
entrance, full facilities. 


pillar-free Convention / 


QHARE INN ,. 


Just 2 minutes north of O'Hare Airport, 
next to Illinois Tollways, 16 minutes 
from Loop via Northwest Expressway. 


OHARE INN 
= LE : ob 
provides 32 acres of resort-atmosphere 

. swimming pools . . . air-conditioning, 
Closed circuit TV in every room makes 
the entire motel your meeting area, 


For full information, 
contact C. B. Hurd, General Manages 


OHARE INN # 


Mannheim and Higgins Roads ® Des Plaines, Ill, 
VAnderbilt 7-5131 © TWX: Des Plaines 131 


OPO SOOO SROCROGROGRS 


We Me Me Me CMe 
7S 


CONVENTIONS 


by the sea 
HOTEL» 


Ciils 


ATLANTIC CITY 


Relaxing setting overlooking 
the ocean . . . friendly hospital- 
ity. This is your welcome at The 
Dennis where conventions are 
successful and enjoyable. Su- 
perb facilities for 20 to 2000. 
Write for descriptive brochure 
and complimentary set of illus- 
trated blueprints. 


Another “Political’’ Convention 


ALTHOUGH NOT FIRST, Weldon Pajama Co., Williamsport, Pa., also 
employed a political motif to its semi-annual, April sales convention. 
(Most likely Weldon will not be last to capitalize on the political year.) 
Only things missing from this “political” convention were smoked filled 
room, inter-party rivalry and politicking in general. Major reason for 
un-competitive situation was retailers (at least by end of the meeting) 
who agreed they could “Win with Weldon,” convention theme. Life 
size photographs with convention slogan prominently decorated room. 
Portraits were bers of Weld gement who enlisted retailers’ 
support of the company platform. Delegates wore large “Win with 
Weldon” buttons. Excitement mounted as Weldon candidates presented 
the new sleep wear fashion. Delegates worked in a shirt sleeve at- 
mosphere as company “bigwigs” fully outlined the campaign job to be 
done for these fashion delegates in the retail market. 


Joseph M. Hitzel, Jr., Gen. Mgr 
John E. Leishman, Dir. of Sales 


On the Boardwalk at Michigan Avenue 
Telephone Atlantic City 4-8111 
OWNED AND OPERATED BY THE 
BUZBY FAMILY 
AA AR AR AR AR AR AR AR aR 


MMM WA WP MWA WA DW. 
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Good Films 
Make Meetings 
Wanted 


Distributors are willing to pay time-and- 
a-half to have their men attend Grey-Rock 
sales meetings. Program combines mer- 


chandising, entertainment, success story. 


WHAT IS THE BEST approach 
when your primary sales target is the 
man behind the man who sells the 
consumer? When you must impress 
this “third man” with your product 
and with a sales-service-profits con- 
cept he in turn will sell the retailer? 
And when your sales meetings in 
many cities must be held during eve- 
ning hours—in competition with a 
strong “competitor,” the “third man’s” 
family life and leisure? 

This. multiple sales meeting prob- 
lem is met—and solved—almost daily 
across the country by Grey-Rock Di- 
vision, Raybestos-Manhattan, Inc., one 
of the world’s largest manufacturers 
of brake linings. Motion pictures 
play a major role in the Manheim, 
Pa., manufacturer’s solution. 

Grey-Rock sells principally to auto 
parts distributors. Distributors sell to 
service stations, car dealers and ga- 
rages, who in turn sell to car owners. 

To its distributors, Grey-Rock sells: 
(1) its products, quality leaders in the 
field for many years, and (2) brake 
service profit story for service stations 
and garages, with sales and merchan- 
dising aids. 

Grey-Rock relies on its “third man” 
distributors to pass this profit story 
on to retailers. They do. 

First and most important problem 
is to interest Grey-Rock distributors 
in holding meetings for their sales- 
men. This is not too difficult, because 
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“YES, YOU” gestures Grey-Rock representative to make emphatic 
point on sales technique before group views film on profit story. 


Grey-Rock has built a reputation for 
“good sales meetings” among its dis- 
tributors and gives much of the credit 
to its professionally produced motion 
pictures. 


$ Is Gauge 


There is a good gauge, ruled off in 
dollar signs, by which Grey-Rock can 
judge the pulling power of its meet- 
ings. Many distributors must pay 
their own salesmen time-and-a-half to 
attend, and they pav it. 

Motion pictures work at Grey-Rock 
sales meetings in two ways. First is 
a sales film which illustrates new 
products, new merchandising aids, 
past successes and future plans. A 
second “entertainment” film usually 
depicts one of the classic stock car 
races of the past vear. 


Formula of Success 


The 1959 and 1960 Grey-Rock 
sales meeting programs and films il- 
lustrate the formula of success—draw- 
ing attendance, selling products and 
a concept, and backing that concept 
with material merchandising. 

For 1959, Dvnamic Films, Inc., 
produced a 14-minute, 16mm color 
and sound film which wove vital auto 
brake statistics into an informative 
and entertaining storv. The statistics: 
Six out of seven drivers are willing to 


have their brakes inspected if asked 
to do so, and at least one of every 
three cars inspected needs a_ brake 
job. 

' To transform these statistics into 
profits for the service station opera- 
tor, the distributor (and Grey-Rock) 
film urged a “P-L-S” program: “Pull 
a wheel. Look at the brakes. Show 
the customer the condition of the 
lining.” 

P-L-S, the film said, takes only 10 
minutes. The driver is interested be 
cause his safety depends on_ his 
brakes. The service station operator 
is interested because brake lining jobs 
are profitable. Sell P-L-S to your 
service station and garage accounts, 
the distributors were urged. 

Title of the 1959 film was “This 
Is The Answer’—answer to more sales 
for the distributor, more sales and 
more profits for the service station 
operator. It was shown at 754 dis- 
tributor meetings across the country 
to about 5,000 distributor personnel 
Average was seven viewers per show- 
ing; a small audience, but an influen- 
tial one. 

Title of 1960 Grey-Rock sales film, 
also produced by Dynamic, tells what 
happened. Title is “Success Story.” 


New Film Reviews Program 


Narrated by Arthur Van Horn, net- 
work radio newscaster, 1960 film re- 
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cl ago « Detroit 


Hellyw d «© New York e Twin Cities 


There’s always excitement at a 
Sales Meeting produced by Wilding. 


Find out why at your nearest Wilding office 


e Cleveland e« Cincinnati « Akron 


e San Francisco e« Pittsburgh 


Get more done and still have fun! 


That's the gocd balance you get 
for your sales meeting or convention 
in Tampa. Recreation and entertain- 


ment? 


worlds of it, but not 
ed to the point 


overempnasiz 


if cuts 


into your important business meetings 

For information write, Convention 

Department, Greater Tampa Chamber 
of Commerce, Room C,Chamber Building. 


If you mean business, 
come fo... 


qWHnyad 


HILLSBOROUGH COUNTY, FLORIDA 


Facilities—-for 25 delegates or 2500. 
Accommodations—Modern hotels and 
motels, at moderate year ‘round rates. 


Easy-to-get-to—by rail, air (9 air- 
lines), bus, or highway. 


Service—experienced, cooperative 
Convention Department to relieve you 
of a lot of detail. 


Ina? you'll get more done and still have fun! 


MT 


12 Function teeny Seating 25 to 1, ‘000 


id tal 
w~ PITTSBURGH 


Sales Executives stay at and recommend 


HOTEL 
WEBSTER HALL 


Your Gracious Host in Pittsburgh 
4415 Fifth Ave., mee 13, Pa. 


MAy flower 1-77 
Be aes PG = 


150 Car rene hey i mates 


Pe Ue 


muennentiatt Hitt 


The Better Place in All 


PITTSBURGH for 
* SALES MEETINGS 
* CONVENTIONS 


BANQUETS * SHOWS 


600 AIR COND. ROOMS 
WITH T.V. & RADIO 


12 Air Conditioned Function Rooms 


Henry J, Huemrich V.P. & Geni, Mgr. : 


Florence Rittinger, Sales Mgr. 
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views the P-L-S program and empha- 
sizes that drivers are safety-conscious 

—and quality -conscious— about brake 
linings. Service station operators, film 
points out, are increasingly aware of 
profit potential in brake service. 

Then comes the true success story 
of the P-L-S program. A Chicago 
service station reports more than $16,- 
000 taken in for brake service in one 
year on the basis of the P-L-S ap- 
proach. In a suburb of Syracuse, New 
York, a service station kept meticulous 
records and proved that it took in 
$14 for every wheel pulled unedr the 
P-L-S program. These are statistics 
that have immediate meaning for dis- 
tributors and service men. 

Film then explains the Grey-Rock 
“Spotlight” program which pre-sells 
dealers before the distributor's first 
sales call. Working from a list of pros- 
pects provided by the distributor, 
Grey-Rock sends four direct-mail 
pieces to the retailer which explain 
P-L-S and the successes reported with 
it. Results show that from one-third 
to one-half the prospects are signed 
by distributors as profitable custom- 
ers. 


Film Stops for Figures 


At the mid-point of the film, nar- 
rator Van Horn turns the sales meet- 
ing back to the Grey-Rock represen- 
tative whe. gives the distributors fig- 
ures on the national brake lining sales 
potential for 1960. Representative 
also has figures on sales potential of 
the particular area in which the meet- 
ing is being held, and points out that 
every dollar in brake lining sales 
usually brings in. another dollar in 
related parts and services. 

Grey-Rock product line is then 
shown by the representative, together 
with the many merchandising aids 
available to distributors and service 
stations. 

Film resumes with the Grey-Rock 
“encore” for 1960—brake linings which 
incorporate copper wire to carry heat 
away from linings and drum quickly, 
adding to lining life and brake safety. 


Ultimate Payoff 


Ultimate payoff is in the cash reg- 
isters of the service man, the distribu- 
tor, and in the ledgers at Manheim. 
Payoff in 1959 was extremely good. 
Some idea of what can be expected in 
1960 can be gained from the reaction 
of distributors who attended a Grev- 
Rock sales meeting in Syracuse early 
in the year. 

They were asked to evaluate Grey- 
Rock sales meetings and programs 
against those of Grey-Rock competi- 
tion. Key comments included: 


SALES MANAGEMENT 


A complete TV studio—plus theater screening equip- 
ment—goes on a multi-city tour. 


Mayflower simplifies even 
the most complicated moves 


__WoRLO-oe MOVERS 


America’s Most Recommended Mover 


@ Color television cameras, transmission and receiver consoles, monitors, lighting 
and projection equipment—a half-million dollars worth of delicate units for Smith, 
Kline & French’s elaborate closed circuit TV telecast demonstrations—has been 
“touring by Mayflower” for the past several years. 

Moved from city to city in one of Mayflower’s new special tandem-axle “soft 
ride” Mayflower vans, every show was televised on schedule. Every piece of equip- 
ment was delivered undamaged for each different city’s performance. 

It will pay you to call your Mayflower agent for your next moves of high value 
equipment or exhibits. Write now for “17 Reasons Why” an illustrated booklet 
particularly helpful for exhibit managers. 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS, INDIANA 
eur’ TS,  reeo 
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For the finest of al 


meetiINGS CLICK iti Mamta 
IN PUERTO RICO! ~a ne new DUPONT PLAZA 


A gracious setting for your 


in 


@ 800 luxurious rooms and suites. 


meeting 


On-the-bay luxury, superb facilities, In-town conven- 
ience and rates...plus a staff ready, willing and able to 
provide outstanding convention and meeting service! @ 14 meeting rooms for 25 to 500 


08 Beach Hotel 


@ Adequate display space. 


SAN JUAN, P. R @ Three great banquet halls. 


@ impeccable service. 


or an hour's drive @ Convenient to Detroit's new civic 


into the cool development. 


green hills @ Gateway to the city’s expressway 


system. 
i00% air-conditioned & heated / Meeting rooms Let us place these superb con- 
accommodating 15 to 1,000 / 256 beautiful outside vention facilities at your disposal. 
rooms & suites / Swimming pool & terrace / Dining Phone Detroit, WOodward 2-2300. 
BARRANQUITAS, P. R rooms & Coffee Shop / Men’s health club / Four excel- Teletype Number DE-1062 
lent lounges / Shopping arcade / 880’ yacht dockage 


At either of these fine hotels... LANSON M. BOYER 
Gen. Mgr. 


Hose/ 


® Time to think and talk 
@ Time to relax—swimming and sports 


@ Excellent facilities . sensible rates 
Leon Waite, Jr 
For all details: 


UTELL INTERNATIONAL 
160 Central Park South, New York 19 


Dyinwrflan AND 


CASS AT BAGLEY DETROIT 26, MICH 


300 Biscayne Bivd. Way 
Miami 32 + FR 9-8861 


CONDADO.-CARIBBEAN HOTELS, INC. 


SUCCESSFUL MEETINGS 


S sian ) we th): 
bate Wed US Nothing Teps 


THE 
PONTE VEDRA BEACH 


$T. MORITZ 
FLORIDA 


ON- THE - PARK 


PERFORMANCE, 
NOT PROMISES 
Talk? We leave that to you | 


at meetings, luncheons, 
banquets, receptions. Action 
is our platform...and we ) | 
deliver with newly redecorated, 
perfectly private function | 


Te 


THE PERFECT / THE PERFECT 


CONVENTION / VACATION 
HOTEL HOTEL 


Complete Convention Facilities 
Downtown Convenience (On U.S. 1) 
3 Elegant Restaurants 

Cocktail Lounges 


rooms, arranged to your 
requirements. Accommoda- 
tions for 10... or 350. Our | 
cuisine lives up to its famed 


e Roof-top Swimming Pool and Night Club SME quesinite goesa | 
e 500 spacious Outside Rooms with TV at ems ahen-smes Gun sk 
e Air Conditioning throughout poe * Ae y. | | 
@ Largest Miami Hotel Auditorium — fitting backdrop to 

Capacity 2,000—plus 16 other meeting meetings in the Sky Garden 

rooms for groups of 25 - 500 | Roof and Terrace Penthouse, 

high atop the St. Moritz. 
write or phone for complete details: 
sales manager FR 9-5461 | 


Wo fi ony Taly 
Continental hotel 


. 50 Central Park South 
New York - PLaza 5-5800 
y Nancy B. Zabel 

Director of Sales 


Biscayne Bivd. + U to 3rd Sts. * Miami, Fla. 
Overlooking the Bay 
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“There’s really no comparison. Grey- 
Rock always has something to say. 
Certainly better than re-hashing the 
same old stuff.” 

“The films help a lot. They make 
it a lot easier to understand the prod- 
ucts, the program or whatever it may 
be. They are a great improvement 
over simply listening to a manufac- 
turer’s salesman.” 

These comments dovetail with the 
view of Grey-Rock executives on the 
role of film in their sales programs. 
S. R. Robinson, Grey-Rock advertis- 
ing manager, says: 


Can’‘t Measure Benefits 


“Actual benefits, based upon use 
of the film only, are not measurable 
in dollars and cents because the film 
is only one part of an integrated pro- 
gram. However, Grey-Rock has be- 
come known for putting on ‘good’ 
sales meetings for distributors’ sales- 
men, and our representatives have 
little, if any, difficulty in arranging to 
hold a sales meeting with distributor 


personnel.” 

Sales films and Grey-Rock spon- 
sored race films make up two-thirds 
of the company’s motion-picture pro- 
gram. Final third comprises a highly 
successful training film, “Your Lucky 
Brake,” first produced in 1958 and 
since revised to incorporate the latest 
changes in American brake systems 
and systems of foreign automobiles. 


Lend Film 


This color and sound film is loaned 
to distributors who arrange dealer 
clinics to instruct service station and 
garage personnel in good brake main- 
tenance. 

Grey-Rock also makes its race films 
available to distributors for showings 
before local service clubs or other or- 
ganizations. 

Films have thus become an impor- 
tant integrated tool in the successful 
Grey-Rock sales program—to attract, 
to inform, to entertain, and to sell the 
man who sells the man who sells you. 

7 


re 
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pyres SALES MEETINGS 


“Sure | said start the meeting off with a bang—but a different kind 


of a bang, stupid!” 


JULY VS, 


1960 


meeting 


on your mind? 


Successful meetings, management con- 
ferences, sales training programs... 
all call for the luxurious and custom 
planned facilities of this famous private 
resort-estate. Groups from 20 to 500. 


Phone or write MAURICE PFURSICH, 
Sales Manager, for free Lido 
Convention Planning Kit. 

phone REgent 4-9000 


o 


HOTEL/BEACH CLUB/GOLF CLUB 

Lido Beach, L. I., N.Y. 

On the Atlantic Ocean 

-.. Only 30 miles from mid-Manhattan 
Open all year for meeetings and conventions 


Stampede Yore 
Next Meetin’ to... 


DEN 
WOULEY 


In The Heart 
Of The Adirondacks 


Conventions 


Sales 
Meetings 


Conferences 


Groups of 20 to 150 will find conducive 
quarters for conventions, meetings or 
conferences, plus personalized service 
and the wonderful free fun of the 
East's finest dude ranch. Excellent 
cuisine, full entertainment program, 
sports, riding, heated pool, sun deck, 
boating. All inclusive rate $11-$14 per 
person. Season: Spring: May, June; 
Fall—Sept. Oct. Write, wire or phone 
for complete information. 


HIDDEN VALLEY 
Lake Luzerne, New York Tel.: 696-2131 
Montreal: P. 0. Box 175, Snowdon, RE. 1-7271 
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INVITATION 


to the 


new pay 


VME 


Bh UL 


The sophisticated modern decor of 
this elegantly dramatic ballroom lends 
itself perfectly to notable social, busi- 
ness and state occasions up to 1100 
persons, For further information, call 
Mr. Ferrer Rama, Catering Manager. 


Hotel Pier 2€ 


TEmpleton 8-8000 
FIFTH AVENUE AND Gist STREET 


PVPPPPVPPPL 


CONVENE AT 
BEAUTIFUL.. 


Grand 
Fotel 


MACKINAC ISLAND 


—S 


Secret Plans Behind 
Political Conclaves 


(continued from page 36) 


a battle for position, but for numbers. 
Were convention planners to relax 
for a second, there would be more 
media people at the conventions than 
delegates. Big problem is to use 
every available inch of floor space 
without breaking fire codes and pre- 
venting floor parades which add color 
to political conclaves. 


Limit VIP’s on Platform 


Even seats on the platform (VIP 
Deck) at the Democratic convention 
have been limited to six. As little dis- 
traction as possible is planned for 
speakers. In order to get VIP’s up to 
the platform as quickly as possible 
for an unplanned appearance, Tele- 
PrompTer has designed a folding 
stairway under the platform. (An air- 
line ramp was considered but it folds 
the wrong way to fit in the area avail- 
able. So a special ramp had to be 
created.) 

Each convention will have a vast 
TV studio to handle closed-circuit TV. 
Not only will speakers be seen on 
giant screens, but closed-circuit direc- 
tors may pick up pooled network 
shots and put them on. Probably no 
event in history will have been more 
thoroughly covered electronically. 
(One advantage of electronic prompt- 
ers, for instance, is that messages can 
be given to speakers instantly. While 
the convention chairman bangs his 
gavel for order, a message could ap- 
pear on his prompter not to forget to 
tell delegates something, or to tell 
the chairman that somebody wants to 
see him urgently in a caucus room.) 


Pile of Blue Prints 


Pile of blue prints to plan floor lay- 
outs for Democratic convention prob- 
ably is bigger than those for any good 
size house. For instance, each seat 
for over 900 reporters and writers 
as well as over 3,000 delegates 
are shown on blue prints. Each TV 
camera position, five caucus rooms, 
lounges (one supplied by railroads 
and one by airlines), network studios, 
and other installations were carefully 
blueprinted. (Slide rules, compasses 
and blue prints make a planning ses- 
sion appear more like an architect's 
huddle.) 

Little will be left to chance. Every 
inch of the halls will be made func- 
tional. Big bugaboo is an unplanned, 
last-minute change in schedule or 
sudden introduction of an element not 
planned. 


Why Nota 
Country-Club 
Meeting pA 


This modern 100-room Colonial Inn, 
just a few hours’ drive from N. Y. or 
Boston, offers every facility—in an 
atmosphere conducive to getting 
things done. 


12 Features 


* Excellent meeting facilities * Con- 
veniently located *% Private function 
rooms to suit your needs % Sporty 18- 
hole golf course * New swimming pool 
vy Food fit for executives % Large, out- 
side bedrooms with private bath * On 
Hilltop, amid 200 rolling acres % Friend- 
ly staff % Outdoor sports yy Sun room, 
sun deck, private retreats <; Your 
inspection is cordially invited. 


Have Some of Get More 
} 
Fun i Done 


For details phone Bill Norton TUrner 9-1303 


Norwich Inn and 
Country Club 


Norwich, Connecticut 


PLANNED To 
PERFECTION 


Y YOUR NExT 
CONVENTION 


AT THE 


avon LY 


100% AIR CONDITIONED 


Complete modern features: 10,000 sq. ft. of 
. exhibition space, typewriter-equipped regis- 
tration desks, portable stages, P.A. systems, 
movie projectors, flash boards. Near new 
Exhibition Hall. 400 rooms and lavish presi- 
dential suites. Full social program for dele- 
gates and families; pool, ocean beach, 
cabana club, entertainment and dancing 
nightly. Superb cuisine. And EXPERIENCED 
CONVENTION KNOW-HOW! 


it: 
——— For information, write, 
a. 


=~ wire or call: 
a = 

| 

| 


I 


= HENRY G. PHILLIPS, 
FE: National Sales 
5 Manager 


~ Miami Beach: JE 8-6811 
ON THE OCEAN AT 32nd ST., MIAMI BEACH 
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“Charged” Air for Politicians 
aywnee niv 


GOLDEN ANNIVERSARY SEASON 
April 23 to October 26 


Politicians will have “a sense of exhilaration, a more positive 
attitude,” according to plans of American Broadcasting Co. 


A.B.C. is installing “an ionized VIP room” at both conventions. 


Ss saat ads Se Senses Sata tee x Sth PAPI 


According to the network, this room will be equipped with 

2 But our Sales Office is open all 
year to assist Corporations, Trade 
Associations and Golfing Groups 


ionized air, foot vibrators, vibrator chairs, soft music and a 


supply of oxygen from which tired campaigners may get a 


Ss @eoar °° 


NT 


new lift. 


While the 3,150 delegates in Los 
Angeles will sit in plush upholstered 
chairs, the press will not fare as well. 
The 950 members of the press will 
have to contend with folding wooden 
chairs and planks for desks. Press sec- 
tions will be to the sides and behind 
speaker. However, they will have an 
unobstructed view of the rostrum, 
and will be able to see speakers’ 
faces on TV monitors. 

TelePrompTer plans to have about 
14 people to handle its chores at the 


Democratic convention while TNT 
has slated about twice that many for 
Chicago. 

To keep delegates up to date on 
world news, TNT plans to use its big 
screens for news programs during 
lulls in convention activity. 

No cost figures were made avail- 
able from the Republican camp (since 
plans were still not set at press time). 
but TelePrompTer is to receive $50,- 
000 for its plans and operations at the 
Democratic convention. ® 


with meeting and outing plans. 
Contact Ed Sweet. 


Write to P.O. Box 99 or phone 
Stroudsburg, Pa., Hamilton 
1-1500 for full details. 


Air Conditioned public space; 
“Golf Capitol of the East,’ Two 
heated outdoor pools; Tennis; 
Tops in entertainment and food; 
Harry Obitz, golf professional. 


FRED WARING Proprietor 
W. S. GARRISON Gen. Mer. 


Shawnee - On- Delaware, Penna. 


Airlift Rostrum to Convention 


More than five tons of equipment for Democratic National 
Convention, including sections of the 63x 20-foot rostrum, large- 
screen television projectors and an electronic vote-tallying “tote” 
board, were airlifted to Los Angeles by TelePrompTer Corp. 
Equipment was shipped from Newark Airport in two American 
Airlines Air Freight DC7C’s. It included the speakers’ desk — 
six feet wide, three feet deep and built to tower nearly 11 feet 
off the floor — an elevator to adjust each person appearing behind 
the desk to a uniform height and a hideaway staircase to con- 
nect the speech-making area with a presentation ramp above it. 

Replica of the desk also was shipped for installation in Tele- 
PrompTer’s headquarters at Hotel Biltmore to permit speakers 
to rehearse their appearances. 

The cargo included two powerful General Electric “Light 
Valve” projectors — not yet in commercial production — to beam 
closeup images of speakers on a 10x16-foot screen high above 


the rostrum. 


JULY 15, 1960 


PRINCESS 
ISSENA 


...or both! 


Each of these 
Daytona 
Beach 
luxury hotels 
can handle 
up to-500 delegates 
comfortably. Combined 
convention facilities include 
air-conditioning, banquet 
rooms for 1000, three 
swimming pools, beach 
and cabana colony. 
Large or small, your 
meeting will be more 
successful here, 


Write for details. 


woTu 
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HOTEL 
SAVERY 


IN DES MOINES t 


favorite of convention 
planners everywhere 


x 3 large ballrooms 
5S other meeting rooms 
A 425 guest 
rooms: free 
radio and TV 
Air conditioned 
OMS 
available 


Fine food 
experienced 
catering 
service 
Closed 
circuit TV 
Plenty of 
adjacent TELL 
parking 
2 biocks to TU LS iu 
Veterans . 

Auditorium 


” De ~~ 2 an 


You'll feel at 
home at the 


SAVERY 

a friendly 

BOSS hotel 

PAUL E. LEFTON 
General Manager 


Meet with Success 
at the 


HOTEL UTAH 


and 


MOTOR LODGE 


Convention Host at the 
CROSSROADS OF THE WEST 


Salt Lake City, Utah 


@ Outstanding facilities 


@ Heart of the city location 

@ Public rooms of various sizes to 
accommodate 14 to $00 

@ Magnificent auditorium seating 
1500 

® Spacious exhibit hall 


e@ Air conditioned 


9 
more : 


te for free brochure. 


Ma 


DaAvis 8-91 14 . Salt Lake City Utah 
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In all the world there is only one 


melback Inn 


for Sales Meetings and Conventions 
PHOENIX, ARIZONA 


WHitney 5-844! 

Golf at adjoining Paradise Valley Country Club 
Chicago MOhawk 4-5100 Washington EXecutive 3-6481 
Detroit WOodward 2-2700 Los Angeles DUnkirk 8-1151 
New York MUrrayhill $-0123 San Francisco EXbrook 7-2717 
Miami PLaza 4-1667 Atlanta JAckson 4-3486 

Toronto EM 3-1648 


Beautiful Modern Meeting rooms for groups up to 250 
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Key Biscayne Hotel 
Kloeppel Hotels, Inc. 


La Belle Creole ... 

LaConcha Hotel .. 

Lafayette Hotel and Lanais. 
Lake Tower Motel ... 

LaSalle Hotel ....... a 
Las Vegas Convention Bureau . 
Lawrence Hotel 
Lido Hotel v: i: 
Lincoln Chamber of Commerce 
Long Beach Chamber of Commerce 


Manger Hotels 

Manoir Richelieu 

Marriott Motor Hotel 

Maxwell House ..... 
Memorial Coliseum (Portland) 
City of Miami ... 

Miami Beach Exhibition Holl 
Mississippi Gulf Cooast 

Mont Tremblant Lodge . 
Montagu Beach Hotel 
Montauk Manor 

Hotel Moraine 

Mount Washington Hotel 
Mountain Shadows 

Hotel Muehlebach 

Myrtle Beach Chamber of Commerce 


Nassau Beach Lodge 
Nassau Inn 

National Air Lines 

National Guard Armory 

New York Trade Show Corporation 
Niagara Hotel . 

Norfolk Chamber of Commerce 
Northeast Air Lines 

Northernaire 

Northwest Orient Air Lines, Inc. 
Norwich Inn 


O'Hare Inn .. 
Oxford House 


Palm Beach Biltmore Hotel 

Palm Springs Riviera Hotel 

Hotel Patten . 

Pick-Nicollet Hotel 

Hotel Pierre 

Pierre Marques Hotel 

Pocono Manor Inn 

Poland's Spring & Mansion House 
Ponte Vedra Club 

Hotel President 

Princeton Inn 

Providence Chamber of Commerce 
Prudential Building 


The Queen Elizabeth Hotel 


Radisson Hotel wikis Sele - 
Railway Express Agency Mitel she ac nig an 
Richmond Hotels, Inc. 
Riviera Hotel ............ 
Hotel Robert Meyer ..... 
Roosevelt Hotel .. ‘ 


Sagamore Hotel 

St. Moritz Hotel ....... 

San Antonio Chamber of ‘Commerce 
Santa Monica Convention Bureau . 
Hotel Savery 

Sawyer's .. 

Saxony Hotel 


Schine Hotels .. 
Seville Hotel . 109 
Shasm Lb6.. Hotult..n.kcccas ss: 119 
See are 145 
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Convention headquarters in the heart of Dixie accom- 
modating groups from ten to six hundred 


All air conditioned sleeping rooms and function rooms 


SOUTHERN STYLE 


Write for Rates and Brochure to 


THE MAXWELL HOUSE 
Fourth and Church Streets 


NASHVILLE, TENNESSEE 


JULY 15, 1960 


Phone Alpine 5-2112 


An entire floor of meeting rooms (one of 


which seats 1500); resort atmosphere with 
in-town convenience; superlative food in a 
choice of restaurants; free in-and-out park- 
ing; year around air-conditioned—all with 
business-budgeted European plan rates 


Great for Groups—the Southwest's most 
complete facilities for group meetings, 
conventions, etc., any time of the year. 


HOTEL 


Westward 
Ho 


REPRESENTED BY — Glen W. Fawcett, Inc., 
Los Angeles, San Francisco, Seattle, Portland, Dallas 
Robert F. Warner, Inc., New York, 
Chicago, Boston, Washington, D. C. and Toronto. 


PHOENIX, 
ARIZONA 


@ 400 “comfortized” air-conditioned 
rooms — 18 suites — free radio and running 
ice water in every room. 


@ 2nd Floor expressly designed for your 
needs— especially equipped conference and 
dining rooms. 


@ Main ballroom capacity—Meeting 800—Din- 
ing 600—Junior ballroom & Aztec room 250. 
Closed circuit telecast facilities available. 
Drum Room & bar featuring famous cuisine and 
entertainment. 

@ Ideal location in the heart of Kansas City. 
6 min. from Union Station & Municipal Airport. 
1 block from Municipal Auditorium. 

Garage & parking facilities adjacent. 


® for illustrated brochure write: 
Convention & Catering Dept. 


President 


14th & Baltimore @ Kansas City, Mo. 


147 


BEST I'VE HEARD 
EN NNEC 


An exchange of anecdotes and 
facts to help a speaker spice 


his speech and make a point. 


Ye / Mui! 


Washington’s most convenient 
meeting place... 

with every modern facility for a confer- 
ence or a convention. 

Completely air-conditioned — spacious 
ballrooms, 11 additional meeting rooms, 
attractive dining facilities. Capacity 20 
to 1200. Write for complete convention 
information. 


the Willard, Washington, D.C. 
“The Residence of Presidents” 

14th Street & Pennsylvania Avenue, N.W. 

Telephone: NAtional 8-4420 + Teletype WA732 


hold 
your next 
MEETING 


Teletype CG28 


* Complete facilities adaptable to any 
type of function 

*% Personalized attention to every detail 

* Convenient to railroad terminals 

*% Located in the center of 
downtown Chicago 

* Gracious, modern atmosphere, 
plus traditional LaSalle hospitality 


write for new brochure showing room 
charts, floor plans and full details 


Subject: TOGETHERNESS 


Sales executive started across a 
bridge when his eve caught a well- 
dressed man toss a briefcase over 
the rail and start to climb the bar- 
rier. The sales executive raced up 
to the man and shouted, “Don’t 
do it! Talk about it first.” 

“What’s to talk about,” said the 
man bent on suicide. “The world 
situation has deteriorated to the 
point where we'll all be blown up 
soon anyway. Sales of my com- 
pany are down to the point I'll 
have to lav off three quarters of 
my staff to meet bank notes. What's 
there to talk about?” 

“Look,” said the sales exec, “I’ve 
plenty of business problems, too, 
and this world isn’t such a bad 
place to be.” On and on talked the 
sales exec. He talked and dis- 
cussed for a full 45 minutes. 

And then thev both jumped off 
the bridge. 


Subject: TEEN-AGERS 


Speaker from Dallas regaled a 
group of visiting teen-agers from 
the East with stories of the old 
West. He felt mighty fine about 
the rapt interest he was getting 
and was beginning to feel that the 
modern generation wasn’t so bad 
after all. 

In his story telling he remarked 
that Billy the Kid had killed more 
than 20 men by the time he was 
21 years old. “Good heavens!” 
exclaimed one of the excited lis- 
teners. “What kind of a car did 
he drive?” 


Subject: PSYCHIATRY 


Things were getting the best of 
a salesman so he made up his mind 
to visit a psychiatrist. There was 
only one in town so he entered the 
door and found a room without a 
receptionist—just two other doors. 
One was labeled “men” and the 
other, “women.” 

He pushed open the door marked 
“men” and was confronted by two 
more doors. One said, “introverts,” 
and the other said, “extroverts.” 


After a moment’s hesitation he 
walked through the “extroverts” 
door and found himself in still an- 
other room with two doors. These 
were carefully lettered: “You make 
over $10,000 a year,” said one, 
and “You make less than $10,000 
a vear,” said the other. 

‘There was no question where he 
belonged and rushed through the 
under-$10,000 door — and found 
himself right back on the street. 


Subject: PRACTICE 


A pastor in this little parish 
always asked the children the same 
questions and in the same _ se- 
quence: “What's your name? How 
old are you? Did you say your 
prayers? What will happen if you 
don’t say your prayers?” 

An overly ambitious mother re- 
hearsed her little boy with the 
answers for days. When the pastor 
finally met the little fellow, he 
beat the pastor to the punch by 
rattling off: “Johnny Saunders, five, 
yes, go to hell.” 


Subject: WILL 


A very unpopular and cranky 
woman was bitten by a mad dog. 
She was advised by her lawyer to 
make a will because there was a 
possibility of rabies. She refused, 
but later demanded paper and pen 
and wrote furiously for two hours. 

“It looks like an unusually long 
will,” her lawyer said. 

“Will? Who's writing a will?” 
she snapped. “This is a list .of 
people I'm going to bite.” 


Subject: CONVENTIONS 


Lately there appears to be a 
convention for everything. Look 
upon the events bulletin board of 
any large hotel and you'll usually 
see a long list of meetings. Some- 
times the list can pull you up 
short, as did this actual notice in 
the Park Plaza hotel in Toronto: 

“Metro Home Builders—cocktail 
party,” 

“Metro House Wreckers Assn.— 
banquet.” @ 


SALES MEETINGS/Part Il SALES MANAGEMENT 
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SHERATON 


-PORTL 


HOTEL 


Lloyd Center, Portland, Oregon 


Po 
Here’s a brand-new luxury hotel that combines indoor-outdoor living with 
these ideal convention facilities: 


Banquet Capacity Meeting Capacity 


Grand Ballroom 


"ee tar ae 850 1,200 
California Room 80 120 
Oregon Room Pacific Suite .  . 80 120 
Washington Room 73 100 
Combination of Grand Ballroom 
and Pacific Suite ‘ 1,150 1,600 


Additional Features: Five ‘other “Hospitality” rooms, each seating 25 for 
banquets, 40 for meetings; TV and air-conditioning; free parking. 


John H. Moore, Sales Mgr. 


SHERATON HOTELS 


the proudest 


namein 
COAST TO COAST IN THE U.S.A., IN HAWAII AND CANADA 
EAST ee ne aa FRENCH LICK, Ind SOUTH LOS ANGELES CANADA 
eraton-Belvedere eraton Hotel Sheraton-Cleveland French Lick-Sheraton Sheraton-West 

= YORK Sheraton-Baltimore inn . er eeey . re, R 

ark-Sheraton opens October, 1960 SYRACUSE CINCINNATI RAPID CITY, S.p. Sheraton Hotel PASADENA eraton-Mt. Royal 
Sheraton-East Sheraton-Syracuse Inn Sheraton-Gibson Sheratea-Johneon The Watterson Huntington-Sheraton The Laurentien 
(the Ambassador) PHILADELPHIA ; DALLAS TORONTO 
Sheraton-Atlantic Sheraton Hotel a, N.Y. st. Louis SIOUX CITY. | Sheraton-Dallas PORTLAND, Oregon King Edward Sheraton 
Sheraton-Russell PROVIDENCE eraton Inn Sheraton-Jefferson  Sheraton-Martin.. NEW ORLEANS Sheraton-Portiand Hotel NjAGARA FALLS, Ont 
BOSTON Sheraton-Biltmore -Warr . Sheraton-Brock 
Sheraton-Plaza MIDWEST OMAHA ——— el HAMILTON, Ont 

" . SPRINGFIELD, Mass Sheraton-Fontenelle MOBILE, Alabama 
WASHINGTON Sheraton- Kimball CHICAGO SIOUX FALLS, S.D. — Sheraton-Battle House HONOLULU Sheraton-Connaught 
Sheraton-Cariton ALBANY Sheraton-Blackstone AKRON Sheraton-Carpenter Royal Hawaiian OVERSEAS 
Sheraton-Park Sheraton-Ten Eyck Sheraton Towers Sheraton Hote Sheraton-Cataract WEST a — oe ay 
rincess Kaiulant 

PITTSBURGH ROCHESTER DETROIT INDIANAPOLIS CEDAR RAPIDS, lowa 
Penn-Sheraton 


Sheraton Hotel Sheraton-Cadillac 


Sheraton-Lincoin 


Sheraton-Montrose 


SAN FRANCISCO 
Sheraton-Palace 


Moana 
SurfRider 


Sheraton-Tel Aviv 
opens March, 1961 


IT’S THE PROS WHO MAKE THE HITS! 


In today’s market, only the professional sales approach gets to first 
base in producing business. The man who knows his product knows 
his customers, and watches his sales signals on the close ones. 


With Jam Handy training aids you can keep your team in top 
form, professionally conditioned for every opportunity, with lucid 
explanations of your product or services and visual proof of your 


superiorities. Jam Handy training aids help you review selling 
fundamentals interestingly, let you show salesmen how to make 
a real hit with new materials. 


Costs will be realistic for top-flight quality. With Jam Handy 
One-Stop Service, one organization, one briefing, one accounting 
does it all. For consultation call... 


7é YAM HANDY Onponsgctin 


NOTHING SELLS PRODUCTS AND IDEAS LIKE IDEAS 
N PICTURES « DRAMATIZATIONS e¢ PRESENTATIONS «© VISUALIZATIONS e¢ SLIDEFILMS e TRAINING ASSISTANCE 


CALL NEW YORK, JUdson 2-4080 HOLLYWOOD, Hollywood 3-2321 DETROIT, TRinity 5-2450 DAYTON, ENterprise 6289 PITTSBURGH, ZEnith 0143 CHICAGO, STate 2 6757 


